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By Albert Swanepoel, editor Supermarket & Retailer

The new dairy equation
Where value meets indulgence
To some extent, the dairy aisle has been a pre­

dictable part of the supermarket. Milk is still 
milk, cheese, thankfully, still is cheese, yoghurt – you 
guessed it – is yoghurt, and ice cream is the reward 
waiting at the end of the shop.

Yet something curious is taking shape beyond those 
familiar sights. Behind the chilled cabinets, the dairy 
industry is changing – and so is the consumer standing 
in front of them. More flavours and formats are 
appearing, and dairy products are increasingly being 
designed – and bought – around specific needs.

2025 Shift in liquid versus concentrated products
Liquid products (long-life and fresh milk) Concentrated products (Cheese and butter)

60.6% of SA dairy market 39.3% of SA dairy market

The rise of long-life/UHT milk 2025
Fresh milk production Declined by 7.1%

Long-life/uht milk production Grew by 4.6%

Fermented products Increased by 5.9%
Source: Milk Producers’ Organisation (MPO) 

https://milksa.co.za/sites/default/files/2025-11/2025%20Quarter%203%20Review.pdf=

2025 South African dairy in numbers
https://mpo.co.za/

Taking a step back, there is a backstory to where 
South African dairy products find themselves now. 
The industry underwent significant structural 
change leading up to 2025, with the number of 
commercial dairy farmers falling while the remain­
ing producers became larger and more productive.

Against this changing backdrop, Greg Aubin, 
senior analyst at Euromonitor International, high­
lights several developments affecting dairy, cheese 
and butter in 2026: “South Africa’s dairy products 
and alternatives industry reached

ZAR 130.8 billion, up 8.6%, 
with growth mostly value-
led. Cheese grew 9% in value 
while volume was broadly 
flat, while butter and spreads 
rose 6.2% in value but fell 
1.8% in volume.”

Price pressure is particularly relevant to value-
added categories. Aubin notes that cheddar 
cheese and brick margarine recorded double-
digit inflation around the turn of 2026, while 
full-cream long-life milk inflation was consider­
ably lower.

Greg Aubin

Meet Dawson. MPO’s Eastern Cape celebrity cow, Denise, 
welcoming her new calf. He’ll be staying on the farm. Luckily, 
he’s got some very good genetics behind him! 

The dairy industry provides jobs to more than 14 000 South 
Africans and supports related industries such as feed production, 
equipment manufacturing, and transportation, contributing 
greatly to SA’s economy. Our dairy farmers are doing incredible 
work towards developing and implementing sustainable agri
cultural practices. Dairy farming is not easy. Over 800 farmers 
and their employees work 356 days a year (often in extreme 
conditions and difficult circumstances), to contribute to SA’s 
food security. https://mpo.co.za/
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Consumers therefore have more reason to con­
sider private label, larger packs and promotions 
when managing the cost of the basket.

The market itself is also consolidating, Aubin 
says, “with Woodlands Dairy acquiring Ladismith 
Cheese, Lactalis acquiring Cremora, Premier Group 
acquiring RFG Holdings and PSG investing in plant-
based brand ButtaNutt.”

According to Euromonitor, two broad trends are 
shaping dairy, cheese and butter: pricing pressure 
and everyday wellness. At the same time as con­
sumers look for ways to manage expenditure, inno­
vation is moving towards protein, digestive health 
and cleaner-label propositions.

Value versus indulgence:  
dairy delivers on both
Dairy has become an assortment of very different 
purchasing decisions. A shopper may be looking 
for the cheapest possible milk on one visit, a high-
protein yoghurt on another, and a premium cheese 
or tub of ice cream as an affordable indulgence at 
the weekend.

The challenge for retailers is to understand what 
those products are being asked to do – and how 
the category can make those choices easier.

A consumer may want a quick breakfast, some­
thing high in protein after exercise, a convenient 
lunchbox snack, an ingredient for tonight’s meal or 
a small indulgence after dinner. The product may 
still be dairy, but the purchase decision is different.

