Ice Cream:
Holding strong despite Frozen Yoghurt
& Dairy-free options
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In order to address growing obesity levels, half of consumers think manufacturers
should reformulate their products to reduce sugar, fat etc.
Those aged over 45 lead the way in thinking that reformulating ice cream products to be healthier should
be a priority (55% vs. 41% of those under 45yrs)

Reformulate the product to reduce
sugar, fat, etc

48%
9%

Develop frozen yoghurts
Reduce portion sizes

7%

Develop dairy free alternatives

6%

Put their prices up
Do nothing

2%
28%

Over a quarter believe that manufacturers should do nothing (28%), with
16-24 year olds the least likely to hold this view (17%)
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Q1. Which ONE of the below should ice cream manufacturers do to address concerns about growing obesity levels?
Base: All respondents: 2,049

Almost two thirds say that they buy 500ml tubs of ice cream, with 60% eating it out
of a bowl whilst 40% eat it straight from the tub !
Young people are more likely to eat ice cream straight out of the tub (55% of 16-24 year olds), whilst older
people are more likely to eat it out of a bowl (73% of those aged 55+)

…of those who buy 500ml tubs…
Eat out of
a bowl

No 36%

64% Yes

Eat straight out
of the tub
Eat it some
other way
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Q2. Do you ever buy 500ml tubs of ice cream (ie. the size that Ben & Jerry’s,
Haagen Dazs etc come in), and if so how do you consume them?
Base: All respondents: 2,049
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The majority (44%) will share a 500ml tub of ice cream over several days but an
alarming 13% say that they will often eat an entire tub themselves in one sitting
Men are more likely to eat it in a single sitting than women (16% vs. 10%). In addition, a fifth of 16-34
year olds (20%) and those who live in London (19%) admit to doing this

I often find I eat them all
myself in a single sitting

13%

I eat them myself but over
several days
I share them with others in
a single sitting
I share them with others
over several days

30%
13%
44%

Those aged 55+ are more likely to share a 500ml tub with others over
several days (62% vs. 44% average)
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Q3. With regards to 500ml tubs of ice cream (ie. the size that Ben & Jerry's, Haagen Dazs etc come
in), which one of the following statements best describes how you tend to eat them??
Base: All who buy 500ml tubs: 1,343

Just over one fifth have ever bought dairy-free ice cream, with the majority claiming
they did so as they fancied a change
Young people are more likely to have bought dairy-free as they fancied a change (70% of 16-24 year olds),
whilst 25-34 year olds are most like to have done so for health reasons (38%)

No
78%

…of those who have bought dairy-free…
I fancied a
change
For health
reasons

22%

Other reason

Yes
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Q4. Have you ever bought dairy-free ice cream and, if so, was it for health
reasons or just because you fancied a change?
Base: All respondents: 2,049
Ever bought: Base: 442
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Dairy-free ice cream: future buying preferences
41% are likely to buy an equal mix of dairy free and regular ice cream
Men are more likely than women to prefer to always buy dairy-free ice cream in the future (19% and 7%
respectively)
I will always buy dairy-free ice
cream from now on

13%

I will mostly buy dairy-free ice
cream from now on

17%

I will buy an equal mix of diaryfree and regular ice cream

41%

I will mostly choose regular ice
cream from now on
I will never buy dairy-free ice
cream again
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27%
2%

Q5: To what extent would you consider buying dairy-free ice cream in preference to ice cream in the future?
Base: All who have ever bought dairy-free ice cream: 442

Almost two in five have bought frozen yoghurt, with the majority saying that they
did so because they fancied a change
16-24 year olds and 35-44 year olds are more likely to have fancied a change than 25-34s
25-34 year olds are most likely to have bought frozen yoghurt for health reasons

No

61%
Fancied a
change
Health reasons

39%
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Yes

Other reason

Q6: Have you ever bought frozen yoghurt and, if so, was it for health reasons (i.e. you wanted to eat
something with less fat than ice cream) or just because you fancied a change?
Base: All respondents: 2,049
Ever bought: Base 809

Frozen yoghurt: future buying preferences
A third say they will mostly buy regular ice cream over frozen yoghurt in the future
Men are more likely to always buy frozen yoghurt than women (7% and 3% respectively)

I will always buy frozen yoghurt
from now on

5%

I will mostly buy frozen yoghurt
from now on

17%

I will buy an equal mix of frozen
yoghurt and regular ice cream

42%

I will mostly choose regular ice
cream from now on
I will never buy frozen yoghurt
again

34%
3%

Those aged 25+ are more likely to continue to mostly buy regular ice cream than 16-24 year olds
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Q7 To what extent would you consider buying frozen yoghurt in preference to ice cream in the future?
Base: All who ever bought frozen yoghurt: 809
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Appendix –

Approach & Demographics
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Approach and Panel
• We conducted an online omnibus survey with 2,049 adults aged 16+ across England, Scotland,
and Wales between 23rd July-28th July 2014
• The survey took place using the Harris Interactive panel.
• The Harris Interactive Global Omnibus consists of members of the
general public who have opted in and voluntarily agreed to participate
in online research studies. Through careful recruitment and management, we are able to rapidly
survey large numbers of the general population and accurately represent the views of the
nation.
• We have over 100,000 active panellists in the UK and our panel is used solely for market and
opinion research. Members are contacted at random and invited to take part in a survey.
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Omnibus Audience – a representative sample
• The results of the study were weighted to best reflect the size and shape of the population of
the UK
• This means that the results in this report reflect an audience that is as true as possible of the
population with the same age, gender and regional profile. The audience profile is detailed
below.
• Of course not everyone in GB has internet access, but online
panel research results are considered to be extremely accurate.
In fact, according to the British Polling Council, Harris
Interactive was the most accurate online polling company
during the last UK elections in 2010:

Region
9%

http://www.britishpollingcouncil.org/press100508.html

Age

Gender
35%
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17%

12%
9%

12%

48% 51%

4%
N/A

16 - 24
17%

19%

25 - 34
35 - 44

17%
5%

9%

9%

12%
14%

45 - 54
55+
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For Further Information please contact :
Lucia Juliano | Head of Consumer & Retail Research | LJuliano@harrisinteractive.com
079 89 39 22 51 | 0161 242 1365 | 0161 242 1360
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