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Performance of Liveactive 
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•  Liveactive outperformed the median benchmark for Dry Grocery launches – 
(Medium Cumulative Trial benchmark is 3.1%, Cumulative Repeat benchmark is 
30.3% 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
•  Repeat purchase of slices is very strong – particularly the 410g pack  

AUS - T. Kraft Live Active 
Depth of Trial vs Depth of Repeat

W/E 16/04/2011

SOURCE: Nielsen | Homescan (Australia) - Issue#472520 



Performance of Liveactive 

•Live Active is incremental to the ‘cholesterol reduction universe’ and to the 
cheese category 

•53% the volume is from ‘non-sterol’ purchasers 

•32% purchases were in addition to cholesterol reducing spreads 
 

 
New Product Shifting | Based on Volume
AUS - Total Live Active Cheese - 26 Weeks To 14/05/2011 vs. YA

Source: Nielsen | Homescan® (Australia) - Issue # BSF360277_485399



Performance of Liveactive Cream Cheese 

•  Live Active Cream Cheese is under performing to expectations when trial is 
lower than the bottom 25th percentile benckmark of 1.8% 

 

 

 

 

 

 

 

 

 

 

 

 

 

•Product was really liked in research 

 
 

 

AUS - Kraft Live Active Light Cream Cheese 160g 
Depth of Trial vs Depth of Repeat

W/E 11/06/2011

SOURCE: Nielsen | Homescan (Australia) - Issue#483867 

Dry Grocery 
Benchmark (37Wk) 

Cum Trial 
(%) 

Cum Repeat 
(%) 

Top 25th percentile 7.5 42.1 

Median 3.7 31.8 

Bottom 25th Percentile 1.8 22.9 



Sales data/usages/penetration 

Philadelphia  
Spreadable Tub 

Philadelphia  
Spreadable Mini 

Tub 
 

Penetration 23% 7% 

Retail Sales 
($m’s) 52 w/e 
24/7/11 

$31.9m 
-4% 

$6.6m 
-28% 

Market Share 77% 
 (Cream Cheese 

Tubs) 

89%                
(Cream Cheese  

Mini Tubs) 

AWOP (Vol) 0.7 kg 0.4 kg 

Awareness 

 
(“White dairy 
brands” inc. 
segment 
prompts)  

87% 

 
(Aided) 

61% 

 
(Aided) 

Major Usage As a spread 
(47%) 

As a spread 
(36%) 

 



Price 

• Cost /Value is a barrier to purchase 

– On promotion, 160g CC sells 2* then on bench price 

– 240g tub is 30% cheaper (per serve) than the current portioned offering 
making the tub more accessible for our consumers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

**NOTE: mock up only.  Disregard weight 
statement displayed. 



Standout and Position on shelf 

– People are finding it difficult to find in store 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Standout and Position on shelf 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Packaging 

• Competitive spreading landscape 
– All margarines/spreading spreads are in larger value tubs 

• Flora Proactiv 
• Logicol 
• Nuttelex Environment 

 
 
 

• Dosage control 
– Communication on pack as per Logicol  
– Use two tablespoons per day or  
– 2 slices bread or 4 crackers 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Packaging 

• Environment 

– Consumers have provided wastage feedback  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


