To appeal to consumers,
be nimble and quick

Today’s shoppers have a long list of ‘wants’ from the foods they buy, according to a PMMI
study. Dairy processors with the right products in the right retail channels should succeed.

Trends Impacting Food Processors

Consumer demand for convenient and The majority of companies interviewed
healthy food options is top of mind.* indicate that SKUs will continue to increase,
driving the need for faster changeover.
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