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Quote from the SASDT conference (April 
2018) by Mr Geoffrey Grant, IMCD

“Our industry has a responsibility 
to produce value for money, safe, 
innovative and tasty products, 
that are good for the consumer 
and contribute to their 
wellbeing, and in this way, grow 
volume, become a food of 
choice, create employment and 
become an industry to be 
admired “



Milk and dairy 
products in 
human 
nutrition

• “Billions of people around the world 
consume milk and dairy products 
every day.

• Milk and dairy products a vital 
source of nutrition for the 
population of the world

• Consumers, industry and 
governments need up-to-date 
information on how milk and dairy 
products can contribute to human 
nutrition and how dairying and 
dairy-industry development can best 
contribute to increasing food 
security and alleviating poverty. “

http://www.fao.org/docrep/018/i3396e/i3396e.pdf



Aim of the 
presentation

This presentation will 
demonstrate

• That dairy plays an 
important role in 

diet of all South 
Africans
• New opportunities exist 

to inform  consumers on 
milk and other             
dairy products as healthy 
and     nutritious foods.



Presentation outline

• South African dairy industry 
overview

• Challenges 

• Opportunities 

• Educating you consumer





Overview of South African dairy industry
Primary Sector

Number of 

producers

1364 farmers
750 000 cows

Avg: 332/producer

Production/
year 

3,2 
billion litres

Avg: 20L/cow/day

Milk producing
provinces

KZN
WC
EC

75%

Source: Lacto data
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43%

34%
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Market situation

PRODUCTS CHANGE IN DEMAND/ SALES QTYs CHANGE IN RETAIL PRICES

Fresh milk -3.8 0.3

Long life milk (UHT) 11.3 -1.5

Flavoured milk -1.2 3.9

Yoghurt -0.9 5.6

Maas 6.7 -0.1

Pre-packed cheese 8.3 2.1

Cream cheese -8.2 5.9

Butter -6.5 31.8

Cream -0.4 11.1

YEAR
April 2016 

to
March 2017

YEAR
April 2017

To 
March 2018ch
an

ge
s

March 2017

March 2018
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Global market trends
DRIVERS of consumption 

Macro-economic

• Increasing prosperity and 
affordability

• A rising middle class in 
emerging market

• Millennials are shifting into a 
higher purchasing power 
age bracket

• Growth of aging population

• Urbanisation

• Globalisation, 
connectedness and mobility

Consumers
• Health and wellness based 

on global obesity concerns
• Wealthy consumers are 

willing to pay more
• Disadvantaged consumers 

managing limited budget
• Growing awareness and 

concern over sustainability
• Place of origin; localisation 

and ethical integrity

Source: Zenith International, IMP presentation 2018



Key consumer TRENDS

Consumption habits

• Meal replacement and 
snacking, change in 
portion size

• Transformation of 
packaging and labelling

• Personalised nutrition 
instead of medication

Consumer preferences

• Natural sources of origins

• Rise of sophisticated 
global flavours

• Low or no added sugar

• Low and no calories

• Functionality

Source: Zenith International, IMP presentation 2018



challenges

How do we ensure that dairy 
remains relevant?



By making dairy a real 
part of the diet of our 
people.

• We need to claim the 
conversation about 
dairy

• Bring the discussions 
back to dairy and 
remind the consumer 
of the goodness of 
dairy



Health and 
wellness based 
on global 
obesity 
concerns

Health related challenges

An abundance of food and beverage choices complicates healthy eating



The risk of disease 
and dietary 
patterns

The role of dietary risk 
factors in non-
communicable diseases 
(NCDs) is now well 
recognised.



How do 
consumers make 
decisions?

The consumer 
is confused





Change in 
eating 
habits, 
especially 
among the 
younger 
generation

Flexitarian – try to eat fewer animal products 
but occasionally deviate and consume animal 
product



App op foon

Shopping 
habits are 
changing

Source: J of the academy of nutrition and dietetics 2015

Millennials are changing 
tradition shopping habits.  
Crave an experience with 
their food.

Challenges due to information overload



Nin cre

More 
servings 
of more 
information

Source:Ketchum, 2017 global food and nutrition predictions 
https://www.ketchum.com/
Top 10 Nutrition trends for 2016: Dairy Council California

Non-credentialed experts that lead the 
conversation about nutrition is of a concern



Lactose intolerance could be a 
barrier to dairy consumption 
and lead to avoidance of dairy.

Misperceptions 
about allergies 
and 
intolerances.



Consumer demand for 
sustainably-grown and 
locally sourced foods 
are increasing.

• Food choices are increasingly driven 
by factors beyond taste, cost and 
nutrition. Consumers believe that 
what they eat is a reflection of who 
they are.

• The rise of plant-based alternatives



Dairy alternatives are 
driven by consumer 
perception that 
‘dairy-free’
is a healthier product 
than dairy 



Price and taste are 
not incentives for 
consumers 
to leave dairy.

