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Featured Insights

Understand the state of the market and future

' 2B Fresh Foods 2022 Edition Now Live
on Passport

Opinion | 29 Nov 2021 DASHBOARDS

Visualise trends, forecasts and macroeconomic
scenarios using interactive dashboards.
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EXPLORE STATISTICS ! STRATEGIC INSIGHTS

Find the data you need. Discover the key trends shaping future consumer demand. View All
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Food and Nutrition: Beyond the Pandemic

Cooking Ingredients and Meals 2022 Edition Now Live on Passport
Mindful Eating and Food as Medicine

Functional Food: Targeting Beauty and Beyond

Restaurant At-home: Innovating With the Culinary Experience

Voice of the Industry: Food & Nutrition
The Evolution of Eating Occasions
Innovation and the New Core: Recreating Eating Occasions

Sensorial Snacking: Bringing the Experience to the Home

Foodservice Payment Innovation: Airlines and Airports

Coronavirus, Eating and the 'New Normal': Lessons from Asia

Anytime, Anywhere? The Evolution of Snackification in 2020 and Beyond
Snacking Away From Home After Coronavirus

Innovation in Meals: Asia Pacific Through a Global Lens

The Impact of Coronavirus on Packaging

Thinking Through the Impact of Coronavirus on the US Coffee Industry
Snacks for Children: Targeting a New Generation of Parents

The Impact of Coronavirus on Packaged and Fresh Food
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292819 Analysis Report : Food and Nutrition: Beyond the Pandemic PDF 40 pages
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Food and Nutrition: Beyond the Pandemic

December 2021

2~ Passport

Euromonitor International 2021. Al rights reserved.




292819 Analysis Report : Food and Nutrition: Beyond the Pandemic PDF 40 pages

How did COVID-19 change food and nutrition?

Foods have generally come through strongly during the COVID-19 global WORLD PRE-C19 FORECASTS SCENARIO FORECAST

outbreak. This is in spite of severe contractions in foodservice and
impulse channels. Bar a slightly slower growth for snacks as a
discretionary spend/purchase, consumers worldwide increased their
retail food consumption in 2020. As people were forced or encouraged to
retrieve to their homes, cooking ingredients, meals as well as dairy and
other staples saw unprecedented spikes in value sales growth aided by a
major boost in home cooking and baking.

Over 2021-2026, sales forecast is set to normalise as the initial shock of
the pandemic is absorbed, societies re-open to various degrees and
people eat out again. After a necessary dip that follows 2020's unusually
positive performance, retail sales growth should then settle higher than
pre-COVID-19 levels owing to long-lasting changes to food markets; not
least the migration of eating occasions into the home.

In the short term, the true economic cost of the pandemic should be felt
in value sales terms. Rising energy costs and faltering raw ingredient
supply should to some degree affect many processed foods; not least
chilled categories such as fresh foods, milk and chilled processed fruit
and vegetables which require a fast route to consumer. Meanwhile, rising
inflation should apply some pressure on branded chocolate
confectionery and ice cream.

£ Euromonitor Internationa

Industry Level Retail Sales 2019-2021, % growth, constant prices, fix year exchange rate

Beauty and Personal Cara

consumer Appliances

Soft Dirinkes

Consumer Electronics

Snacks

Canzumer Health

Alconolic Drinks

Haot Drinks

Oairy Products and Altematives

Staple Foods

Tobacco |

Home Care

Retail Tissue and Hygiene

Cooking Ingredients and Meals

Euromonitor Baseline:

Positive
MNegative

Source: Industry estimates
Note: Last updated on September 27, 2021.

Pre-C19 Forecasts:
El Fositive
MNegative
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WHAT DO CONSUMERS WANT BEYOND THE PANDEMIC?

Digital living: consumers want less time spent food shopping

|
The growing desire to gain quality time was exacerbated by the onset -

: : Food Purchase Channelin 2021 _
of COVID-19 as loved ones were physically isolated from each other, y 10 o 20 ¥
mobility was greatly reduced and restaurants and leisure centres were = gg ig 2
shut. Whilst e-commerce has made food shopping more planned, E 10 g £

. . . . -
consumers want increasingly less time spent, and less hassle, getting # -10 = 5 o
¥ ap o -10
foods. R <o e
= an O
Subscription models, which offer easy food/meal planning, buying and ﬁ 0 on on. on on o s " 20 &
delivery, will sustain good growth provided the price tag remains ine line line line not trad-  person
inviting. Auto-renew functionalities in online platforms, which make the on on on on buy  itional  atthe
regular food shopping process faster, will also be deemed valuable. an- phone com-  tablet  this voice  store
: . i . . other puter product conver-
Food shopping livestreams should gain traction in multiple markets device or service  sation
outside Asia; enabling to re-connect a consumer base to certain on phone
remium foods through the screen and having the potential to excite W 2021 % respondents @ 2020-2021 % growth
P 8 B P P g

through live shopping event exclusivity, too. In 2020, Walmart in the US Source: Voice of the Consumer Digital Survey 2021 — 20,297 respondents
and Carrefour in France both launched such interactive shopping

_ , Ease and availability of delivery as Online Shopping
experiences online,

Motivation in 2021
In parallel, luring consumers back in store will also remain essential. 100
This starts with ‘frictionless’ stores, through touchless checkouts,

connected product labels and smart inventory management.

