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Presenter
Presentation Notes
Euromonitor has worked on identifying a number of long-term trends that will impact consumer behaviour up to 2030 and as such are key to understanding where markets are heading over the coming yearsWhat kind of products will consumers want to see that reflect their concern over climate change, provenance, clean labelling, and other issues
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Euromonitor International 
network and coverage

THE FUTURE OF PACKAGED FOOD: HOW ETHICAL LIVING WILL IMPACT THE MARKET

Presenter
Presentation Notes
We are the foremost international strategic market intelligence organisation.Our aim is to help our clients with their long-term strategic planning through identifying the key consumer trends that will impact the market over the next twenty years or soWe research 100 countries, analysts on the ground, wider coverage of macro info like economies, demographics etc
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Passport research industries

THE FUTURE OF PACKAGED FOOD: HOW ETHICAL LIVING WILL IMPACT THE MARKET
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Presenter
Presentation Notes
Much of what we cover focusses on FMCG products in industries such as packaged food and drinks. We also cover services such as retail and consumer foodservice, and run annual consumer surveys.
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Drivers of Megatrends

Top Three Megatrends

Ethical Living 

Food Trends

Food Innovation

What’s next

Presenter
Presentation Notes
Before looking at the megatrends themselves, it is important to understand the drivers behind these megatrends
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How are our drivers shaping megatrends and ultimately consumer markets?

Presenter
Presentation Notes
Eco: paradigm shift.  Technology plays a pivotal role in consumer decision-making and the ability of business to meet the needs of today's consumer. As the global population approaches 8.0 billion Environment: Competing demands and supply constraints combine with economic, environmental and geo-political risks to create pressures on environmental resources. Values: From consumers to governments, beliefs about the world are constantly evolving, shaping priorities, perceptions, attitudes and motivations. Conscious consumption
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Global economy in 2030

GLOBAL ECONOMY WILL DOUBLE IN SIZE AND REACH

256.1
TRILLION IN TERMS OF GDP AT PPP IN 2030

THIS CORRESPONDS TO

5.5%
AVERAGE ANNUAL GDP 
AT PPP GROWTH

Global Growth 2017-2030

IN GLOBAL GDP GROWTH

76%
WILL COME FROM EMERGING
AND DEVELOPING COUNTRIES

Country Weights 2000-2030

Presenter
Presentation Notes
The first major driver is shifting economic power, from West to East and, to a lesser extent, from North to SouthCloser to home, rising inequality; house prices vis Aussie dream; have a fair go?
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3.6bn
Global internet users as of 2018, 
which equates to half of the 
population.

31%
of connected consumers prefer 
online communication rather than 
other means.

53%
of connected consumers report 
they would be lost without the 
internet.

The always-on consumer

Presenter
Presentation Notes
Technology is changing how we live and how we shopAU one of the first movers – iPhone uptake, tap & go, but now lagging. No superapps for example
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Urbanisation MigrationAgeing

Three major demographic forces shaping the world

61.0% of the world’s 
population will be urban in 

2030. There will be 38 
megacities - cities with 

populations over 10.0 million.

995 million people will be aged 
65 or over in 2030. One 

quarter of them will live in 
China.

Net migration will account for 
more than half of population 
growth to 2030 in Western 

Europe, Australasia and North 
America.
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Climate Change Pollution and WasteCompetition for Resources 

Environmental pressures

Increasing and rapid 
urbanisation, and 

industrialisation have led to  
environmental problems

As population grows, incomes 
and quality of life have also 

increased, so the demand for 
resources grows. 