Concerns:
• Animal welfare
• Ethical values
• Sustainability
• Giving back
• Emotions



Its not all 
creamy for 
dairy 
alternatives





Labelling of dairy 
alternatives



In South Africa 
the CEP is 
working with DSA 
to ensure 
labelling on dairy 
alternative 
products is 
controlled



Dairy Standard Agency

The Dairy Standard Agency (DSA) is a registered non-profit company (NPC) in terms 
of the new Companies Act, 2008 (Act 71 of 2008). 

The primary objective of the DSA is the 

promotion of the compliance of milk and 
other dairy products with product 
composition, food safety and metrology 
standards.



Product 
reformulations
• low sugar content of dairy
• substitution of high value 

ingredients with less 
expensive ingredients 

• reduction of high quality 
ingredients

Product challenges



Watch what you are eating!
• Imitation dairy products
• Dairy vs dairy/yoghurt based snacks
• Hormone free/ rBST

Consumers do not 

understand the 
meaning 
claims and 
statements on 
packaging



But there is hope.

Opportunities



Good news stories



Millennials  and Gen Z: 
Take  dairy out of the 
kitchen and place it in the 
space of the teen and 
young adult

Millenials: Born 1980
Gen Z: Born 1995

Get your 
audience 
Attention
Know your 
audience



Talk to the MOMS!
Serve Milk with every meal



Tell the 
your target 
audience 
the full 
story

Emotional messages

Rational messages



Show your 
audience where
dairy fits into the 
diet 

Educate the target 
audience on the 
differences 
between milk and 
milk alternatives.

Show how – milk 
can be part of 
meals, in a snack 
(smoothie), etc.

Show moms why
young kids are at 
a crucial stage for 
milk’s nutrients

Show your target audience: 
where, why, how and what



Find new ways 
to engage with  
young 
consumers
through 
product 
innovation

Millenials value natural labels, enjoy cultural 
flavours and want transparency from food companies



Fluid milk 
remained 
stagnant with
limited 
innovations for 
many years

And, dairy companies are now 
becoming players
in the alternative market

Industry/ innovation challenges



FAIRLIFE story



Transparency continues to drive the growth of consumer goods.



Transparency continues to drive 
consumer goods growth (IFT, June 2018)

• Consumers seek transparency in three key product attributes 
• Sustainability
• Processing claims (organic/natural/free from etc)
• Ingredients

• Nielsons product insider:

64%
US 

households
buy 

sustainable 
products

67%
consumers 
what goes 

into the 
food they 

buy

15% 
Americans 

trust ‘all 
natural’

marketing

18% 
never 
trust 
these 
claims

Clean 
label 
dairy 

1.1% from 
2015 –
2017.



Key challenges

• Health and diet

• Dairy alternatives

• Consumer 
knowledge/scrutiny

• Sustainability

Key opportunities

• Embracing technology

• Diversification/ learning from 
dairy alternatives

• Changing consumer habits

To summarise :



The way forward.
Opportunities in 

health and 
nutrition



• Protein quality
• Saturated fats
• Iodine
• Dairy matrix
• Dairy and sport

Scientific research results provide new 
insights into dairy science and nutrition

www.rediscoverdairy.co.za



Protein is 
the nutrient 
of the 
decade

The quest for protein intensifies 
– protein continues to be the 
nutrient of the decade and its list 
of health benefits grows beyond 
muscle building to include satiety 
and weight management.



• The quality of milk protein has 
been found to be higher than 
previously acknowledged

• Functions of dairy protein involve 
more than only providing amino 
acids and nitrogen.

• Bioactive peptides in dairy has 
distinctive functions resulting in 
milk and dairy being classified as 
functional foods.

http://www.rediscoverdairy.co.za/dairy-based-nutrition-4/milk-protein/



Renewed consumer 
enthusiasm 
for butter and dairy fats

OECD/FAO Agricultural outlook 2017-2026



Dairy products may be 
heart healthy

• No conclusive evidence that milk or dairy food as a total 
group is associated with harm to health in terms of risk 
for coronary heart disease.

• Milk protein has been shown to improve the lipid profile 
and reduce cardiovascular risk factors

• http://www.rediscoverdairy.co.za/dairybasednutrition



Food Favourable outcomes Neutral outcomes Unfavourable outcomes

CVD CAD Stroke HT CVD CAD Stroke HT CVD CAD Stroke HT

Total dairy X X X X

Low-fat dairy X X X X

High-fat dairy X X X X

Medium-fat

dairy

X X X

Milk X X X

Fermented dairy X X

Cheese X X X X

Yoghurt X X X X

www.rediscoverdairy.co.za/nutritionwviews

http://www.rediscoverdairy.co.za/nutritionwviews


Iodine: 
The 
forgotten 
nutrient

Iodine deficiency 
remains a significant 
health problem 
worldwide and affects 
both industrialized and 
developing nations. 



Consumer 
education 
drives dairy 
consumption



Global to local dairy industry

The International Dairy Federation (IDF) represents 
the global dairy sector.                        http://www.fil-idf.org



Local: 

Consumer Education Project of Milk SA

• Communicates the health and 
nutritional benefits of dairy

• Agricultural Marketing Act

www.rediscoverdairy.co.za



Agricultural 
Marketing Act 
Regulation 57

“From a national point of view and to promote 
the viability of the dairy industry, consumers 
should be informed of the health and nutritional 
advantages of milk and other dairy 
products. Informed consumers will not only 
contribute to the national well-being in respect of 
nutrition and health,          but especially also to 
the viability and sound development of the dairy 
industry. The education will be conducted in such 
a way that it will not erode the marketing 
activities of any firm in the dairy industry that 
are aimed at differentiating its products from 
that of competitors”.



