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GLOBAL MEGA 
TRENDS

1. Global climate emergency
2. Changing global economy
3. Health crisis
4. Urbanization and demographic changes
5. Science and tech’ driving disruption
6. Civil, civic and equality movements

SHAPING PEOPLES’ 
NEEDS AND WANTS
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• Governments, 
businesses and 
citizens will continue 
to face ever more 
difficult political, 
economic and social 
choices to limit the 
extent and impact of 
climate change

• Repercussions of 
global pandemic and 
conflict in Europe will 
drive economic 
uncertainty and 
negatively impact 
standard of living

• Longer-term, 
economic growth will 
continue to be driven 
by developing 
markets with 
growing middle 
classes driving 
transition from 
producer to 
consumer

• Global pandemic 
has stretched national 
healthcare resources 
and exposed 
inequalities in access 
to care

• Obesity will continue 
to grow and is now a 
global issue

• Mental health is 
looking like the next 
global health crisis 
exacerbated by the 
pandemic

• Population growth will 
continue, driven 
by the longer life 
expectancy of an 
aging population. 
Africa is the exception 
which is both an 
opportunity and a risk

• Urbanization will 
continue at pace 
creating even more 
demand for water, 
food and energy

• Pace of change and 
innovation will 
continue touching all 
aspects of life

• Tech making 
business smarter and 
faster, enriching and 
enabling individuals 
and society and 
helping to address 
global issues around 
food and energy

• Organizations and 
brands have increased 
diversity, equity and 
inclusion (DE&I) effort 
and made their voices 
heard on controversial 
topics

• Consumers want 
to see measurable 
progress against their 
goals
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Legacy Of Global Pandemic Short 
Term

Medium 
Term

Long 
Term

Desire to break out of constraints and make up for 
lost time X
Heightened consciousness of hygiene and personal 
health X

Shopping locally X X

More difficult to access non-emergency healthcare X X

Reappraisal of values and lifestyle X X
Ongoing physical and mental health issues (long 
covid) X X

Economic growth and inflation X X

New respect for science X X X

Virtual socializing X X X

Acceleration in e-Commerce X X X

Remote working  X X X

Impact of missed education X X X

© Quantic 2023 4



Impact Of Ukraine Conflict Short 
Term

Medium 
Term

Long 
Term

Energy (Europe) and food inflation (direct & 
indirect e.g., fertilizers) X ?

Ukranian humanitarian crisis / cost X X X

Ukranian economy X X X
Drive to reduce EU zone dependence on RU 
energy X X X

New "Cold War" & fear of more conflict in Europe X X X

European Central Bank, Dec 2022

EU Consumer Price 
Inflation
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01
Global Climate 

Emergency

2/3 of EU citizens feel a personal 
responsibility to act but greater 
responsibility is put on business and 
governments ̂

Global governments, businesses and citizens will need to make 
difficult political, economic and social choices to limit the extent 
of climate change impact

• Evidence of accelerating climate 
change with implications for where 
and how people will live

• Activists and NGO’s will continue 
to ensure the climate emergency is 
not ignored and demand action

• Citizens all over the world are 
increasingly aware and concerned

• A majority understand that they 
have a responsibility to act but see 
big business and governments as 
having primary responsibility

• Businesses will struggle to balance 
sustainable business practice and 
shareholder returns

• Tech will enable consumers to 
understand and manage their 
personal impact

SOURCE: * BBC Science; ** United Nations (https://sdgs.un.org/goals) / Greta Thunberg ,16 years old in the news; *** FMCG Gurus - Top Trends for 2022 - Webinar Slides; ^ attitudes of euro citizens towards 
environment ebs_501_ig_en (1) and Quantic COVID Trends Webinar (LATEST WIP Webinar deck; ^ ^ PMI Megatrends 2022 and Forbes March 2021; ^ ^ ^ https://klima.com/

Temperature of the planet and sea 
levels rising and ice sheet melting. 
Extreme weather cause floods, fires 
and droughts*

UN Sustainable Development Goals 
include four relating to the 
environment and resources. Activists 
raising awareness and pressure for 
action**

Most people recognize the issues. 
There will continue to be a vociferous 
minority who disagree***

2/3 of EU citizens feel a 
personal responsibility to act but 
greater responsibility is put on 
business and governments ^

1/5 of the world’s largest companies 
have set net-zero targets. Almost 
40% of organizations reported major 
barriers to improving social impact ^ ^

Tech is helping consumers to 
understand and offset their personal 
environmental impact ^^^

Not enough being 
done by ….

Are you concerned about any of the following? 2020
Global – Top five concerns

62%
67%
68%

71%
73%

Deforestation
Food wastage

Plastic pollution
Global warming

Carbon emission
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02
Changing Dynamics 
Of Global Economy 

2/3 of EU citizens feel a personal 
responsibility to act but greater 
responsibility is put on business and 
governments ̂

Repercussions of pandemic and conflict in Europe will impact on 
economic growth/standards of living and rebalancing of global 
economic power will continue

SOURCE: ^ European Central Bank ; ^^ EuroStat ^ * FT.com 23/3/22/ Eurostat calculations; ** PWC 2016; ***10-Mega-Trends-That-are-Reshaping-The-World (Ipsos)

• Post Covid “bounce back” in 
demand and supply chain 
disruption driving inflation levels in
the USA not seen in more than 20 
years

• EU inflation driven more by energy 
costs feeding into even higher 
levels of food inflation. Expected to 
fall back by 2024

• Interest rate hikes in USA & 
eurozone to try to curb inflation fuel 
cost of living crunch for many 
people

• Rebalancing of global economic 
power as Asia and LATAM growth 
outstrips traditional power houses

• Middle classes continue to grow, 
particularly in ”developing” markets

• There will be continued widening 
of the gap between “haves” and 
“have nots”

Inflation in USA driven by consumer 
demand in the face of covid 
induced supply chain disruption and 
bottlenecks ^

Energy costs exacerbated by war in 
Ukraine have been a bigger driver of 
EU inflation^ with flood prices rising 
by more than 15%^^

US and Eurozone interest rates in 
2022 reach highest level for more 
than 10 years.

