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Dairy and Dairy Alternatives
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MEET YOUR SPEAKER: HAMISH ARAGLOBAL

« Experienced board-level director with 20 years’ professional
experience in Food and Agriculture

« MD of Dairy manufacturing business at St lvel and Marketing
Director at Milk Link (Arla)

« Steeped in retail at Tesco as head of Own Label and Buyer at
Argos (Sainsburys)

» Writes regularly for The Grocer, Bakery and Snacks, Dairy NSIDER
Industry News and Dairy Innovation

» Host of the Apple iTunes awarded "The FMCG Insider” Podcast
» Since founding HRA Global in 2011, Hamish and the team have

delivered over 50 projects in the broad dairy and dairy
alternative space.
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Delivering Growth Through Actionable Solutions
Built on Real FMCG Insight & Expertise

Over the last decade we have helped over 100 clients across 35 countries.

From gaining shopper insights,
understanding the competition and the
category better to improving product
branding and optimizing supply chains -
we are the food & drink experts.

HRA GLOBAL

The FMCG
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=" OUR SERVICES

Strategic Market Research

- Commercial
-~ Consulting

| Solutions

With backgrounds in retail, food
manufacturing and consulting,
nobody else has a grasp on food
& drink as encompassing and
unique as ours.

No brand or product proposition,
however well-strategised or
founded in insight, will reach its
_4 full potential without the right
commercial expertise,
relationships and knowledge.

Big decisions shape companies,
careers and markets and are
amongst the toughest calls in
business to get right.

With our finger on the pulse of the \
industry and our ability to combine 7,7\ We offer bespoke

strategic insights with our research . * qualitative With our unrivalled industry
and commercial expertise we can * quantitative; and ~ _ = connections coupled with FMCG
provide a tailored approach to * mixed method research - - market expertise, we are the

solutions perfect solution to open doors for

your brand - be it international or
N UK based.

every project.

We deliver tailor made projects
designed to solve your personal
business problems and kick-start
your growth.
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SUSTAINABILITY HRAGLOBAL
In the words of Justin Bieber, WHAT DO YOU MEAN ?

There are over 512 different definitions for sustainability When we talk about sustainability for dairy & dairy alternatives
according to Chicago University. we are talking about supply chains which consider...
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DAIRY:

What Critics de (is this really fair?)

Emissions produced by
Manure !

Manure is responsible

for 23% of cows’
emissions.

9.5% directly from
manure.

13.5% from using
manure as a fertiliser.

Genetic Modification

To ensure that cows
produce the maximum
output possible, some
dairy players rely on
genetic modification.

Some say risks a
potential pandemic due
to the lack of genetic
diversity in our cows.
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Intensive Use of
Fertilisers

Challenging for
ecological diversity.

Impact on ground
water and surface
water.

Can lead to soils
changing their essential
character/erosion.
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1. Cainthus, 2020
2. Dairy Australia, 2021

Plastic Waste

From farm to fork,
plastic waste in the
food industry is high.

E.g. ¢.5,000 to 10,000
tonnes of plastic is
used for silage bales &
silage pits a year by
dairy farms.?
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1. The Grocer, 2021

Truth is... improvements are happening across the industry
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Regenerative Packaging Waste Carbon Reduction

Feed Innovation

agriculture Reduction
Adding alternative Working with rather Reduced product Dairy accounts for
extracts and/or than against nature. packaging sizes. 3.4% of the worlds
supplements into cow carbon emissions.!
feed to reduce Many farms are Using natural
emissions. utilising practices like alternatives like The sector is making
mob grazing, soil seaweed to create sustainability
A supplement carbon programmes, recyclable packaging. commitments. e.g. UK
developed by Mootral diverse cropping dairy aims to reach Net
has cut emissions by systems and more. Returning to old-school Zero carbon by 2050.
\38%.1 JAN ) \glass bottles systems. )L )




DAIRY ALTERNATIVES . HRAG!:RGBE{F\ERE@
What Crlhcs SCIY (ls this really fair?)

Deforestation Water Usage Social Impacts

Growing demand for dairy Often plant-based There are some concerns
alts can lead to alternative crops can over and
deforestation as require large amounts of in

to grow water. the countries where the
these crops. crops are grown.

e.g. of almond
e.g. Soybean cultivation is milk requires of A lack of education and
cited by some as being water. 1 resources can often stunt
responsible for conditions being
deforestation in the improved.
\ Amazon. J J Y




DAIRY ALTERNATIVES .
Reasons to

HRAGLOBAL

New Ingredients

Carbon Labeling

Sustainability
Certifications

Use of
more sustainable raw
ingredients.