Once in the home, food brands can further entice by connecting with
kitchen appliances to offer consumers smart recipe or fridge/freezer
management capabilities.

City Large suburb Small village Smalltown Large town

of city
W 2021 % respondents @& growth (pp)
Source: Voice of the Consumer Digital Survey 2021 — 20,297 respondents

2021 % respondents
=
D = kW
growth (pp)

© Euromonitor Imemationa w¥- Passport
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WGSN TrendCurve:

WGOSEN TrendCurve: White Paper: Cr
Regenerative Food & Drink S -

The WGSN Trend Curve uses proprctary data sources,
machine-learning technology and analytics interpreted by
WGSN's Food & Drink trend forecasting strategists 1o track | il
trend growth through four stages of adoption. Here we map B Eﬂ_\‘}:ﬁ-
out regenerative food and drink, one of the fast-growing
arcas of interest poise d 1o be part of the plan to alleviate the
Eey Trend: Family Ones to Watche
Baking Grown Delicaci
- 3
est trade fair for the food and drink industry is essential
trends and key category insights from across Europe. We ¥
areas of growth and innovation set to influence future
development
Clairs L ar Ik Toum Gaied Autummn Flavours Kay Trend: indig
10.20.21 - 11 minuies Forecast 2022 Fusions

View the Food & Drink F
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Executive summary
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Featured Reports Key Reports

Marketing Forecast
2022

3 4
Lunar New Year 2022: Research Radar:
Key Engagement Cybersickness
Strategies

Future Consumer 2024

After years of rapid industry, technological and social acceleration, 2024 ushers in an
era of realignment. How can companies keep pace but not run out of steam? WGSN
Insight presents the new key consumer profiles, and what must be done to win minds
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01. The Regulators 02. The Connectors 03. The Memory Makers 04. The New Sensorialists
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The Regulators
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The Regulators Engagement strategies:
AAYNSSSADAIKSUAULDIS:LUYU

In 2024, ssApus:ian click-and-collect Uszauanudoagomnniubovitaalsas:zuia tas
pidndunuintulawaloalkuquaviusTnalus:o:e1d Goman:ritissan Hybrid Athton
ssuu@dnatdngIslumuusms :ldsuanudisunniuBasq BoRusinalunduls:iguusms
ngawuluBovDalta:AtuMwW

Case studies:
e UBWALATU Grab viuuSMsavauMs:o:lna venessinlundi 50 ldaviuGaa:z3uson
MY
soiduusmsuwu click-and-collect lngdldansad@onaumuazamundadoldogvsiatsd
lazugugn
e Robomart’s maUs:inAaksyawsm dolutwaawasudumndaun lasRldannsa
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The Connectors
nWisaulov

nauRuslnAndavmskankionAUISLIULATUTdKUIBAL
31 AURdUTMaLIAgPASIU udKBBYAZGUATMSUSKISIOS
grnedwiludadru (msBadudsouAuialildsimignndi /
asavn:ligudaduMadivdatioviodnsus:Tlosundnin
KEomsthauAWaldluuvAsHAS) LazRAuAdUTADNdUR
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Engagement strategies: The Connectors
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Track-and-trace

uSanssuRGuiagwtbiuuiu ua:avimave:aargduanumardvikuunRuslnalul 2021-
2024 nduanAntduAUELEUYVAMWILDOEDU D=aNUISAMULA:SD YYDV IUAILWEU
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Engagement strategies: The Connectors
nagnsssAdd1KSuNLBoulaL

Track-and-trace

Kvasswaummsw UszarA:tis:uu IBM
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AUILLANSIUIUAISWAOUDVFUAIURIDASSW
aumluus:inA1KSULDDLSA LazuanATR
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Memory Makers

KALNUAUADINNSYLINAC)
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Engagement strategies: Memory Makers
AAYNSSSADAIKSUNKUNALUAUAIINNSLI AT

Ageing-well products - auAlnylalkaradiu

L.

AunauddavAsiaargaulaviwalddiaagwidnnugulauiudu avliv:lulalwana
nn1sogsounuAusa uawalsgdalklarnaaassunautoviusauldgiduiugviu

ANA:adAdUIgAdUDYIdIAY
AundudalkAUd AT NYMYATUMaMwiazaniwaals lagaAaassauAnik

Uszaumisadmsgond stuAmnidnisvaiSgvogividus:idou quluiias aakisiazen
nydgJasuUs:zlaudald

%
\X

L&y

DAY

OneSkin's team of scientists uses data-backed claims to target the skin on a molecular, not
surface, level
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The New Sensorialists
AAUWSUS/durauuulku

2.

