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Leaders harness megatrends to disrupt
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“For a company like PepsiCo to sustain its growth, 

we don’t swing the pendulum one way or the other. 
You offer the entire range of products.” 

– former PepsiCo CEO Indra Nooyi

Download here: go.euromonitor.com/ANUGApres
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Shifting market frontiers
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Per capita spending on Packaged Food larger 
in developed markets

SHIFTING MARKET FRONTIERS

Download here: go.euromonitor.com/ANUGApres

Source: Euromonitor International
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Growth in spending on Packaged Food larger 
in developing markets

SHIFTING MARKET FRONTIERS

Download here: go.euromonitor.com/ANUGApres

Source: Euromonitor International
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Baked Goods is one of the categories with a 
very clear shift of market frontiers

SHIFTING MARKET FRONTIERS

Source: Euromonitor International

Download here: go.euromonitor.com/ANUGApres
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Serving bottom of the pyramid today 
enables the premiumisation of tomorrow

SHIFTING MARKET FRONTIERS

Source: Euromonitor International

• Basic products for low earners in developing 

markets; a huge volume opportunity

• Disposable income growth set to drive 
demand for added value products

• Serving with the poor today creates a relation 

to middle class of tomorrow

Download here: go.euromonitor.com/ANUGApres
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Bottom of the pyramid strategies in foods

SHIFTING MARKET FRONTIERS

• 70% of maize production in Kenya is produced 

by small farmers.

• Forecast transition from growing own maize 
and buying bulk to purchasing smaller 

amounts of packaged maize.

• Maize meal consumption is very price 

sensitive but the volumes are huge.

• Fortification and wholegrain can improve 
nutritional value without adding cost.
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Shopping reinvented
Buying time, smart cities and smart homes, connected consumers, new ways of working
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China and US lead F&D internet retailing

SHOPPING REINVENTED

0

50,000

100,000

150,000

200,000

250,000

300,000

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Food and Drink Internet Retailing, fixed 2018 exchange rates, USD million, excl. VAT

Asia Pacific Australasia Eastern Europe Latin America

Middle East and Africa North America Western Europe Source: Euromonitor International

Download here: go.euromonitor.com/ANUGApres



© Euromonitor International

17

Food shopping for new lifestyles

SHOPPING REINVENTED

Last-mile reach is a gathering 

phrase for reaching customers 
quickly wherever they are. 

Amazon has received lots of 

attention with its proposal of 
letting drones to the job.

Convini offers kiosks with digital 

payments in many Swedish 
offices. Its competitors offer 

service in gyms, libraries and 

other public locations too. 
Everyone is moving toward AI 

controlled shopping.

“I order the items first and let 

them inspect the items in 
person. Now, dozens of older 

people regularly ask me to order 

things for them, then they pay 
me back in cash.” – Cheng Yuan 

Yaun, JD China village promoter.

Source: Convini
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The gig economy gives access to deliverers, 
product testers and advertisement profiles

Screenshots from Humans, Ziticity and Wolt apps

Download here: go.euromonitor.com/ANUGApres



Ethical Living
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Arla Foods 2013: finds natural positioning by 
making realityshow with cows in pastures

Source: Arla Foods Amba

Download here: go.euromonitor.com/ANUGApres
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Arla’s sour megatrend lesson…

ETHICAL LIVING

Apr 2015

Nov 2015

Apr 2018

Nov 2018

August 2019 – Arla unveils a new focus on free from dairy!
Source: Forsman&Bodenfors, Oatly AB, Dejlige Days, own picture from Arla Foods commercial 

Download here: go.euromonitor.com/ANUGApres
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What was Arla’s mistake?

ETHICAL LIVING
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Correlation analysis based on the answers of 28487 respondents globally
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“I am worried about climate change”

ETHICAL LIVING
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“I try to have a positive impact on the 
environment through my everyday actions”

ETHICAL LIVING
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Nestlés megatrend analysis led to water 
stewardship program

Will there be enough water to 

grow the food needed both to 
feed people directly and as an 

input for its production?

Will there be the necessary 

water security (supply and 
quality) for the operations of the 

factories of its supply chain?

Will there be safe water for its 

consumers to prepare their 
meals?

Download here: go.euromonitor.com/ANUGApres
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Three megatrends in global foods

Shifting market frontiers as 

consumers shift consumption 
from homemade/unpackaged to 

packaged

Shopping reinvented affects 

companies in all markets as 
consumer habits change with 

increasing connectivity

Ethical Living trend supported by 

environmental activism by NGOs 
and consumers in social media 

and by political decisions and 

climate change reporting from 
the IPCC and NASA

Download here: go.euromonitor.com/ANUGApres
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White Paper on Megatrends analysis in practice!
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