GDP for the G7 markets was 2 x that 
of the By 2030 the combined GDP of 
the E7 markets will be 2x that of the 
G7 (E7=BRIC, Turkey, Indonesia, Mexico)*

”Middle classes” will account for 60% 
of the global pop by 2050 (26% in 
09) as many markets transition from 
production to consumption and 
become exporters of capital, IP and 
talent **

There will be widening gaps between 
the very rich, the middle classes and 
the poor with the potential risk of 
social unrest ***

EU CPI
+10%

EU food 
inflation
> +15%
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03
Health Crisis

2/3 of EU citizens feel a personal 
responsibility to act but greater 
responsibility is put on business and 
governments ̂

Consequences of global pandemic will continue to impact health and 
healthcare systems adding to existing challenges of obesity, aging 
populations. Mental health increasingly in the spotlight

SOURCE: ^ WHO April 2021 ^^ NHS England Nov 2021; ^^^ WHO World health Stats 2020; * worldobesity.org/about-obesity/prevelance-of-obesity; **the Lancet-World Psychiatric Association Commission; 
***https://www.imperial.ac.uk/news;/life-expectancy-declining-many-english-communities

• Covid is estimated to have (so far) 
killed >6m people. There remains 
a threat of new, more resistant 
strains

• The pandemic has created a 
treatment backlog which will result 
in otherwise preventable deaths

• Aging population adds to demand 
for “later life” products and service

• Obesity will drive governments to 
more regulatory action

• Mental health will become more 
prominent with Covid, conflict and 
economic uncertainty fuelling an 
already growing issue

• An extended global economic 
downturn, will increase numbers 
of people with health issues

WHO estimates that the pandemic 
has to-date resulted in >6million 
deaths . In addition, a small but 
significant number of people 
experience long-term effects^

Waiting times in the UK have jumped 
massively^^ and in a multi-country 
study only 47% of adults described 
the healthcare they are able to 
access as “good”^^^

Aging populations^^^^ reflect better 
later age health management but 
continued growth in >60’s will put 
further demands on healthcare 
provision 

Obesity has tripled since 1975 and 
will affect 17.5% of the global adults 
by 2030 (c30% in Europe). Asia and 
Africa are now experiencing fastest 
growth*

5% of adults are suffering from 
depression at any one time and it 
is estimated that the cost to the global 
economy is $1trillion **

Declines associated with 
unemployment/insecure employment 
compounded by reductions in social 
and welfare support, and reduced 
funding for local initiatives***

Adults 60+ 
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04
Rapid Urbanization and 
Change In Demography

2/3 of EU citizens feel a personal 
responsibility to act but greater 
responsibility is put on business and 
governments ̂

Growing but aging population and continued urbanization will continue 
to have economic, political and social implications

• Global population will continue to 
grow rapidly due to longer life. Birth 
rates fall as incomes rise

• The population is aging in all 
regions except Africa

• This is both an opportunity and 
a potential threat if education and 
opportunity do not keep pace

• The urban population is growing 
rapidly increasing demand for food, 
water and energy

• Mega cities will become key 
engines of global economic growth 
and centers of political power

• Since Covid many people have 
started to reconsider the 
desirability and necessity for urban 
living 

SOURCE: ^10-Mega-Trends-That-are-Reshaping-The-World (Ipsos); ^^PWC2015; ^^^ Euromonitor Top 10 trends 2022

Global population estimated to grow 
to almost 10billion by 2050 but birth 
rates in higher income countries will 
continue to decline

The population is aging in all regions 
except Africa. By 2050 the median 
age in Europe will be 46, in USA 41 
and Asia 40. But in Africa it will be 
just 25 

90% of people between 10-24 live in 
“developing” markets. Education and 
economic opportunity need to keep 
pace to to avoid civil and political 
issues

Urban population is growing by 500k 
people per day. It is estimated that 
this will lead to energy consumption 
in 2030 that is 50% higher than 2015, 
water and food + 35%^^

Developing mega cities will have 
a massive influence on global and 
national economies and challenge 
models of governance and 
government^^

Covid has caused many people to 
question the desirability and 
necessity of city living

^

Adults 60+ 

^^ ^^

^ ^ ^ ^^^
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05
Science and Technology 

Driving Disruption

2/3 of EU citizens feel a personal 
responsibility to act but greater 
responsibility is put on business and 
governments ̂

Pace of change will continue touching all aspects of life

• The number of people without 
internet access will fall while the 
connected spend more time online

• Business will continue to invest 
more in data science to make 
faster, smarter, consumer-centric 
decisions

• The metaverse will start to blur the 
distinction between actual and 
virtual living

• Smart companies and brands will 
make technology easier and more 
relevant to the over 60’s/70’s/80’s

• Connected houses help take some 
of the stress out of busy lives

• Investment in science to address 
sustainable energy and food needs 
growth

SOURCE: ^datareportal.com/global-digital-overview; ^^ https://www.statista.com/statistics/617136/digital-population-worldwide/;. ^^^ PMI Megatrends 2022.

60% of the global population still 
don’t have internet access^^ This will 
continue to decline and mobile will 
lead the way

Businesses will continue to 
investment in AI and machine 
learning to augment decision making, 
risk management, data analysis and 
knowledge management

The metaverse will see AR, VR, 
blockchain, crypto currencies and 
social media concepts coming 
together to create spaces for rich 
user experiences and social 
interactions^^^^

Covid has encouraged more older 
consumers to use technology 
(shopping and socializing). 
Confidence and/or relevance still a 
barrier for some^^^^

Homes will get ”smarter” with linked 
devices using AI, facial recognition 
and voice activation to simplify, 
manage tasks and entertain

Science will play a pivotal role in 
helping to reduce fossil fuel 
dependency and meet growing global 
demand for sustainable and resilient 
food production

^

Advanced 
digital tech 
growth

^^^
Travis Scott Fortnite concert

Facial recognition to personalize 
in-person interactions 

Voice assistants providing 
personalized product info/  advice 

Robots providing in-store help 

Ordering food from a 
delivery-only restaurant  

% comfortable
22

30

32

35

USA Adults 60+
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06
Civil, Civic and Equality 

Movements 

2/3 of EU citizens feel a personal 
responsibility to act but greater 
responsibility is put on business and 
governments ̂

Pressure will continue to grow on organisations to increase 
diversity, equity and inclusion (DE&I) with consumers demanding to see 
measurable progress

• Global organisations will continue 
to struggle with translating D&I 
strategy into action

• D&I will be a critical factor in 
attracting talent

• But companies will fail if 
employees do not feel this 
translates into meaningful 
inclusivity

• Consumers will exert more 
pressure on Brands to show D&I

• ...and will vote with their wallets

• Growing evidence of positive 
business results will accelerate 
change

While D&I is a stated value or priority 
area for three quarters of 
organisations, it is still seen as a 
barrier to progression by nearly one 
third of employees *

