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. GlobalData's Q3 global survey, 2016 . FMCG Gurus Dairy survey in market — Q3/Q4
. GlobalData's Q3 global survey, 2016 2018; among consumers of the category

. NZMP Demand Spaces Research: US, . FMCG Gurus Dairy survey in market - Q3/
Q4 2018; among consumers of the category;

based on top 3 attributes selected

Malaysia, Indonesia, China, Saudi, Nigeria
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