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Consumer acceptance of saturated fat-reduced dairy products: a novel
approach for reducing intake of saturated fat at a population level
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At a population level, it is important to reduce modifiable CVD risk factors, and a key strategy is a reduction in dietary saturated fatty
acids (SFA). Despite recommendations to reduce intake of SFA to <10 % of total energy; this target is exceeded by the majority of
adults and children(1). Consequently, there is an urgent need to find effective novel dietary approaches for reducing SFA intake(2).
Replacing milk SFA with unsaturated fatty acids (FA), through plant oil supplementation of the bovine diet, offers a sustainable
means of producing SFA-reduced dairy products(3). This study evaluated consumer acceptance of SFA-reduced dairy products,
when compared to commercially available alternatives.

Modified, SFA-reduced Cheddar cheese and butter were manufactured at pilot scale, using milk (54 g/100 g SFA and 32 g/100 g
cis-MUFA) that was produced from a 21 d high-oleic sunflower oil bovine supplementation period(4). A series of four unbranded
cheddar cheese and butter/spreads (SFA-reduced (modified); regular SFA (control), and two additional commercially available com-
parators varying in total fat content and FA composition) were presented to consumers in a single blinded, balanced order. Consumer
liking and product replacement intent were assessed on hedonic category scales.

Our cohort (53 men, 69 women; age 39·8 (SD 13·7) years; BMI 25·3 (SD 4·1) kg/m2) were moderately health conscious, with 56 % of
consumers reporting that they often actively looked at health-related information on food labels when purchasing a new food. There
was a significant difference in overall liking between the four cheese samples (P< 0·0001), with the modified cheese being the least
liked sample. A significant difference in overall liking between the four butter/spread samples was also evident (P< 0·000), with
the modified butter being the second most favoured variety. When asked about product replacement, 43 % and 39 % of consumers
respectively, said they would buy the modified cheese and butter as an alternative to their habitual products. Hierarchal cluster ana-
lysis identified three clusters that were representative of different patterns of consumer liking of the cheese and butter samples.
For cheese samples, the largest cluster (43 %) liked the modified and control cheese equally, but significantly less than the two
commercial comparators (low-fat medium cheddar and low value own label mild cheddar). The second largest group (30 %) did
not significantly discriminate between the cheese samples. There were no demographic distinction within the largest cluster; however
the less-discriminating cluster (30 %) was predominantly from the higher socio-economic group (SEG). For butter, the largest cluster
(46 %) liked the commercial spread (olive oil/butter blend) significantly more than the modified butter, but liking ratings for the
modified butter were not significantly lower than for the low-fat commercial spreadable butter. The smallest group (18 %) were non-
discriminators who rated all products with high liking scores. The only demographic distinction fell within the smallest cluster (18 %)
which had a higher proportion of younger consumers from a higher SEG.

The present study has illustrated that a high proportion of consumers prefer conventional dairy products to SFA-reduced versions
when tasted in a blinded manner. This suggests that modified dairy products require further optimisation before they will be accepted
as a vehicle for reducing SFA intake at a population level. Future work should examine how exposure to SFA-reduced dairy products,
with and without accompanying health-related information, impacts on their acceptance.
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