The effects of climate change 
are becoming more visible. 
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Changing consumer values: leading life priorities

Presenter
Presentation Notes
Conscious consumption; younger care how they spend money, want to feel inclusive
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Drivers of Megatrends

Top Three Megatrends

Ethical Living 

Food Trends

Food Innovation

What’s next
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Megatrends shaping future consumers

Presenter
Presentation Notes
8 key megatrends
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Top megatrends impacting the food and grocery sector 

Healthy Living Shopping Reinvented Ethical Living

Presenter
Presentation Notes
Shop: curation etc, shop as destination. Convenience food in suermarkets
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Drivers of Megatrends

Top Three Megatrends

Ethical Living 

Food Trends

Food Innovation

What’s next
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Ethical living

Ethical 
Living

Environment

Wellbeing

Society

Megatrend shaping consumer markets up to 2030
Top industry trends 2018-2023

Presenter
Presentation Notes
Ethical living can be further broken down into environmental, personal well-being and societal aspects. For example, reducing waste for the benefit of environment, transparency of ingredients for one’s personal consumption, and inclusivity as part of people’s commitment to society. Living wage; fast-fashion; CSR
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Are you worried about climate change?
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Meat reducers often worried climate change
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Share of population reducing meat

•Meat reducers are more 
likely to be worried about 

climate change

•Not everyone that is worried 
about climate change choose to 

reduce meat

Presenter
Presentation Notes
Meat reducers are more likely to be worried abut climate change. Although there is not a direct correlation, this chart shows there is a link between reducing meat consumption and concern over climate change. The red circle shows where this is most apparent, and includes countries such as the UK, Australia and Germany.Japan, on the top left is an outlier due to the low consumption of meat in the country, and therefore the low number of consumers who are trying to give it up.
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Demand for ‘animal-friendly’ categories

Source : Euromonitor International Lifestyle Survey 2018

Presenter
Presentation Notes
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Ethical living commonly addressed by ethical labels

Ethical 
Living

Environment

Wellbeing

Society

Alternative Ethics

Religious Labels

Plant-based

Plastic-free

Clean Label

Megatrend shaping consumer markets up to 2030 Top industry trends 2018-2023

Global
Importance

Presenter
Presentation Notes
How has the industry responded? Euromonitor has identified 5 key developments
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Clean label: high demand for real ingredients

Australia
Highest proportion of 
clean label claims on 

its packaged food

$260 bn
Global market size of 
clean label food and 

drinks 20180 50,000 100,000 150,000 200,000

No Antibiotics
BPA Free

No Hormones
No Added Sugar

No MSG
GMO Free
All Natural

No Artificial

USD mn

Global Clean Labels by Type 2018

Presenter
Presentation Notes
Firstly, clean labelling…
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Plant-based: from health to lifestyle

44%
People with meat-
eating restrictions 

globally

90%
Consumers trust the 

vegan label or are 
neutral towards it

58% rate 
“extremely …

Eating fruit and
vegetables

Regular exercise

Taking
dietary/nutritional

supplements

“When thinking about your health, how 
important are each of the following attributes 

to you?”

Importance

Presenter
Presentation Notes
Secondly, plant-based foods
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Religious labels

Soft Drinks
15%

Hot Drinks
12%

Packaged 
Food
73%

Asia Pacific
90%

Breakdown of Halal Packaged Food and Drinks Sales 
in the World, 2017 47%

Global Muslim population 
reside in Indonesia, India 

and Pakistan in 2017

Dairy
Largest value size of 

Kosher-certified packaged 
food in 2018

Presenter
Presentation Notes
Thirdly, religious labelsMuslim populations typically have higher fertility rates than othersKosher has different types of labels that indicate if the product is dairy or meat-free which helps people with food allergies or preferences



© Euromonitor International

23

Plastic-free: slow adoption from awareness

0%
20%
40%
60%
80%

100%

Middle East
and Africa

Eastern
Europe

Latin
America

Western
Europe

Asia Pacific North
America

Australasia

Recyclable: Percentage of Packaged Food and Drinks 
by Region 2018

Recyclable Non-recyclable

63%
People who try to have 

a positive impact on 
the environment

11%
People willing to pay 
more for recyclable 

packaging

Presenter
Presentation Notes
Lastly
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In summary…



OVERVIEW

© Euromonitor International

25

Drivers of Megatrends

Top Three Megatrends

Ethical Living

Food Trends

Food Innovation

What’s next

Presenter
Presentation Notes
Now I would like to highlight some major food trends and see how these align with 



Snackification

Portable

Satiating

Healthy

Ancient Grains

Flexitarian Lifestyle

26

Gourmet

Quality Food

Experience

© Euromonitor International

Cooking and eating trends

Presenter
Presentation Notes
Healthy: not new, but increasingly widespread, clean labels/ingredientsGourmet: sophistication; be involved; younger consumers want the experience and story
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Snacks: growth at typical meal times
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“On a typical day, at what time do you eat a snack?”

