The Future For The Whey Products Market From A Customer’s Perspective 

Richard Field

Director, iRIS Consulting

Bath, UK

Tel:

+44 (0)7850-594851

E-mail:
richard.field@irisconsulting.com

iRIS Consulting has spent 15 years specializing in international dairy industry research and consulting projects, working for whey processors, traders, investors in the sector and increasingly also for multinationals planning and refining their global procurement strategies.  It is the only consulting business specialising in the global dairy sector with extensive in-depth experience across EMEA, Asia, Americas and Oceania.  Multiple projects have been conducted on the whey sector across these regions.

Whey is the most highly regarded protein and will play an increasing role in industry NPD and formulations.  This is well shown by a series of recent product introductions by both leading industry players and niche manufacturers and marketers. (See slides 17, 18, 21, 22, 23 and so on..)
Key drivers in this will be the ever-growing importance of health and nutrition issues in the food and drink industry.  Whey use will be driven forward by growth in key user categories, by expansion of niche categories and through increasing uptake by mass market players. (See slides 9, 12, 14,15 and so on..)
However whey products are competing for attention with many other ingredients and in a challenging market environment, where cost reduction has become a major imperative.  

Whey product availability is not the key issue for many customers. Perspectives on whey supply and demand reflect varying customers’ business positions.  (See slides 24, 25 and so on...)

Smaller customers show concern regarding tight supply of certain whey products, whilst multinationals typically indicate stronger concern over their options in regions where demand is outstripping local supply.  (See slides 27, 28, 29)

Ultimately, customers believe whey suppliers prospects will be enhanced by even closer attention to their applications and requirements. (See slides 26, 30)