Aubin points to the growing importance of 
snacking. In cheese, growth is shifting towards 

snacking, entertaining and convenience formats, 
including flavoured cream cheese and portion 
packs. He says, “In butter and spreads, affordability 
engineering and sustainability credentials are also 
becoming important, illustrated by Siqalo’s Rama 
bonus tub and MSPO certification across Rama, 
Flora, Stork and Rondo.”

The question for retailers is therefore becoming 
less about whether consumers will continue to 
buy dairy. They almost certainly will. The more 
interesting question is what they want dairy to do 
for them next.

Cheese is becoming more than 
something between two slices of bread
Cheddar and mozzarella remain fundamental to the 
category, but cheese is increasingly being used in 
more ways. Aubin notes that cheese is maintaining 
positive volume growth despite significant inflation, 
while butter and spreads volume declined. He sees 
this as evidence of cheese’s resilience in everyday 
meals.

Foodservice is part of the reason. Pizza, burgers, 
sandwiches and prepared meals have made shred­
ded and sliced cheese familiar formats, while con­
venience foods create demand for products requir­
ing less preparation. (Source: Euromonitor)

But cheese is also becoming more accessible as 
a form of experimentation. Speciality and artisanal 
cheeses give shoppers the opportunity to try some­
thing different without necessarily making a major 
purchase. Brie, blue cheese, goat cheeses and other 
varieties can turn cheese into part of entertaining 
rather than simply another ingredient.

That does not mean cheddar is disappearing. 
Quite the opposite. It means the category now has 
to accommodate both the dependable staple and 
the shopper who wants to explore.

Euromonitor’s research points to a more conve­
nience-led cheese fixture, with snacking, spreading 
and larger value formats gaining visibility. Examples 
include Clover Happy Spread, Happy Squares and 
Lancewood’s flavoured cream cheese and 600g 
blocks.

Retail e-commerce is also becoming more rele­
vant for cheese, growing 16.7% year-on-year in 

Sustainability SO 50001 recertified Woodlands Dairy for excellence 
in energy management. In 2025, renewable sources, including 
biomass, biogas and solar, supplied 69% of Woodlands total energy 
needs. To support accurate energy tracking and responsible resource 
management, their new weighbridge ensures precise measurement 
of every biomass delivery. https://www.woodlandsdairy.co.za/
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2026 from a low base, supported by Checkers 
Sixty60, Woolworths Dash and Pick n Pay asap!.

Clover Happy Spread, for example, is packaged 
as individual squares and positioned around lunch­
boxes. Checkers promoted it during 2026 as part of 
a “Lunch just got tastier” proposition. The following 
examples illustrate how the category is being 
adapted to different occasions:

Ice cream is learning  
that indulgence has many shapes
Ice cream has an even stronger emotional connec­
tion with the consumer, but the way that indul­
gence is delivered is changing. The traditional tub 
remains important, particularly for family con­
sumption, while smaller formats provide a way to 
maintain an accessible price point. At the other end 
of the category, premium products offer a more 
deliberate indulgence.

Euromonitor’s latest South African ice-cream 
research points to a market being pulled in two 
directions: budget-pressured households are trad­
ing down to smaller, lower-priced formats, while 
a smaller group is trading up for premium indul­
gence. Supermarkets remain the anchor channel 
at around 42% of retail value.

The result is a category in which portion control 
and premiumisation can exist alongside one 
another. Aubin comments: “Smaller, individually 
wrapped products such as Magnum Mini can 
protect key price points, while Häagen-Dazs’ wider 
local retail push through a recent partnership 
with Libstar’s Rialto division and General Mills is 

Cheese as an occasion
Occasion Format Example
Traditional Cheddar/Gouda

Convenience Grated/sliced

Snack Individual/mini Mini Cheese Sticks / Laughing 
Cow Dip & Crunch

Lunchbox Individual portions Clover Happy Squares

Entertaining Speciality cheese Brie/Blue/Goat/Boerenkaas

Local flavour Flavoured cheese Shisanyama/Sweetmilk

The table illustrates how broadly cheese is now being used. A shopper buying 
cheese for a lunchbox has a different requirement from someone preparing 
a family meal, while a speciality cheese for a weekend gathering represents 
another type of purchase. There is consequently room to make cheese easier to 
shop by use through pack formats, cross-merchandising and clearer signposting, 
rather than relying entirely on the traditional cheese shelf.