Nearly 60% organizations leverage 
their D&I program to attract and 
retain talent or comply with legal 
requirements, but only 19% leverage 
to achieve business results *

Whilst overall sentiment on diversity 
is positive, sentiment on inclusion is 
negative **

Consumers are looking to see 
changes that make a meaningful 
impact. However, currently, 
consumers’ expectations are not met 
by brands ^

Successful brands will be those who 
embrace a more inclusive strategy 
and represent a diverse audience ^^

Diverse companies are more likely 
to financially outperform their 
peers. Difference in likelihood of 
outperformance of 1st and 4th 
quartile companies is growing**

SOURCE: * PWC global-report diversity 2021 (PwC: Global D&I Data, 06/09/2021 based on ~5,000 responses across 50+ countries and 26+ industries; ** McKinsey diversity-wins-how-inclusion-matters:; 
^ https://www.kantar.com/uki/inspiration/brands/inclusion-and-diversity-how-to-meet-great-expectations; ^^ https://www.impactplus.com/blog/diverse-inclusive-marketing-statistics#:~:text=2.,and%20teen%20
(76%25)%20consumers

social 
listening to 

analyse 
employer 
reviews

39% 
of global consumers 
agree “not enough 

brands do a good job 
of representing 

people similar to me 
or my community”

Difference in 
likelihood of 

out-
performance 
of 1st vs 4th 

quartile¹

70% 
of Gen Z 

consumers are 
more trusting of 

brands that 
represent 

diversity in ads

59% 
of people say they 
are more loyal to 
brands that stand 
for diversity and 

inclusion in online 
advertising
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MACRO TRENDS 

SHAPING FOOD AND 
BEVERAGE 

OPPORTUNITIES

1. New health
2. Sustainability
3. Trust and authenticity
4. Living for now
5. Experiences
6. From mass to me
7. Smart Shopping
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Macro trends driving food and beverage business opportunities

Trust and 
Authenticity

Living For 
Now Mass To MeExperienceNew Health Sustainability

 Bad Stuff Out

 Plant Power

 Prevention not 
Cure

Mindfulness

 Zero Waste

 Ethical Business 

 Beyond 
Sustainable 

 Natural & Pure

 Provenance

 Transparency

 Short Cuts 

 Little and Often

 Ultra Convenient

 “Insperience”

 Connection

 Connoisseurship

Me Over We

Made For Me

Consumers look to 
improve and maintain 
health through more 
conscientious and 
controlled choices 
of foods

Consumers look 
for companies and 
government to lead, 
demanding evidence 
of sustainable 
practice. They also 
look for help to 
manage their own 
impact

Covid and conflict 
have created 
insecurity and 
uncertainty. 
People want 
honesty and 
reassurance from 
brands they 
choose

Increasingly busy 
lives, fragmented 
routines and 
breakdown of 
traditional working 
hours means 
consumers are 
looking for new 
solutions that they can 
access on 
demand and integrate 
into their lives

As consumers 
increasingly favor
experiences over 
material goods, 
brands need to 
provide sensorial 
excitement, 
expertise and 
opportunities for 
connection

Consumers are 
increasingly 
expressing and doing 
what matters to them 
and allowing their 
personal data and 
preferences to be 
shared so that 
products, services 
and experiences can 
be customized for 
them

 Savvy Nutrition

 Same For Less 

Smart 
Shopping

Whether through 
immediate 
necessity, feelings 
of financial 
insecurity or just for 
the challenge, 
people want to feel 
they are using their 
money well 
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BAD STUFF OUT PLANT POWER PREVENTION 
BEFORE CURE

1 2 3

MINDFULNESS

4

New Health Consumers look to improve and maintain health through more 
conscientious and controlled choices of foods

Access to and awareness of 
information about the impact of 
food content on health rises with 
an increase in legislation by 
governments and retailer desire 
for transparency by brands.
This is leading to increasing 
desire from consumers to take the 
bad stuff out of their diets,
without compromising on taste

Increasing openness to new diets 
that are perceived as more healthy, 
better for the planet and in some 
cases better for the wallet, has led 
to a growing adoption of
vegetarian, vegan and flexitarian 
diets. Even more people are 
deliberately cutting back on meat 
eating

Consumers are increasingly aware 
of the need to adopt preventative 
approaches to healthcare. They 
are increasingly using 
functional foods or being 
smarter about calories and content 
to proactively address their health 
needs, boost nutritional (vitamin) 
intake and reduce risk of illness, 
and deficiencies

Mental health has become an 
increasingly important part of the 
conversation when it comes to 
health and wellness. This shift has 
been further accelerated as a result 
of the pandemic. This is fuelling 
consumer demand for solutions that 
enhance emotional wellbeing
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Bad Stuff Out1
New Health 

G

#

G

#

G

Access to and awareness of information about the impact of food content on 
health rises leading to increasing desire from consumers to take the bad stuff 
out of their diets, without compromising on taste

SOURCE : * FMCG Gurus - Top Trends for 2022; ** 2021_MDLZ_stateofsnacking_report_GLOBAL_EN; ^ FMCG Gurus - Top Trends for 2022 - Webinar Slides; ^^ Quantic COVID Trends Webinar (LATEST WIP 
Webinar deck

63% of global consumers have become more 
attentive to ingredient listings over the last 12 

months (2021)*

Consumers are seeking lower sugar, carbs and fat 
solutions from snacks **

Consumers are willing to pay more for health, 
additive free food that tastes good ^

Consumers are seeking healthier options and 
more information in future ^^

69% Agree 
I would like retailers to give me 
more information on 
healthy options in-store

80% Agree 
I will buy more healthier 
foods going forward (fruit, 
vegetables and fresh produce)

Promote 
benefits of 
simplicity

Brand 
synonymous with 

being “Better 
For You”

Remove 
nasties from 
established 
brands e.g., 
sugar free, 
reduced fat
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Plant Power2
New Health 

G

#

G

#

G

The openness to new diets that are perceived as more healthy, better for the 
planet and in some cases better for the wallet, has led to a growth in adoption 
of flexitarianism and plant based diets

SOURCE: * https://www.totallyveganbuzz.com/news/42-of-global-consumers-are-flexitarians/ (Euromonitor); ** https://www.goodto.com/wellbeing/diets-exercise/flexitarian-diet-guide-488868; 
^ https://www.worldatlas.com/articles/countries-with-the-highest-rates-of-vegetarianism.html; ^^ www.jbtc.com/plant-based-protein/blog/what-makes-a-competitive-plant-based-
product/?gclid=EAIaIQobChMIv-GgxLP89gIVBuztCh1pNg_5EAAYAyAAEgL3jfD_BwE (Euromonitor)