Swedish brand, Dug,
has released a

which is said to
use less land and
water than other plant-

\based alternatives.

/

Plant-based brands are
following the footsteps
of leaders Oatly in
helping consumers
make the
environmentally-
friendly option by

.

Brands are following
procedures to gain
sustainability
credentials with the
latest certification
gaining traction being

.

/
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SUSTAINABILITY:
DAIRY VS DAIRY ALTERNATIVES

Some studies show that almost 3X more greenhouse gas is emitted

when making a glass of milk compared to a glass of a plant-based
alternative.!

When it comes to comparing carbon emissions between dairy & dairy
alts, the story is similar for other categories such as cheese and yoghurt
as well.

But dairying has huge benefits for landscape, economies and
communities.

Despite the bad press the dairy industry receives, sustainability is now
top of the agenda, with investments being placed across the supply
chain to improve the industry’s credentials.

But is it enough to stop the rising tide of the idea that
“plant-based = good, and dairy = bad™?
Only time will tell.




UK TRENDS in:
DAIRY DRINKS

1. NielsenlQ §j w/e 1Jan 2022
——2—IRI 52 w/eApril 2021
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« Consumers are turning to RTD coffee as a preferred \

choice of pick-me-up, with retail sales reaching £209m
(+35.4%).1

» Driven by more consumers looking for quick ways to
consume their protein intake, the category has seen the
growth of protein enriched drinks.

« Sustainability being at the forefront has led to format Plant-based
innovations, to reduce waste and increase ease of - Driven by sustainability and taste plant-based

recyclability. E.g. Jimmy’s BottleCan format. flavoured milk is on the rise valuing at £155m
(+41%).2
» With the latest HFSS restrictions many brands are
changing their recipes to achieve compliancy. Will this « Wil this category growth lead to more more
encourage shoppers, or will recipe changes be a blocker traditional dairy companies releasing plant-

to purchase? k based SKUs following the likes of Starbucks? /




UK TRENDS in:
CHEESE

With the world re-opening, demand for on-the-go formats is back,
and are no longer just for kids, as adults are looking for the
convenient yet nutritious snack whilst on the move.

The Brits are getting adventurous as demand for global flavours
are growing.

40% of UK cheese eaters use the product as a meat replacement
and the main protein source within meals.!

Plant-based

Arguably the category which is struggling the most to mimic its dairy
counterpart.

But the category is providing constant innovations & ingredients,
making it only a matter of time until someone creates a vegan cheese
which is comparable in taste and texture to dairy cheese.

1. Mintel, 2021




UK TRENDS in:
YOGHURT, YOGH
DRINKS

Health and immunity have become key purchase
drivers for products in this category, unleashing the
demand for probiotic products & immunity boosting
ingredients.

Kefir perfectly fits the consumers growing
awareness for gut health, with shelves starting to
see a growth in both drinkable and spoonable kefir
products.

Concerns over plastic waste has led to a consumer
keenness for bigger pack formats which can be
easily dispensed into daily portions.

Plant-based
Brands are once again working hard to create dairy

alternatives which mimic the creaminess that a dairy
yoghurt provides.

Brands are starting to pair multiple base-ingredients
together such as coconut & oat, to reach the
category’s creaminess credentials. /




DAIRY VS DAIRY ALTERNATIVES:
WHATS IN STORE FOR THE FUTURE->

m SUSTAINABILITY DEMANDS WILL CONTINUE TO
C ’ DRIVE ADAPTATIONS ACROSS THE SUPPLY CHAIN

HEALTH

WILL REMAIN A TOP PRIORITY FOR CONSUMERS IN
BOTH SECTORS.

s’ FURTHER INNOVATION
= = IS NEEDED IN THE DAIRY ALTS SECTOR BEFORE
- DAIRY LOVERS CAN FULLY TAKE THE PLUNGE.

I'd encourage you to consider how each of these shifts might align with
or impact your business goals and whether your strategy needs to shift
as a result — if it does, then we can help.



Thank you for listening!

If you have any questions, please feel free to email
me at Hamish@hra-global.com
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