
Stonyfield to the 
marketplace.

“If you look at 
new innovation in 
that category, what 
has happened over time is that more male consum-
ers have been drawn into the yogurt category.” 
Stewart explained that when these customers look 
at the protein delivery element of a Greek yogurt, 
young servicemembers who might burn thousands 
of extra calories carrying a 50-pound pack for 10 
miles see that Greek yogurt gives them another choice to 
access the calories and protein that they need. 

To meet this trend, Mid Valley is rolling out a new Oikos line in DeCA stores, 
called “Oikos Protein” which is currently available in different flavors: Banana 
Cream; Coconut Cream; Mixed Berry; Strawberry; Peach; and Nonfat Vanilla. 

QUANTITY, VARIETY
 Suppliers are delivering both multi-packs and single-serve SKUs at a 
savings to meet patrons’ needs.

 “At Chobani, we now have eight different 4-pack items,” Elite’s 
Smith explained. However, “There are still a lot of people out there who 

like to mix and match flavors. When you take the singles and the 4-packs, 
and you add them together, it’s a net gain.”

  About Yoplait’s commissary business, O’Toole 
of General Mills said, “We’ve seen a rebound in our 
original cup business. We’ve entered an Every Day 
Low Price (EDLP) on our Yoplait Original, Light 
and Yoplait Whips! cups ... we’re running ‘10 for 
$5’ every day,” to bring patrons back to DeCA stores 
and chill cases.

 Mid Valley’s Stewart noted that DeCA is “putting in about 12 new single-
serve items in various flavors in Dannon’s Light & Fit and Fruit on the Bottom 
lines. ... A lot of consumers buy a different yogurt for every day of the week.”

SEGMENTS MULTIPLY 
With growth in the subcategory has come a proliferation of choices for 

patrons. “Chobani introduced a new segment called Oats,” which contains in-
gredients such as steel-cut oats or chia already mixed into the yogurt, according 
to Elite’s Smith. “Chobani figured that a good percentage of yogurt consumers 
add product [such as granola] to the yogurt.” Another Greek subsegment that 
Chobani calls “Flips” separates a corner of the product which can be flipped 
and mixed into the yogurt, so that it still retains “the crunch.”

“There are different little segments they are creating to give the customer 
the ‘dining’ experience they are looking for — whether it’s a 

snack or a morning meal — yogurt is being used as more 
and more as an afternoon snack,” Smith added.

“If you look at digestive health,” said Mid Valley’s 
Stewart, “Dannon is refocusing on the Activia brand in 

terms of marketing and consumer outreach. As far as 
active and weight control are concerned, the com-
pany is reenergizing the marketing efforts behind 
the Activia Greek and Light & Fit Greek brand 
launches that began over a year ago.” Another 

segment, “indulgent,” is being addressed by Mid 
Valley through the Dannon Creamery line of products and 

Stonyfield Petite Créme.

With a new yogurt planogram deploying this month, the Defense Commissary 
Agency (DeCA) is rebooting its yogurt category assortment with a view 
to wider and stronger patron appeal, greater sales, and improved holding 

power on the shelf. 
Asked about the Yogurt category’s current direction in commissaries, several 

resale suppliers spoke with E and C News. Among them were Scott O’Toole, 
business planning manager, Chill and Frozen, General Mills; Michael Stew-
art, president, Mid Valley Products; and Keith Smith, chief operating officer 
(COO), Elite Brands.

TRAJECTORIES
With DeCA’s most recent yogurt category review now completed, O’Toole 

of General Mills said he believed DeCA Dairy Category Manager Steve Vil-
leneuve is aiming to provide “the right assortment and the right holding power 
on the shelf … right now the category is pretty solid,” he said.

Discussing opportunities for further growth in the category, Mid Valley’s 
Stewart pointed to statistics from EuroMonitor showing that U.S. consumers 
still eat only about one-quarter as much yogurt 
as consumers do in Europe. However, he 
said, “From 2009 to 2013, U.S. con-
sumption of yogurt on a total cup basis 
has increased 53 percent.” 