More than two-fifths of global consumers identify 
as ‘flexitarians’  whilst less than 1/5 are 

vegan/vegetarian*

As well as the health benefits, a flexitarian diet 
also has environmental benefits **

Consumers not willing to compromise on taste are seeking affordable 
convenient solutions to replace meat and fish-based 

alternatives ^^ 

Vegetarianism a way of life in 
some cultures ^

Hinduism, Buddhism and 
Jainism all advocate a 

vegetarian diet making 
India the #1 plant-based 

country in the world! 38% 
of the total population 

being vegetarians

Studies proven benefits
✅ Weight loss
✅ Reduced risk of diabetes
✅ Improved metabolic health (including blood 
pressure, high-density lipoprotein cholesterol 
and waist circumference)
✅ Increased life expectancy

PLUS ✅ Environmental benefits

“Consumers are unwilling to compromise on 
taste to achieve other benefits, such as 
sustainability, price or brand. Some buyers are 
looking for substitutes that taste and behave like 
meat, and others are willing to try new kinds of 
protein”“Customers today are 

expecting the food they 
buy to be ready to eat” “The pricing and availability of plant-based 

products are the key factors that currently hold 
back the penetration worldwide” 

42% of 
global 

consumers 
identify as 

‘flexitarians’ (of 
which 54% are 

Gen Zs)

6% and 
4% of 

consumers 
globally claim to 

be vegetarian 
and vegan

Plant based 
food set to 

grow by 

6.4% 
CAGR 2020 

to 2025

New 
Technology 
driven plant 

based

Plant based versions of 
established brands

Brand 
synonymous 

with being 
Plant based

Technology that allows plant-based 
cheeses to stretch like dairy cheese
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Prevention
not Cure

3
New Health 

G

G

#

G

Consumers are increasingly aware of the need to adopt preventative approaches 
to healthcare. They are increasingly using functional foods or being smarter about 
calories and content to proactively address their health needs, boost nutritional 
(vitamin) intake and reduce risk of illness and deficiencies

SOURCE: * Euromonitor Changes in Consumer Health during COVID-19; ** FMCG Gurus - Top Trends for 2022 - Webinar Slides

Being healthy is perceived to be multi-dimensional –
being impacted by a combination of people’s physical 

and emotional state and how they eat, drink and 
conduct their lives*

Consumers are increasingly recognising the link 
between aspects of health and overall health**

60% 70%
53%

69% 63%72% 73% 73% 79%
54%

Global Asia-Pacific Europe North
America

South
America

2018 2020

Proportion of consumers who say that they recognize the link 
between digestive health and overall health

Consumers are taking a proactive and preventive 
approach to health to minimize vulnerability to 

disease and illness**

Global
Asia-
Pacific

Europe
North 
America

South 
America

Immune health 67% 67% 67% 68% 63%

Digestive health 66% 66% 65% 70% 70%

Cognitive health 66% 65% 67% 70% 58%

Heart health 69% 70% 69% 68% 69%

Joint and bone health 62% 63% 61% 65% 61%

Proportion of consumers who say that they are interested in products 
that address the following areas of health

Fortified or 
free from 

foods

Superfood 
ingredients Kimchi –

has immune 
boosting + 
pre-biotic 
effects

Technology or 
service driven 

healthcare
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Mindfulness4
New Health 

G

#

G G

Mental health has become an increasingly important part of the conversation 
when it comes to health and wellness. This shift has been further accelerated as 
a result of the pandemic. This is fuelling consumer demand for solutions that 
enhance emotional wellbeing

Approaching 60% of global consumers claim to 
have at least moderate levels of stress and over 
one third participate in stress reducing activity**

Health preservation priorities vary 
across countries*

Mental wellbeing is an increasing global focus 
since the pandemic*

Technology or 
service driven 

healthcare

Leveraging ingredients 
associated with calmness

Promoting 
mindfulness activities 
in association with a 

product

US – grocery retailer Whole Foods 
Market is partnering with 
meditation app Headspace to 
explore the impact of foods on 
physical and mental wellbeing.
The two companies are 
collaborating on a four-part recipe 
series, called Food for Mood, which 
will be shown on Whole Foods 
Market’s IGTV channel. The series 
is designed to educate and inspire 
people on the topic of mindfulness 
when grocery shopping, cooking 
and eating

SOURCE: * Nielsen IQ Global-Health-and-Wellness-Report-2021; (https://ourworldindata.org/mental-health & NielsenIQ Global Health & Wellness Study of 17 markets, September 2021); ** Euromonitor Changes in 
Consumer Health during COVID-19
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ZERO WASTE ETHICAL 
BUSINESS

BEYOND 
SUSTAINABLE?

1 2 3

Sustainability
Consumers look to companies and government for sustainability 
leadership, demanding evidence of sustainable practice. They 
also look for help to manage their own impact

Some of the world’s biggest companies are 
taking action to reduce waste particularly 
in terms of plastic but will remain under 
pressure from activists, governments and 
consumers.
People increasingly understand the 
environmental cost but positive 
intentions are not always matched by 
actions. There are opportunities for 
business to help bridge this gap

Consumers are moving beyond just wanting 
brands and manufacturers to be ethical and 
are demanding measurable, transparent 
and consistent actions from brands they 
choose to support.
More businesses will seek holistic business 
practice accreditation and will strengthen 
the link between ethical practice financial 
performance

Whilst traditional food production is trying 
to off-set its environmental impact, new 
intrinsically more sustainable systems 
will emerge.
Farming techniques will use less inputs and 
be closer to the point of consumption.
Science will mimic animal proteins without 
the environmental consequences and be 
readily adopted by growing flexitarians 
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Zero Waste1
Sustainability

G

#

G

#

G

Brands are taking action to reduce waste with pressure from activists, governments 
and consumers. People increasingly understand the environmental cost, but 
positive intentions are not always matched by actions

Gap between consumer 
concerns and actions^

Recycled packaging is 
a key choice driver^

Guardian.com 9/1/22 

Limited 
pockets of 
action on 
food waste

22 January 2018: World Economic Forum (WEF) in 
Davos, Switzerland

14 of the world’s biggest brands have 
pledged to ensure all their packaging is 
reused, recycled or composted by the year 
2025. They include: 