Communication messages 
appeal to the consumers on a 

rational and emotional level.



Effective communication 
demands choosing 
correct channels to talk 
to selected target 
audiences
• Television
• Social media
• Print media
• School learner engagement
• Websites
• Direct contact



Consumer 
target audiences 
demand tailored 
messages

Teenagers

Primary 
schools

Moms with 
children

Low Income 
Consumers



Teenagers as target audience
Television and social media messaging

Sport

www.Dairy gives you go.co.za

Music Fashion Chill time

2014-2015 2015-2016 2016-2017

Dusty – athlete with no 
trophies

Stix – the drummer that plays 
to hard

Loretta Rush – Fashion model 
that ‘just wants to go’

Hammock – Cell phone
Pool – Dog wash
Ball – Switch off the light

Take dairy out of the 
kitchen and place it in the 

space of the teen

Go =
Mental 

energy/vitality



Television and Social 
media









Facebook: Go Guy engagement with 
the target audience



Go Guy: Dairy Go Team campaign 
(2017/18)











Tasty treat videos to engage with consumers

Food videos engages with consumers





Communication with Schools.  
Foundation Phase



Intermediate phase



Build lasting 
relationships 
with the 
Health 
Professional 
community

Target audience: Dietitians, Nutritionists, 
Doctors, Nurses and health promoters

• Health Professionals enhances 
credibility of project and strengthens 
messages

• Influence consumers and encourage 
behaviour change by educating general 
public

www.rediscoverdairy.co.za



Health professional target audiences

Scientific 
advertorials

Nutrition 
Reviews

ADSA, 
On-line

Direct 
contact

Dietitians        Nutritionists        Nutrition advisors        Doctors Nurses



Science based 
information is 
communicated 
with health 
professionals

Development of Nutrition 
reviews and advertorials

Technical advisory committee

• Prof FriedeWenhold
• Dr Zelda White
• Dr Tuschka Reynders
• Prof Rene Blaauw
• Prof Corinne Walsh
• Nicki de Villiers
• Dr Ingrid van Heerden



Wellness project aimed to reach 
low-income consumers through training initiative

Wellness Project

Empowering health promoters in 
government clinics to confidently 
advise people in the benefits of 
dairy: “Have milk, maas and yoghurt 
every day”



Clinic and wellness project reach
Nutrition advisors and Health promoters

• 67% of districts in SA
• 2465 total trained since 2014

Wellness project

0 2 4 6 8 10 12

Western Cape

Northern Cape

North West

Limpopo

KZN

Districts where CEP presented 
training

Number of districts CEP presented training

Number of districts/province



A4 Clinic educational tool for Health 
Promoters



Clinic A5 leaflets available in 9 languages



Video for training of health educators

Also
Available in
Tsonga





Opportunities to celebrate globally



www.rediscoverdairy.co.za



The way forward 
for effective 
consumer
education involves 

• Building dairy trust 
through science based 
consumer education

• Consistent messaging
• Getting back to simple 

information about food 
and nutrition



Online Dairy Tool
‘Ask dairy’

‘Do the dairy diary’



‘Ask Dairy’ on-line tool
www.dairygivesyougo.co.za/askdairy

http://www.dairygivesyougo.co.za/askdairy


Do the Dairy Diary









SA Society of Dairy Technology

The goals of the SASDT are:

• The South African Society for Dairy Technology (SASDT) is an 
active society whose primary objective is to promote and 
encourage technological and scientific advancement amongst our 
members who are key role players in our national dairy industry. 

• to promote and encourage technological and scientific 
advancement in the Dairy Industry by:

• the dissemination and application of knowledge,

• and the provision of opportunities for

• discussion, co-operation, education, training and research.



Members

• The SASDT members are persons and companies 
from all business sectors involved in the dairy 
industry.

• Dairy processors, their producers and also suppliers 
to the dairy industry, are the key members making 
our society an exciting and vibrant organisation.

• We are currently represented by approximately 300 
members country-wide.



Which dairy related topics are of 
importance to us?

• Our symposiums deal with various dairy 
topics i.e. 
• packaging, 
• sanitation, 
• fermentation organisms, 
• dairy economics – domestic and global, 
• dairy trends
• quality control systems and several 
• other new technological advances impacting 

our industry.



Christine Leighton
christine@dairycep.co.za
www.rediscoverdairy.co.za

Thank you for listening

‘Dairy gives you go’

References used on this presentation
1. Trends: dairy California, Spring 2018
2. Zenith International: presentation IMP June 2018, City of Bath
3. Rabobank: Dare not to dairy, May 2018

mailto:christine@dairycep.co.za
http://www.rediscoverdairy.co.za/


Quiz Time!! Last man 
standing



Brunch break