Local has a powerful appeal,  
and we’ve seen retailers embrace  
homegrown brands as a way to  

connect more deeply with their customers.  
Supporting local not only strengthens  

the economy but gives shoppers  
the reassurance of freshness, traceability  

and reduced transport impact  
compared to imports. 

Phillip Moufarrige, 
Giraf Macadamia CEO and Founder.

“

“

https://www.dairymaid.eu/

strengthening premium quality cues and making 
global ice cream brands more visible on super­
market shelves.”

Frozen yoghurt is another point of differentiation. 
Euromonitor identifies it as an outlier that remains 
small but is expected to outpace the wider cate­
gory, with Marcel’s expansion into modern retail 
helping to increase its visibility.

Flavour is another part of the evolution. Vanilla 
and chocolate will remain familiar favourites, 
but consumers are showing increasing interest in 
distinctive combinations and products that offer 
something different. Flavours inspired by ingredients 
and tastes familiar to South African consumers can 
make innovation feel less like imported novelty and 
more like something rooted in local food culture.

Aubin cites the numbers behind the shift: 
“ice cream retail value rose 8% in 2026 
to ZAR 5,251 million, while volume grew 
only 1% to 53.9 million litres, showing 
that growth is largely price-led. Take-
home remains the largest format, while 
impulse ice cream is smaller but gaining 
renewed interest.

“The market remains concentrated, with 
Froneri South Africa and Magnum ICC SA 
together accounting for nearly 60% of re­
tail value. Private label is also meaningful 
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Some illustrative examples of the product becoming the occasion
Occasion Format Example
Traditional Family tub –

Impulse Stick/cone –

Premium indulgence Premium tub Magnum Chocolate & Hazelnut Praliné

Dessert experience Premium flavours Chocolate Brownie/Tiramisu-style flavours

Sharing Tub Magnum Pints

Portion-controlled indulgence Mini Magnum Minis

at 13.2%, while value is forecast to reach ZAR 7 588  
million by 2031, with only modest volume gains.”

The opportunity is therefore not simply to pro­
duce stranger flavours or more formats. It is to give 
consumers a reason to choose something different 
while still making the category easy to understand 
and shop. Novelty attracts attention; relevance 
creates a purchase.

Butter has a different value equation
Butter illustrates another side of the changing dairy 
market. Euromonitor projected stronger current-
value growth in 2025 despite a further overall 
decline in retail volume, while butter itself showed 
signs of recovery, supported by interest in natural 
and premium products.

It identified butter as the product expected to 
see the fastest increase in retail current-value sales 
in 2025 within the butter-and-spreads category, 
and said butter was expected to lead the overall 
rebound in retail volume sales over the forecast 
period.

The growing prevalence of lactose intolerance is another reason 
consumers switch to dairy alternatives. For example, in most African 
countries like South Africa, Angola, Cameroon, Ghana, Nigeria and 
Uganda, more than 80% of the population faces lactose intolerance 
issues, writes Mordor Intelligence. 

The implication is not that butter suddenly be­
comes an indulgence category. Rather, consumers 
appear willing to pay for a product they perceive 
as natural, useful and worth having in the kitchen, 
even while household budgets remain under 
pressure.

The snack is becoming  
an important consideration
Snacking is becoming increasingly important 
across dairy. Euromonitor identifies it as a 2026 
trend, while NielsenIQ has identified protein and 
portability as important attributes in cottage 
cheese’s resurgence, particularly as the category 
is repositioned as a snack for younger consumers. 
(Source: NielsenIQ)

This reflects a broader shift in how dairy products 
are being developed. A high-protein yoghurt can 
be functional without feeling like a supplement. 
A small portion of premium cheese can deliver 
indulgence without requiring a large purchase. An 
individual ice cream can offer pleasure in a control­
led portion.

For retailers, the implication is worth considering: 
the snack opportunity is not necessarily located in 
the snack aisle.

Local tastes can make  
innovation more relevant
Innovation does not have to mean following every 
international food trend. South African consumers 
have their own tastes, habits and food traditions. 