Amcor, Ecover, Evian, L’Oréal, Mars, Marks & 
Spencer, PepsiCo, The Coca-Cola Company, 
Unilever, Walmart, and Werner & Mertz

One-third of the 
food produced in 
the world for 
human 
consumption gets 
lost or wasted

Global good waste 
per year is roughly 
•30% for cereals, 40-
50% per cent for root 
crops, fruits, and 
vegetables, 
•20% for oilseeds, 
meat and dairy
•30% per cent for fish

^^

Find new ways to use waste 

Emotionally Connect

Inform –
make the 
link between 
action and 
benefits

Make it easier for consumers to act 

Offer alternatives

Coca-Cola is trialling a refillable 
beverage solution in Sweden

SOURCE: ^ Shopper Insight Conference - Steve-Brockway-Maru-Group- Harnessing Sustainability; ^^ https://www.unep.org/thinkeatsave/
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SOURCE: ^Mintel Global Consumer Trends 2022; ^^Endelman Trust Survey 2022; ^^^ www.bcorporation.net

Consumers move beyond just wanting brands and manufacturers to be ethical to 
demanding measurable, transparent and consistent actions from brands 
they choose to support

The % of people inclined to “distrust 
until they see evidence something is 
trustworthy” 

Source: ^^Endelman Trust Survey 2022 

60%

Source: ^Mintel Global Consumer Trends 2022

B Lab’s goal is to build “a 
global community of Certified 
B Corporations who meet the 
highest standards of verified, 
overall social and 
environmental 
performance, public 
transparency and legal 
accountability”

Bcorp certification is to businesses, what organic 
certification is to milk

4,500 business +18% v 2020
Source: www.bcorporation.net 

US laundry brand, Tide 
(owned by P&G), has 
created a permanent “Tide 
Loads Of Hope” laundry 
room within an LA homeless 
shelter and sponsored a 
documentary to raise 
awareness of 
homelessness

Give something back

Partner 
with 
people 
who 
know

Make the 
organization 
accountable

UK fashion retailer ASOS plans to 
reduce its environmental impact by 
linking executives' future pay to 
environmental goals including cutting 
waste and reducing carbon 
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Whilst traditional food production tries to off-set its environmental impact, new 
intrinsically more sustainable systems will emerge. Science will mimic 
animal proteins without the environmental consequences and be readily 
adopted by growing flexitarians 

SOURCE: ^ UN. ^^ EitFood.eu/ Top 5 Trends In Food 2022 ^^^UK Foods Standards Agency 2022

Traditional farming practices are a key 
contributor to global warming 

 Livestock are responsible for more than 14% 
of all greenhouse gasses including methane

 Methane is 34 x more damaging to the 
environment over 100 years than C02

Source: ^UN 

60%

54%

Flexitarian, Vegetarian, Vegan  

Gen Z actively avoiding meat 
and animal-based products 

Source: ^^^Euromonitor 2020 

Demand for alternative sources of protein will 
continue to increase driven by health and 
lifestyle choices

6/10 UK consumers are willing to 
try plant-based protein alternatives

34% are willing to try plant-based 
meats 

Reassurance on safety and taste 
will increase acceptance 

The number of 
companies across the 
world creating 
alternative seafood 
ingredients and 
products tripled from 
2017 to 2021 

Source: ^^Eit Food

“Buzz” around 
alternative systems and 
sources

Source: UK Food Standards Agency Jan 2022 

Source: ^^^ UK Foods Standards Agency 2022

Regenerative 
Farming

New Systems 

Ve
rti

ca
l F

ar
m

in
g

New Sources 
Of Protein 
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NATURAL AND PURE LOCAL/PROVENCE TRANSPARENCY

1 2 3

Trust and 
Authenticity

Covid and conflict have created/exacerbated insecurity and 
uncertainty. People want honesty and reassurance from brands if 
brands want their custom

Desire for “real” food and beverage with 
emphasis on quality ingredients, flavor
and texture and no/minimal processing

Where a product is sourced from/made
will continue to grow in more importance in 
gaining trust and as a mark of quality and 
responsible consumerism

In a world they cannot control, with 
information they cannot trust, consumers 
will pay more attention than ever to the 
behaviors and processes that 
businesses undertake day-to-day
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Natural and 
Pure

1
Trust and 

Authenticity

G

#

G

#

G

Desire for “real” food and beverages with emphasis on quality ingredients,
flavor and texture and no/minimal processing

Consumers are willing to pay more for 
environmentally friendly, additive and GMO-free 

food that tastes good^

There is a rising appetite for fresh, natural/ 
organic snacks^^

Consumers are 
overwhelmingly looking for 
simpler, shorter ingredients 

declarations^^^^

SOURCE : ^ FMCG Gurus - Top Trends for 2022; ^^ 2021_MDLZ_stateofsnacking_report_GLOBAL_EN ; ^^^ Global_Consumer_Trends_2022_Synergy_Europe Page 20,21,22 (Mintel);
^^ https://www.boardofinnovation.com/blog/40-food-innovations-that-excite-us/

What product features do you pay extra for? 2021
If the product…

Global – Top five answers 

65%

66%

71%

74%

78%

Non-GMO

Environmentally friendly

Free from additives

Health benefits

Tastes good

54% of 
women aged 16+ 

who use facial 
skincare products 

agree that diet 
can impact skin’s 
appearance ^^^

Product launches 
with a ‘simple’ 

claim are 
launching across 

all categories

Preserving 
freshness without 

the need for 
preservatives

Leveraging 
new 

processes 
or using by 
products of 
processes

Brew Dr. ; ^^^
Portland-based company Brew Dr. 
has a circular, zero-waste business 
model. Brew Dr. sells tea, 
kombucha, and distilled spirits, and 
the company reduces costs by 
connecting the production of all 
three offerings. The tea is used to 
make Brew Dr. Kombucha and the 
alcohol that’s produced in the 
kombucha fermentation process is 
turned into liqueur, gin, and 
absinthe via its distillery
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Where a product is sourced from and/or made will continue to grow in more 
importance in gaining trust and as a mark of quality and responsible 
consumerism

SOURCE : * Quantic COVID Trends Webinar (LATEST WIP Webinar deck; ** Euromonitor Top 10 trends; ^ Streetbees Human Impact Tracker, May 3-9, 2020; ^ ^ The Grocer / Shopify 2022

>33% of 
consumers in the 
UK say a ‘sense 
of community’ is 
a top motivator to 
visit local shops ^^

“I was forced to visit my local 
greengrocer and butcher due to 

stock issues with my usual retailer 
during lockdown. They served us 

well and we like the products, so this 
is something we will continue to do.”