2011 2017

Presenter
Presentation Notes
More people are snacking during breakfast, lunch, dinner and supper. For brunch, snacking is less common, while for tea-time continues to be the peak time for people to munch. 
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Restaurants now define the broader food 
industry

Menus Curation Immediacy Experience

Presenter
Presentation Notes
Title, left to rightChanging the landscape; Healthier menus; breakfast etcCuration: wide choice, customer gets to choose what they want – brings brand/experience together. Cost-effective – fine dining at homeThe cult of the chef, TV shows such as Masterchef bringing gourmet to home, as are improved delivery services such as Deliveroo and UberEats
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Innovations that integrate both

Ethical Living

Clean label
Plastic-free
Plant-based
Religious labels

Food trends

• Snackification
• Healthy
• Gourmet

Future 
Food 

Innovation
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Drivers of Megatrends

Top Three Megatrends

Ethical Living

Food Trends

Food Innovation

What’s next

Presenter
Presentation Notes
So how does this impact food innovation? How are manufacturers putting these trends into practice and combining these aspects into stand-out products?
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VegMe, Sweden: adventurous yet holistically clean

Climate-
smart

Locally 
sourced

Gourmet 
flavours

Source:Vegme Ltd

Presenter
Presentation Notes
Made of soya beans, which are “climate smart”,one of the priorities of the World Business Council for Sustainable DevelopmentEverything locally sourced and using controlled crops, with minimal transportationGourmet cuisine: other varieties like veg version of pulled meat, burger and tacos, also have sauces which are egg-free. Various flavours like Mexican, Thai, Italian
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Pedon More Than, Italy: alternative pasta

“Lentil pasta is more filling, and compared 
with normal pasta, has double protein, one 
third less carbs and double fibre, and this is 
also important.”

- Pedon, Marketing

Legumes
100% 

Natural & 
Kosher

Six 
minutes 

cook time

Source: Pedon SpA

Presenter
Presentation Notes
More Than range includes: pasta, couscous, and recently launched rice.Legumes are a big plus because they’re widely known to be environmentally sustainable, and allergen- and gluten-free.Blurb highlighting low carbs/high fibre – buzzwords for the new generation
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Bugsolutely Cricket Pasta, Thailand: insect protein

Super 
food

Insect 
farming

Local 
culture

Source: Bugsolutely Thailand, Bugsolutely China

Presenter
Presentation Notes
20% cricket flour, 80% semolina flour and wheat flourSuperfood: high protein – more than twice that of chicken breast and sirloin steak.Insect farming is more sustainable than livestock farming, i.e. insects use less water than livestock, emits less greenhouse gasesThailand is one of the leading and first countries in the world who eat insects, and are familiar with crickets as snacks.
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Hellmann’s Real Ketchup, US: limited ingredients

True 
Source 

certified

Source: Unilever Group, Kraft Heinz Co

“We saw this as 
an opportunity to 
elevate an 
American staple 
by stripping it 
down to only the 
most essential 
ingredients.”

- Hellmann’s 
Marketing 
Director

Six 
ingredients

Sweetened 
with honey

Presenter
Presentation Notes
6 ingredients: tomato puree, honey, white wine vinegar, spices, onion powder, salt.“elevate by stripping it down” – marketing director Avoided the war on sugar by using honey as a natural sweetener, i.e. no refined sugar, high fructose corn syrupTrue Source certified
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¡YAPPAH! Protein Crisps, US: upcycling food waste

Rescued 
food 

waste

Chef-
crafted 
recipe

Source: Tyson Foods Inc

Recyclable 
on-the-go 
packaging

Presenter
Presentation Notes
Rescued vegetables and malted barley from beer brewing“Beauty in the forgotten” taglineMichelin trained chef crafts the flavours
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Meat substitutes against climate change