Maas, for example, 
occupies a very 
different cultural and 
consumption space 
from conventional 
drinking yoghurt. 
Local flavour prefe­
rences can provide 



Maretha Vermaak, Registered Dietitian at 
Rediscover Dairy says, …

This is where dairy can 
make a real difference. Dairy is 
a complete protein, providing 
all the essential amino acids 
your body needs, including 
leucine, which plays a key role 
in building and maintaining 
muscle. Milk also contains two 
types of protein 

that work in different ways.  Whey is digested 
quickly and supports muscle repair, while casein 
digests more slowly, helping to protect muscle 
over a longer period. 

“This means a simple choice like a glass of 
milk, especially after training or any time of the 
day, can help support muscle maintenance.

“In addition, dairy helps you feel fuller for 
longer and supports more stable blood sugar 
levels. When you’re eating less or not feeling as 
hungry, this combination of protein, satiety and 
steady energy becomes especially valuable.”

The way we think about weight loss today is 
a clear shift away from traditional dieting. While 

medications like GLP-1 have become a major talking 
point, they are just one part of a broader change in 
how people are approaching their health. Today, the 
focus is no longer only on eating less or cutting out 
certain foods. Instead, there is growing emphasis on 
protecting strength and maintaining lean muscle 
while losing excess body fat.

At the same time, nutrition advice is evolving. Rather 
than enforced restriction, the focus is shifting towards 
prioritising protein and choosing foods that offer 
more nutritional value in every bite. These changes 
are grounded in a stronger scientific understanding of 
how the body works – from metabolism and muscle 
health to the role of sustainable eating patterns in 
long-term weight management.

Dr Monique Piderit, a Registered 
Dietitian says …

Whether you are following 
a personalised weight loss plan 
or using a GLP-1 medication, it’s 
important to shift from simply 
counting calories and measuring 
your weight to focusing on overall 
wellbeing. 

“Weight loss approaches can result in the loss of  
not only fat, but muscle mass too. This matters 
because a loss of strength can impact day-to-day 
health and longevity.

REDISCOVER DAIRY

Why dairy matters on our weight loss journey

â

Maretha Vermaak

“

“

“

“

Dr Monique Piderit

“Emerging research shows that unintended muscle 
loss is commonly associated with GLP-1 treat­
ments. That’s one of the reasons for a renewed  
focus on including dairy every day as part of 
a balanced weight management plan. In addition  
to contributing high-quality protein, milk, yoghurt 
and maas contain what is known as the ‘dairy 
matrix’ – a unique combination of nutrients, 
including calcium, that support long-term health.”

Muscle matters
Research shows that when you’re losing weight 
using GLP-1 therapy, your protein needs are 
higher than usual. Experts recommend around 
1.2 to 1.5 grams of protein per kilogram of body 
weight each day to help protect muscle. For many 
people, that can be difficult to achieve when 
appetite is reduced due to medication.

Milk, maas, yoghurt and cheese 
are some of the richest natural 
sources of calcium. Calcium is 
best known for its bone-building 
properties, but it does so much 
more for your body. Calcium 
also helps with • Proper muscle 
functioning • Normal blood 
clotting • Sending messages 
between nerve cells 
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Managing nausea and other  
GLP-1 side effects
GLP-1 medications often cause a range of gut side 
effects such as nausea, vomiting, constipation, and 
early fullness. Fermented dairy products including 
yoghurt and maas, can help support gut health due 
to their live cultures and bioactive compounds. 
Maretha points out, “When nauseous, cold foods 
such as yoghurt and maas tend to be tolerated 
better. Their smooth texture and mild acidity make 
them easier to consume when appetite is low or 
taste changes. For many people on GLP-1 therapy, 
yoghurt becomes a simple, manageable option that 
provides both protein and gut-supporting benefits.”