41 Year Old, South Yorkshire

Covid lockdowns 
and home working 
have increased 
usage of local 
shops **

The trend for at least part home working is likely to 
continue (77% of people think it will for them) which 
suggests local retail will continue to benefit ^

Shopping locally is about more than just 
convenience

56% Agree 
I am more interested in the source of the 

products that 
I buy now than I was before the pandemic

Covid has encouraged more people to think 
about provenance*

e-Commerce tech enabling 
smaller independent 
producers to connect directly 
with consumers, shortening 
supply chain, providing 
greater transparency and 
building local economy   

Expertise/ 
commitment 
to superior 

food/ 
Handmade

A very special tomato - a recipe 
that's been a Wilkin family favourite 
for over a hundred years, the finest 
Mediterranean plum tomatoes, 
prepared with expertise and care; 
each jar individually finished and 
checked before packing

Celebrating 
the people/ 

history/ 
story 

behind the 
food and 

drink
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Transparency3
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In a world they cannot control, with information they cannot trust,
consumers pay more attention than ever to the behaviors and processes 
that businesses undertake day-to-day

SOURCE : ^Edelman Trust Barometer 2022; ^^^ FMCG Gurus - Top Trends for 2022 - Webinar Slides

Business is more trusted than governments 
and the media^

People want still more business 
engagement on societal issues^

People have become more concerned 
about product contamination^^^

59%
of European consumers 
do not think labels 
provide enough 
information 

Source: ^^EIT/European Food Commission 

Although there is consistent on pack information 
about sugar, salt, fats etc., there is still virtually no 
information for shoppers on environmental impact

Dual QR code system will let shoppers verify the quality and 
authenticity of the formula, while also apparently providing a 
new way for consumers to connect with the brand for after-
sales support and services. Source: Danone.com

Independent 
certification of product 
authenticity will 
continue to be valued 
by shoppers 

Independent 
certification of holistic 
business practice will 
gain currency with 
shoppers and 
customers and 
investors

Blockchain adoption will accelerate 
supply chain transparency

Food and beverage packaging will 
increasingly contain information 
on environmental impact 

Tech translates pack information 
into assessment of “goodness”
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SHORT-CUTS LITTLE AND OFTEN ULTRA 
CONVENIENT

1 2 3

Living For Now
Increasingly busy lives, fragmented routines and breakdown of 
traditional working hours means consumers are looking for new 
solutions that they can access on demand and integrate into their lives

Many people are time poor but they still 
want great tasting quality food.
They need short cuts that can help them 
cook from scratch

An increase in snacking and new meal 
occasions are driving the growth of new 
formats that cater to non-traditional or on 
the go moments

People are seeking constant access to food 
solutions in and out of home.
Many people are adapting to hybrid working 
so there is a need for easy in-home 
breakfast and lunch solutions
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Short Cuts1
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Many people are time poor but they still want great tasting quality food.
They need short cuts that can help them cook from scratch

SOURCE : * FMCG Gurus - Top Trends for 2022; ** https://foodinstitute.com/focus/will-2021-be-the-breakout-year-for-meal-kits-and-fresh-food/; ^^ https://www.mckinsey.com/featured-insights/diversity-and-inclusion/
women-in-the-workplace

Time starved consumers turn to convenience 
foods*

More women in the work force (USA), less 
available to cook from scratch^

People are seeking help with cooking from 
scratch – fresh meal kits more prevalent**

26% 29%
24% 23%

28%

39%
Proportion of consumers who say that time-scarcity means that they 

often turn to convenience food. 2021

the global meal kit delivery 
services market size is expected 

to reach almost $20 
billion by 2027, expanding at 

a CAGR of 12.8%
according to Grand View Research

Bluetooth connected 
technology into the 

kitchen so that 
appliances can 

communicate with 
each other, and with 

an app you control, to 
deliver the best 
tasting and most 
consistent results

The 
Fresh 
food 

meal kit

Semi-scratch 
cooking to cut 

down on 
preparation time
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Little and 
Often

2

G G G

An increase in snacking and new meal occasions are driving the growth of 
new formats that cater to non-traditional or on the go moments

SOURCE : * https://explodingtopics.com/blog/snacking-trends; ** 2021_MDLZ_stateofsnacking_report_GLOBAL_EN

Busy lifestyles and decreased access to dine-in 
restaurant options have led to more people replacing 

meals with snacks*

Snacking is evolving and replacing meals**

About 70% of millennials surveyed in 2021 said 
they prefer snacks to meals. 

Just over 90% of Americans surveyed said they 
have replaced at least one meal weekly with a 

snack, with 7% saying they eat no formal 
meals

The meal replacement products market is 
forecast to grow at a CAGR of up 

to 7.64% from 2021 to 2026, with the most 
growth in the Asia-Pacific market

New meal 
alternatives 

offering 
complete 
nutrition

Portable 
“Healthy” 

snack 
meals

Blurring lines 
between 

snacks and 
meals
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Access to and awareness of information about the impact of food content on 
health rises leading to increasing desire from consumers to take the bad stuff 
out of their diets, without compromising on taste

SOURCE: * 2021_MDLZ_stateofsnacking_report_GLOBAL_EN; ^ https://www.hellofreshgroup.com/en/newsroom/stories/hellofresh-presents-the-food-trends-and-innovation-report// (HelloFresh surveyed 11,500 adults 
across 16 countries about their past, current and future cooking and eating habits ); ^^ https://www.chargedretail.co.uk/2021/04/09/7-rapid-grocery-delivery-brands-delivering-in-under-an-hour/ &https://www.suffescom.
com/blog/biggest-food-delivery-companies-in-the-world-2022/

People expect to buy snacks anytime, 
anywhere*

Consumers are using increasingly a wide 
variety of non-traditional channels to buy 

snacks*

Delivered orders (including meal kits) 
are on the rise^

Consumers are using a wide variety of 
delivery vehicles to get food delivered 

“instantly”^^

80% of global 
consumers expect to 
buy snacks they want 
whenever they want

74% of global 
consumers expect to 
buy snacks using any 

channel they want

53% of 
have used 3 
or more of 

these 
channels 

more often in 
the last year

Ready made meals Groceries

Fast 
delivery 
services

On the go food and drink options

The app, 
simply called 
Starbucks, 
features a store 
locator, gift 
card 
information and 
a rewards 
program for its 
members as 
well as the 
ability to order 
and collect 
in-store