Pictures from ruegenwalder.de

Source : Inside FMCG

Australia’s NAPCo launches carbon neutral 
beef in Singapore

Presenter
Presentation Notes
Furthermore, some companies are directly linking their meat substitute products to benefitting the climate. This example from Germany are labelled ‘Okostom’ or green energy, and the company claimed they are made using 100% green energyNAPCo’s Five Founders brand in SingaporeFlinders & Co offset carbon footprint eg water purification in Kenya. Available both in foodservice and retail, including Harris Farm markets
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Beyond Burger – Plant-based meat alternatives 

Source : Beyond Meat

Presenter
Presentation Notes
Beyond meat is doing well in Australia and has been introducing new products to its plant based meat alternatives range. In August in Atlanta, Georgia, customers lined up around the block to try KFC and Beyond Meat’s new meat-free chicken burgers and chicken nuggets; a roaring success in the heartland of southern-fried chicken
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Private Label ethical label products

Source : Beyond Meat

Kaufland’s Vegan organic soybean vanilla 
yoghurt. Completely free of animal 
ingredients, purely soy-based

Lidl Launched Next Level Meat brand with a vegan 
burger made from pea, soy, and wheat protein

Presenter
Presentation Notes
Lidl first introduced the Next Level Meat brand last August in Germany with a vegan burger made from pea, soy, and wheat protein. Like Beyond Meat’s burger, it contains 20 grams of protein. The burger comes after Beyond Meat sold out in German stores in late May
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Woolworths embracing religious labels

Woolworths will be the first Australian supermarket to 
develop and sell its own private label halal-certified 
product.

Presenter
Presentation Notes
Largely in Sydney. Already produce big range of kosher products. It is part of the retailer’s wider strategy to grow its range of ethnic and international groceries that are in demand from an increasingly diverse multicultural community. The new Woolworths halal brand developed in-house is called Al-Sadiq, which in Arabic means truthful, and was created with the advice and certification from the Islamic Council of Queensland, which Woolworths believes will help it gain the confidence and trust of Muslim shoppers that rely on the credentials of halal food.
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Drivers of Megatrends

Top Three Megatrends

Ethical Living

Food Trends

NPD’s

What’s next
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2020 2030

What’s next: alternative and sustainable protein

Vegan labelling

2010s

2018

US, UK, and Germany 
are major markets for 

vegan products

Relative interest 
in “Flexitarian” 

via Google …

2015 20182016 2017

Upcycling

Total human population set 
to increase by almost 1 

billion people worldwide

Vision 2020 by ReFood in UK is 
expected to reduce greenhouse gases 

by 27 million tonnes if successful

Flexitarianism

Insect protein beyond tradition

Presenter
Presentation Notes
Urban population for insect protein: From Asia to Africa, insects are consumed as part of local culture. In years to come due to migration and urbanisation, this familiarity to insect protein could gain traction in developed markets.An expanding middle class also raised per capita meat consumption, putting pressures on protein agriculture. Flexitarianism:Vegan currently struggles with a negative connotation in western markets because triggered by a clash of opinions between vegans and non-vegans. While it’s not prevalent in Asia, it may be something to be prepared for. Hence plant based labelling has risen significantly because it doesn’t restrict its customer base to people with the vegan lifestyle who are not ready to commit to a full-time plant based diet. This is likely to be a stronger and more sustainable trend looking ahead.Upcycling:1. More glamourous way of using byproducts of food. Ugly food trend, where ugly vegetables are reused by artisanal grocers rejected by supermarkets.
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What’s next: legitimising ethical

Presenter
Presentation Notes
Title, left, rightCertified B corporations, new style of business that balances profit and purpose, highest standards of VERIFIED social & environmental accountability
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Key Takeaways 

Commercialisation
• Effective communication of eco/environmental credentials is key to 

commercialisation 

Ethical living
• Increasingly mainstream in food and grocery as an indicator of quality and 

brand identity

Certification
• Potentially improves the transparency of the supply chain for businesses and 

consumers



Thank you

Tim Foulds, Head of Research

Tim.foulds@euromonitor.com

Linkedin.com/in/tim-foulds

@euromonitor

www.facebook.com/euromonitorinternational

www.youtube.com/Euromonitor
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