How to have a healthy day with dairy
For those on a weight loss journey, whether you’re 
using GLP-1 therapy or not, here is Dr Piderit’s 
framework for including dairy in controlled amounts 
throughout the day:

l Breakfast – Berrylicious Smoothie – 
Start the day in a refreshing way and with 
a wake-up protein punch with 200g Greek-
style yoghurt (12g protein) blended with 
your favourite fresh berries. 

l Mid-morning snack – Fuel up with 30g 
lean biltong slices (15g protein) paired with 
a handful of dried raisins – it’s protein-
packed with a touch of natural sweetness.

l Lunch – Cheesy Eggs – Enjoy a satis­
fying, muscle-supporting but light meal 
that’s quick to prepare: 2 scrambled eggs 
(14g protein) with 30g grated cheese 

(7g protein) and diced vegetables such as sweet 
peppers or baby marrows. 

l Afternoon snack – Beat the after-lunch slump 
with a snack that is nutrient-dense: 200ml plain 
yoghurt (8g protein) used as a dip for finger vege­
tables such as baby corn, cucumber sticks, or baby 
carrots. 

l Dinner – Tuna and Brown Rice Salad – Relax 
after work with a balanced and satisfying, protein-
rich dinner – 1 tin tuna (40g protein) mixed with 

2 tablespoons plain yoghurt (1.5g), 1/2 cup cooked 
brown rice, diced red onion and cucumber. 

l Bedtime snack – Cinnamon Milk – As part of 
your bedtime routine include a comforting warm 
drink that also supports your body’s overnight 
muscle maintenance: 250ml hot milk with a dash 
of cinnamon (8g protein).

For a person weighing 80kg, your daily protein 
intake will be between 96 and 120g protein which 
is ≈1.4g/kg – meeting the requirements for people 
using GLP-1 therapy.

Maretha concludes, “GLP-1 medications are 
powerful tools for weight loss, but without proper 
nutritional support, rapid weight loss can lead to 
muscle loss, nutrient deficiencies, and long-term 
metabolic challenges. Dairy is so versatile and can 
easily be part of many kinds of small meals and 
snacks. It offers nutrient density, helping you to not 
just meet your protein needs, but also calcium and 
other essential vitamins and minerals that need to 
be part of your weight loss eating plan to protect 
your health.”

For dairy ideas and recipes, join  
the Rediscover Dairy Facebook page:  
www.facebook.com/RediscoverDAIRY

An Initiative of the Consumer  
Education Project of Milk SA 
www.rediscoverdairy.co.za



â
Free S&R subscription ■

Product hub: Dairy, Ice Cream & Cheese

a starting point for innovation. Relevance does 
not always come from introducing something 
completely new; sometimes it comes from giving 
something familiar a new reason to buy.

Health is changing what ‘better’ means
Health adds another layer to the dairy equation. 
Protein has become a particularly powerful pro­
position, with high-protein dairy products moving 
beyond specialist sports nutrition into mainstream 
food and snacking.

Lactose-free and fermented dairy address specific 
consumer needs, while reduced-sugar products 
respond to changing nutritional expectations. But 
health is not a simple category. Consumers can 
want high protein and indulgence, convenience and 
nutrition, or a healthier everyday choice while still 
buying ice cream at the weekend.

For retailers, this makes blunt segmentation less 
useful. The same shopper can have very different 
priorities at different times.

The opportunity is on the shelf
All of this eventually comes back to retail execution.

If consumers are making different choices with­
in the category, the physical and digital shopping 
experience needs to make those choices visible. 

Cheese can be connected to entertaining, lunch­
boxes and cooking. Ice cream can be presented 
around family consumption, impulse and at-home 
desserts. 

Protein-led dairy can be made easier to find for 
shoppers looking for convenient nutrition.

Cross-merchandising can help, but so can the 
basic architecture of the shelf: pack sizes that make 
the price proposition clear, sensible price ladders 
and promotions that communicate a reason to buy 
rather than simply a discount.

For cheese in particular, loyalty information could 
show whether shoppers buying lunchbox products 
also buy other dairy snacks, whether consumers are 
switching pack sizes or whether speciality products 
are attracting new buyers. That information can 
help retailers understand where the category has 
room to grow.

The objective is not to turn the dairy department 
into a complicated maze of consumer missions. It is 
to recognise that the shopper already has a reason 
for buying – and make it easier for them to act on it.