Omnipresent availability
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INSPERIENCES CONNECTIONS CONNOISSEURSHIP

1 2 3

Experience
As consumers increasingly favor experiences over material 
goods, brands need to provide sensorial excitement, expertise 
and opportunities for connection

Desire to seek inspirational, immersive 
sensorial and personalized experiences
with food beyond consumption

Food brings people together socially,
whether it’s in the shared preparation and 
cooking or in the eating of food placed in 
the centre of the table for all to share

Discerning consumers want to learn about 
production processes, product origins
and craft so that they can savor the twist 
on the everyday or quality indulgence
and demonstrate expertise to their peers
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Insperiences1
Experience

G # #

Desire to seek inspirational, immersive sensorial and personalized 
experiences with food beyond consumption

SOURCE: ^Global_Consumer_Trends_2022_Synergy_Europe; ^^ 2021_MDLZ_stateofsnacking_report_GLOBAL_EN; ^^^ https://www.bhg.com/recipes/trends/food-trends-2022/;
** https://www.bidfood.co.uk/food-and-drink-trends-2022/social-trends-2022/ (Research by ePOS Hybrid, Bdaily UK, July 2021); * FMCG Gurus - Top Trends for 2022

Consumers have an appetite for 
experimentation

Experimental consumers want new and 
unusual flavors that challenge their 

sensory perceptions. *

74%
84%

78%
67%

75%

80%

Global

Africa/M
E

Asia-
Pacific

Europe

North
America

South
America

Proportion of consumers who say that they like food and 
drink products with new and unusual/exotic flavors. 2020

With more time spent 
in the kitchen and 
unfulfilled desire of 

traveling, people are 
trying to replicate the 
traveling experience 

by eating specific 
cuisine that will remind 

them of places they 
are missing, and they 

wanted to go to. ^

45% of consumers 
are looking for 

inspiration to try more 
recipes and new 

foods.

75% of consumers 
get excited when they find a 

new snack to try.^^

Dining Out Will Be Even More of an Experience
Now that many restaurants have reopened their doors and are 

getting used to pandemic-related precautions, they're going all out 
to make up for lost time.

Sage Restaurant Concepts (SRC) oversees more than 50 
restaurant, bar, and coffee shop locations in 12 states. In the SRC's 
top 10 food trends of 2022, they report that dining out will be about 

so much more than what's on your plate.
"Dining experiences as a whole will become more 

transformational—think restaurants that transition guests to new 
spaces throughout each part of the meal, differing music tempos to 

accompany each course and more," says Derek Simcik, SRC 
director of culinary operations ̂ ^^

44% would be likely to 
spend more on a dining 

experience if it was unique**
Whether it’s an immersive experience 

with instagrammable décor, or some live 
entertainment thrown into the mix, 

consumers are looking for something 
different that’s worth parting with their 

cash for.

Fooling 
the 

eyes

Technology to enhance 
the senses

Cheeseburger Ice cream

Purple 
Yam Ice 
Cream

Bold, unusual 
Flavours

Living Wine Labels app: watch 
as your favourite wines come to life 

through Augmented Reality
Listen to history's most interesting 

Convicts and Rebels share their stories 
behind the 19 Crimes, interact with the 
Warden, and defend yourself in a trial 

with the Magistrate to prove your 
innocence. Learn how to be a 

Gentleman with tips from Dr.Henry 
Lindeman. Hear the stories from 

Embrazen women from the past about 
their trailblazing achievements 

Honey Butter 
Chips
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Food brings people together socially, whether it’s in the shared preparation 
and cooking or in the eating of food placed in the centre of the table for all to 
share

SOURCE: * https://www.ox.ac.uk/news/2017-03-16-social-eating-connects-communities; ** Global_Consumer_Trends_2022_Synergy_Europe;
^^https://www.upm.com/news-and-stories/articles/2020/03/the-power-of-one/; ***https://www.coca-colacompany.com/news/around-the-table-around-the-world-coca-cola-celebrates;
# https://blog.smile.io/8-best-brand-communities/

Research has revealed that the more often 
people eat with others, the more likely they are 

to feel happy and satisfied with their lives *

Consumers understanding of community has 
been strengthened by Covid-19. They’re 

craving human connection and interactions 
more than ever **

People enjoy looking at and sharing social 
media content about food^

Consumers are using a wide variety of delivery 
vehicles to get food delivered “instantly”^^

Estimates put the number of single person 
households at 330 million at the end of 

2016, and Euromonitor expects that number to 
rise by 120 million by 2030 globally

76% of those 
questioned say that 

they thought 
sharing a meal was 
a good way to bring 

people closer 
together

52% of consumers 
have talked about a food 
trend they have seen on 

social media at the dinner 
table over the last year

Brands or 
dishes that 
encourage 

sharing

Celebrating 
connections ***

New kinds of connection

Rana Instagram-able 
meal-kits

Starbucks has a 
number of social 
initiatives to boost 
member interaction and 
engagement. One is 
the volunteer matching 
service they created to 
help partners and 
community members 
engage with each other, 
and help those outside 
the community that 
need assistance #
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Discerning consumers want to learn about production processes, product 
origins and craft so that they can savor the twist on the everyday or quality 
indulgence and demonstrate expertise to their peers

SOURCE: * FMCG Gurus - Top Trends for 2022; ^ 2021_MDLZ_stateofsnacking_report_GLOBAL_EN; ** Global_Consumer_Trends_2022_Synergy_Europe;
^^ https://thefoodpeople.co.uk/infographics/top-10-new-and-rising-trends-22-23, https://thefoodietravelguide.com/tasting-experiences/, https://food-mag.co.uk/features/5-of-the-best/online-foodie-experiences/, 
https://www.virginexperiencedays.co.uk/food-and-drink; #http://thewhiskeybar.org/whisky-apps/iMalt Scotch Whisky Companion

The desire for moments of indulgence and 
escapism continue to drive some 

consumption choices *

Brands are innovating to meet consumer desire 
for better quality**

Indulgence regularly impacts snacking choices 
with the appetite for indulgence on the rise ^

Consumers are seeking physical and virtual 
expert food and drink “experiences” as well as 

fine dining^^

34% of 
25-34 year old 
coffee drinkers 
would be 
embarrassed to 
serve instant 
coffee to house 
guests

A pour-over set for 
‘barista quality at 
home’. Copper Cow 
Coffee Cream 
Vietnamese Coffee 
Pour Over Set can be 
made without any 
special equipment, just 
pour hot water. It 
comes with five 
servings of 12g coffee 
and 30g convenient 
single-serve sweetened 
condensed milk (US)