GREEK
The surge in popularity of “Greek”-style 

yogurt during the last five years has revived a 
pause in the overall category growth trend in 
DeCA stores. “It really has changed the entire 
category and it’ll never go back the way it was 
before,” said Elite’s Smith. “You continue to 
see the share of the ‘Greek’ segment grow as 
more and more people see it and try it,” Smith added.

The Greek subcategory has transformed the larger yogurt category in recent 
years, becoming what Villeneuve described to E and C News as “huge” and 
“the majority portion” of the category in DeCA stores. It is also fertile ground 
for innovation. 

“I think we’re still gaining distribution on our Greek items,” said O’Toole 
of General Mills. “There’s special attention being given to this category and 
the planogram has been redone to make it more shopable …,” he noted. Among 
the Yoplait products in the subcategory are Yoplait Greek, and Yoplait Greek 
100, with 100 calories per cup, both available in multiple flavors.

Prices have come down, Elite’s Smith noted, but now, as the volume of 
Greek yogurt has “increased and efficiencies have taken place, it’s less expen-
sive than before,” and as a result, more accessible to commissary customers. 

“We merchandise our Greek items between 65 and 75 cents versus $1.50 
at retail,” said General Mill’s O’Toole, “We have to get the 
patrons back in the stores. Once we get them in they’ll be 
buying more.”

“I see the growth continuing to focus on Greek,” Mid 
Valley’s Stewart said.“We’ve got Greek items under both 
Activia and Light & Fit that rolled out probably a year to a year 
and a half ago. These capture consumers who want the Greek 
element but who still want the digestive 
health, active and weight control benefit.” 
Both lines, “Activia Greek and Light & Fit 
Greek, have been pretty successful launches 
for us.” Mid Valley also supplies Dannon, 
Oikos, Activia, Light & Fit, YoCrunch and 

Dairy’s Most Versatile Category:
Yoplait Greek 100 targets 
weight control with calo-
rie controlled SKUs in the 
growing Greek subcategory. 

Dannon has reenergized 
marketing and consumer 
outreach behind its Activia 

Greek and Light & Fit Greek 
Yogurt lines.

Chobani “Flips” cater 
to consumers who seek 
to retain the “crunch” 
in their indulgent Greek 
yogurt experience.

Protein Power, Savings Power, Holding Power
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CHILDREN’S
Also coming out of the category review, suppliers 

are looking at developing their children’s items. “We’re 
addressing some areas of the kids business,” O’Toole 
noted, including GoGurts and Yoplait Kids Yogurts.

In children’s, said Stewart, “You’re developing new 
consumers for yogurt, which is important because Ameri-
cans in comparison to Europeans are consuming 
25 percent of the amount of yogurt they are on the 
continent. We’re trying to draw that gap closer by 
drawing new consumers into the category at a young 
age to make them lifelong consumers.” To address 
this area, Stewart explained,, “We have Danimals on 
the Dannon side, and then YoBaby on the Stonyfield 
side — you’ll continue to see marketing efforts 
focus on those young consumers and trying to reach 
the parents and the kids who try to sneak the product 
in their mother’s cart when they are shopping.”

INDULGENT
Another new and emerging subsection of yogurt 

is “indulgent,” Mid Valley’s Stewart said. “We’ve 
got a new line of products Dannon Creameries that 
are just being put on shelves right now” in flavors 
including Cherry Cheesecake, Lemon Cheesecake, and 
Blueberry Cheesecake. “It’s about as good as it sounds 
and has same digestive health benefit as consuming 
yogurt,” he added. “Stonyfield has a line of indulgents 
named Petite Crème which are also rolling out” in com-
missaries.

 —E and C NEWS

Dannon Fruit on the 
Bottom in single-serve 
SKUs respond to the 
shopping preferences 
of consumers looking to 
mix and match flavors.

Single cups remain an 
important category for 
patrons looking to cater 
to the preferences of entire 
families.

Yoplait has experienced a 
rebound in its single-cup 
business.
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