A category with more jobs to do
The dairy aisle may still look familiar, but the 
reasons consumers enter it are becoming more 
diverse. Milk remains a household staple. Cheese 
remains a staple too, but it can also be a snack, 
an ingredient or, for some shoppers, an affordable 
luxury. Ice cream remains an indulgence, but that 
indulgence is increasingly expressed through 
different portions, formats and flavours.

For retailers, value remains essential, but it is 
no longer simply the lowest price. It can mean 
affordability, convenience, quality or the pleasure 
of a small treat. Innovation matters, but the most 
useful innovation is not necessarily the most 
exotic. Premiumisation has a place too, provided 
the shopper can understand what makes the 
product worth paying more for.

The opportunity is not to reinvent dairy. It is to 
understand the dif­
ferent jobs consumers 
are already asking it 
to do – and make the 
right choice easier to 
find, understand and 
put in the basket.

Albert is a Johannesburg-based editor 
with a marketing background and a soft 
spot for purposeful language and helping 
organisations say what they mean. When 
he’s not working, you’ll usually find him 
reading, listening to music, studying to 
be an astronaut, travelling when he can, 
spotting birds, walking dogs – usually 

with coffee nearby and wine not too far behind. Contact him on 
albert@supermarket.co.za

Woodlands Dairy was named the winner in the Responsible 
Packaging Design category at the 2025 Petco Awards for their 
innovative ECO+ tethered cap. 

At first glance, the 
ECO+ tethered cap 
may appear to be 
a minor packaging 
update. But its 
impact is anything 
but small. The cap 
is made entirely 
from renewable 
materials and is up 
to 30% lighter than 
conventional caps, 
reducing plastic use 
at source. The cap 
remains securely 
attached to the 
carton throughout 
its lifecycle, 
significantly 
lowering the risk of 
litter, ensures easier 
recycling and aligns 
with global best 
practices in circular 
packaging.

Puglia Burrata, Dairy Product of  
the Year 2026. https://cheesesa.co.za/

SR



Tasty & Delicious

Ideal for a family meal

Great South African  
Chicken Every Day!

Serves:4
Preparation time: 20 minutes 
Cooking time: 60 minutes

Method:

Chicken:

Generously season the chicken pieces with salt and pepper. Braai the pieces over a high heat to add colour and crispiness;  
then move them over to a lower heat. Baste the chicken pieces with the BBQ sauce regularly, turning often, until cooked through. 
This takes approximately 40 minutes.

Pap

Bring the water and salt to the boil. Slowly add the maize meal, whisking continuously. Put the lid on the pot and turn the heat 
down once the water and meal have been combined and there are no lumps. Allow the pap to cook for 10 – 15 minutes.  
Stir in the cream and butter, and season to taste.

Chakalaka

Heat the oil over medium heat. Add the onion, garlic, ginger and chilli. Sauté until soft. Add the red peppers and carrots, and cook 
for an additional 2 minutes. Add the curry powder and brown sugar, and cook for another minute. Add the tomatoes and beans, 
and bring to the boil. Reduce the heat and simmer until the mixture has reduced. Add salt and pepper.

Serve the chicken pieces with pap on the side, and top with the spicy chakalaka.

CLASSIC CHICKEN  
CHAKALAKA AND PAP

Chakalaka adds a punch to braai chicken and pap. It’s a South African classic that’s budget-friendly too!
CHICKEN

Tender n Tasty

Johannesburg 011 206 0600, Cape Town 021 505 8000, Durban 031 563 3661

www.astralchicken.comFollow us on

Ingredients:
1 x chicken braai pack (16 pieces)
salt and pepper
1 cup (250ml) BBQ sauce

Pap
2l water
1 Tbsp (15ml) salt
700ml maize meal
400ml cream
50g butter

Chakalaka
4 tsp (20ml) canola oil
1 onion, finely chopped
2 garlic cloves, finely chopped
1 thumb ginger, grated
1 red chillies, deseeded and finely 
chopped
1 red peppers, finely chopped
2 carrots, grated
2 Tbsp (30ml) curry powder
2 Tbsp (30ml) brown sugar
1 x 400g tin chopped tomatoes
1 x 400g tin red kidney beans
salt and pepper
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