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S h ape yog u rt ,but comes in three diffe re n t
va riants Sumptuous Straw b e rry,R e a l ly
R a s p b e rry and Blissful Black b e rry.A £5m
TV adve rtising campaign is supporting the
l a u n ch and at t racting more consumers to
the brand wh i ch is curre n t ly growing at
7 . 5 % ,way ahead of the yog u rt cat ego ry that
is growing at 1.9%.

L a u n ched in August last year Danone’s
ch o l e s t e rol lowe ring drink Danacol has
ve ry quick ly established itself and now has
a market share of 23% in plant stero l / s t a n o l
ch o l e s t e rol lowe ring dri n k s.

Danacol is the only low - fat dairy dri n k
with ch o l e s t e rol lowe ring plant stero l s
ava i l abl e,it has 1.2g of fat per 100g and an
RSP of £1.99 for a mu l t i - p a ck of four make s
it the most affo rd abl e.

A fundraising part n e rship has been
e s t ablished with the British Heart
Fo u n d at i o n .5p from Danacol special pack s
will be donated to the ch a rity to fund
c rucial projects such as funding pioneeri n g
re s e a rch into heart health.

Danone A c t ivia yog u rt contains a unique
l ive culture called Bifidus Dige s t ivum® and
is cl i n i c a l ly proven to help improve the
d i ge s t ive transit when eaten eve ry day.

The brand has ex p e rienced stri k i n g
growth of 66% (sourc e :AC N i e l s e n ,M AT w/e
11th June 2005). Danone A c t ivia has
e n j oyed sustained TV presence with a
spend of £6.7m from re l a u n ch to dat e.
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H e at hy products mean healthy pro fits fo r
re t a i l e rs say Danone, t h e re is no doubt that
m o re and more consumers are seeking out
fo o d,wh i ch is,either ‘better for yo u ’or has
t a n gi ble health benefi t s.Danone has
t apped into this long-term trend and is
d riving cat ego ry growth by intro d u c i n g
n ew pro d u c t s,some of wh i ch are healthy
and some of wh i ch are functional.

M a rketing Director Martin Theiss say s :
“ P robiotic yog u rt dri n k ,A c t i m e l ,d o m i n at e s
A c t ive Health Dri n k s,accounting for more
than half of all sales in this £200m sector, i t
is among the fastest growing establ i s h e d
gro c e ry bra n d s,h aving ach i eved a
s t agge ring 74.8% ye a r- o n - year growth to the
p e riod ending Ap ril 2005 [sourc e :
AC N i e l s e n ] .The brand has benefited fro m
a massive consumer swing towa rd s
p roducts with positive health benefits and
a sustained heav y weight telev i s i o n
a dve rtising campaign.”

A recent re - fo rmu l ation of Shape diet
yog u rt has given the brand a boost.C a l o ri e s
h ave been reduced to between 43 and 46
per 100g and there is no added suga r,0 . 1 %
per fat ,a dded essential vitamins and a
n at u ral source of calcium.

The brand now boasts its ‘ l owest eve r
c a l o ries best ever taste’on a ye l l ow fl a s h
o n - p a ck .

S h ape Solo,a diet yog u rt in single pots
was also introduced re c e n t ly to ch a l l e n ge
M u l l e r ’s dominance of the single pots
m a rke t .Solo has same health credentials as

From the top: Activia, 

Shape Solo and the pro b i o t i c

yo g u rt drink, Ac t i m e l

“Danone is introducing new products
which are healthy and functional”


