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CCOA
Meeting Customer and 

Consumer Expectations



HARD TIME TO READ THE MARKET:
COVID

Eating at Home
Changing Demos

Supply Chain Issues
War/Political Unrest
Inflation/Recession

Misinformation



MONTHLY INFLATION RATE DROPPING, BUT HIGHER PRICES 
STILL HAVE IMPACT ON PURCHASE BEHAVIOR
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Expect “cautious spending”

Consumers being “more careful”

+29% 
vs 2019

+21% 
vs 2019

+16% 
vs 2019

“Recession Fears Resurface”

Retail Price



VALUE IS A COMPLEX EQUATION
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Rational Inputs
• Quality / Price    Nutritional Efficacy, Functional Benefits
• Volume / Price    Potency / Price, Nutrient Density
• Climate Change Cause   Climate Change Solution

Emotional Inputs
• Provenance and Community
• Cultural Significance of Food 
• Dairy is Fun / Family / Satisfying / Comforting 



U.S. DAIRY EXPORT COUNCIL 5

INNOVATION STALLED DURING COVID, IS SLOWLY COMING BACK, 
BUT DAIRY LAGS



HEALTH AND WELLNESS FUNCTIONAL BENEFIT PLATFORM
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SUSTAINABILITY BECOMING MORE IMPORTANT

61%

29%

Find sustainability equally 
or more important in their 
lives this year vs last

“About the same”

“More/Much More”

90%

Greatest Concerns:

Climate Change    41%

Plastic Waste      38%

Air Pollution        31%

Source: Kantar US Who Cares Who Does June 2022, Europanel Kantar, GfK

Importance of Sustainability
% U.S. Consumers

Food Waste        28%45%
Say it is recently harder to 
act sustainably because of 
economic pressures
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