nauruslnARTEEIa 2 suuuuluaidednu nolan
avnauazlanukonuludso Goaundui:
WENEIUESIVAIUEUQASKITIAND 2 sULLUU
wasidoyankuubainaudue wunsiszA
21KIsAdrIksasynsula iGsvyanldonlan
Metaverse lumsBaauAiugiaasv avnuAums
do NFT naaucdviiu dvasuldnaundudluliau
nnsvaaddotnaluladudmavldsrindrenukIL
tunmsadalanlkuagvauqa




A

f— CREATIVE

ECONOMY
s AGENCY

04

Engagement strategies: The New Sensorialists

dunalanawdivou

AungulidANLTsUlumMssuSLa:Furativlanialoundoiu lagiEumn
inAlulagimssusnau Boudiduanidluanankassuuwduazmsanudomsiu
Litudaauu Undnenmaasudagu Homei Miyashita [ddhiauafisi@eld told
naaaviniauas:uudUNaLUUTKU KSoNBunN Taste the TV (TTTV) Boldrkd
wunau 10 nau wuavuuddMWAGQAIgWEUDUTY

A Taste the TV sample is delivered on hygienic film over a flat TV screen. A commercial version
would cost around 100,000 yen (£640) to make, and it hopes to make a platform in the future

where tastes from all around the world can be downloaded
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The Future of
Food & Drink 2030
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The Future of
Food & Drink 2030
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v "uﬁ'adaau MWLLA=AMS Next-gen nutriceuticals Probiotics go mass
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Home

Foresight +

China: Food & Drink
Brands to Watch

From encouraging user-generated
content to unexpected
collaborations, we explore the
winning strategies of China's
emerging homegrown food and
drink brands

Food Wise

Stylesight takes a look at the food
revolution and the integral part it
plays in sustaining health as well as
the Earth. This is what it means to
be a true foodie today.

Louise Sruart Trainor

07.16.14

Future Food: The New
Sugar Boom

The plobal confectionery market is
expected to be worth $188.8bn by
2020, We explore how mixed
consumer attitudes towards

wellness are driving growth, from

Future Strotegies = Generation ¥ Industries = Lifestyles * Retail v Marketing ¥ |
L1 mw
Results for "food
Generation ¥ Category * Year * Content Type ~

Food Tourism: Post-
Pandemic Engagement
Strategies

As consumers begin travelling
again, they're maximising trips with
culinary experiences that focus on

local flavours, cultural immersion

and hand-ons learning

Chinese Millennials: New
Food Convenience

China's widespread adoption of
technology, from mobile payment to
live streaming, is disrupting the way

consumers get their food.

E

Brand Activation Trends:
Food

As food becomes the new visual
language for consumers, the
appetite for more lifestyle-
orientated events continues to

boom. Here are the food-related

EE meports

Southeast Asia: Food &
Drink Brands to Watch

From clever collaborations to

multisensory marketing, we explaore

the strategies powering Southeast

Asia's emerging and established

homegrown food and drink brands

WGSN Insight Team
11.17.2] - E minutes

Food: The New Visual
Language

Social media - led by Instagram - is
driving a profound change in how
food is seen, consumed and
designed. This report profiles the
changing strategies for product

development.

The New Food Experience

Food entertainment is entering an
exciting new era, as destination
experiences and produet
innovations cater to rising

consumer expectations.

GSN Lifestyle & Interiors

Top 10 — Food Apps

Sarah Housley

10.20.15

1125 Reports Sort by: Relevance ¥

Ethical Food: The
Responsible Home Cook

A sense of social responsibility is
disrupting the supply chain and
driving consumer desire for
ethically-sourced organic food that
minimises waste.

the WGEN Content Team

01.19.18

Food Retail: Experiential
and Eco Strategies

We explore how grocery retailers
are creating memorable and
engaging food experiences for
shoppers, tapping into emerging
mindsets and new consumer
priorities around education,
sustainability and community.

Laura Saunter
061318

Eating Out, Speaking Up:
Food Activism

Restaurant spaces are the perfect
opportunity for brands to establish
creative and positive dialogues
around one of the greatest common

interests: food. We look at the chefs

Creative With Food:
Instagram Influencers

Need a fresh face for food
marketing? We've handpicked 11 of
the hottest emerging talents who are
crafting amazing, edible stories and

creating seriously delicious Insta-

Waste Not, Want Not:
Tackling Food Waste

Public fridges and Michelin-star
leftovers are among the new
initiatives helping to combat food

waste around the globe.

Q, food

|| Alcohol-Free Lifestyles - WGSN Insight

IFEEEEREEREEREEEEEEEEREEREEREEEEEEEREERERREREE

Brand Case Study_ White Claw - WGSN Insight

Branded Food Spaces - WGSN Insight

China Urban Elite_ Food and Drink Trends - WGSN Insight
China_ Food & Drink Brands to Watch - WGSN Insight
China_ Plant-Based Futures - WGSN Insight

Clean Eating - WG5N Insight

Chimate-Positrve Eating - WGSN Insight

Coffee and Tea Culture_ US Strategies - WGSN Insight
Coronavirus_ Mew Eating Habits - WGSN Insight

Creative With Food_ Instagram Influencers - WGSN Insight
Eating in China_ Shifts & Strategies - WGSN Insight
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