45% of consumers say that they like to 
enjoy the occasional moment of indulgence where 
they pay little-to-no attention to nutritional intake

88% say a balanced diet can include a 
little indulgence (up 7% from 2020

Offering 
Brand 

Experience

Encourage 
experimentation 

or 
connoisseurship

Empowering consumers to be experts

Learn the art of chocolate making Tour & Tasting 
experience

Coffee ground specifically for 
the moka. In October 2020, 
Bialetti launched Perfetto 
Moka beans toasted and 
ground specifically for the 
Moka pot: “The specific size 
of the coffee powder 
guarantees a full-bodied result 
in the cup, giving creaminess 
and aromatic intensity” (Italy)

This is a database app 
with information on 
Scottish malts and 
distilleries. The great thing 
about this is the inclusion 
of Cloud servers to store 
reviews and notes of 
people who use the app. 
Whisky reviews can then 
be shared with other 
people who use the app#

iMalt 
Scotch 
Whisky 
Companion
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ME OVER WE MADE FOR ME

1 2

Mass To Me
Consumers are increasingly expressing and doing what matters to 
them and allowing their personal data and preferences to be shared so 
that products, services and experiences can be customized for them

The pandemic has made people question who 
they are and what matters to them and, in many 
cases, they’re finding new confidence to show up 
as themselves and live their true lives. Food 
preferences and tastes are one of the most 
important ways through which to display how you 
choose to live, who you want to be and what is 
important to you

Consumers are more willing to share what makes 
them unique so enable companies to leverage data 
to customize products and experiences for them
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Me Over We1
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The pandemic has made people question who they are and what matters to them 
to show up as themselves and live their true lives. Food preferences and tastes 
are one of the most important ways through which to display how you choose to live, 
who you want to be and what is important to you

SOURCE: Accenture-Fjord-Trends-2022-Full-Report; ** Euromonitor Top 10 trends 2022 wpGCT22EN-v1.1

The pandemic prompts consumers to show 
their true individuality *

Consumers are prioritising more time for 
themselves and investing in taking care of their 

bodies and minds**
At the Tokyo Olympic 
Games, champion British 
diver Tom Daley was seen 
contentedly knitting in the 
stands, tacitly rejecting any 
suggestion that his choice 
of hobby might be unusual 
or uncool 

41% 
of the global workforce 

was considering 
leaving their employer 

in 2021

Growing humanization of the workforce, with employees’ 
professional and private lives blending more, and an 

acknowledgement that admitting to not being okay is no 
longer a sign of weakness at work

76% 
of employees believe their 

employers should take more 
responsibility for their mental 

wellbeing

In 2015, only 12% of consumers prioritised time for 

themselves, which doubled to 24% in 2021

Individuality and authenticity drive happiness. Acceptance, 
self-care and inclusion are at the forefront of consumer 
lifestyles. Self-Love Seekers prioritise their happiness, 
feeling comfortable in their own skin and indulging in 
goods and services that elevate their sense of self

Recognizing 
consumers 

different 
needs 

beyond 
diversity

Designed for personal tastes

Diesel is a brand for 
rebels: Diesel use 
tongue-in-cheek 
humour, irony and 
black comedy in 
often explosive 
campaigns that are 
polarising, attracting 
both plaudits and 
critics.

Companies 
that 

encourage 
employing 
people who 
are outside 
the ‘norm’

Mailchimp wants to 
support and nurture 
this creative culture 
and actively works 
to make sure they 
stay “weird”

As the brainchild of a social worker, 
people have always been at the 
heart of New Belgium. We embrace 
our co-workers for who they are 
and value the different experiences 
and backgrounds each person 
brings to the company
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SOURCE: * FMCG Gurus - Top Trends for 2022 ; ** Mintel_2030_Global_Food_and_Drink_Trends_final;

Consumers are more willing to share what makes them unique so enable 
companies to leverage data to customise products and experiences for 
them

Consumers believe that technological 
innovations will offer new opportunities within the 

health and wellness market, especially from a 
customization and personalization perspective *

Proportion of consumers who say that they are interested in food and drink 
products that are customized to meet individual nutritional needs. 2020

G

63% 76% 72%
54% 59% 72%

Consumers will share their personal data with 
a multitude of platforms**

Consumers want the 
convenience of 
recommended 
shopping lists, 
recipes, and meals 
that are customised 
to their flavor, taste, 
and texture 
preferences

Consumers see the benefit of personal data 
collection

44% of global 
consumers say that they 

are trusting of online 
information being stored 
by companies (2020)*

49% of UK consumers 
agree that tracking elements of 
heath such as diet or exercise 

is important to keep 
motivated** 

88% of Chinese 
consumers have not measured 
their calorie intake but would 
be interested in keeping track 

of calories**

22% of Canadians are 
using technology such as apps 
or wearable fitness devices to 

monitor their health**

Collection of 
personal 
statistics via 
smart devices 
or apps has 
allowed 
consumers to 
learn what sets 
them apart and 
identify the 
health 
consequences 
of their habits

Guides based on your personal preferences

Products that can 
be personalized to 
meet your needs

Tailored requirements

sports nutrition 
products based on 
specific goals and 
workout schedules

Food 
Discovery 
Apps – picks 
out 
restaurants 
local to you 
based on 
your likes 
and dislikes

Suggestions to 
add to order or 
look at based 
on what has 
been selected 
or looked at in 
online shopping

Nestlé China’s XiaoAI smart 
speaker that serves as a 
family nutrition assistant. In 
addition, busy consumers 
will opt to share their data 
as they seek personalized 
meal kits, nutrition drinks, 
supplements, and other 
efficient products to help 
them effortlessly achieve 
their optimal nutrition
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Smart Shopping 
Whether through immediate necessity, feelings of financial 
insecurity or just for the challenge, people want to feel they are 
using their money well 
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SAVVY NUTRITION SAME FOR LESS

1 2

Shoppers will continue to pay for health benefits. 
For more budget restricted shoppers, “belly fill” will 
also be a key consideration

More people will look to off-set household expenses 
by trading off retailer and/or brand to keep buying the 
same food and drink whilst staying within a 
reduced budget



Savvy Nutrition1

Smart 
Shopping 

G

#

G

SOURCE: Kantar profiles / Mintel Aug 2022  

Ensure clarity in 
communication 
of health benefits

Affordable 
basic 
nutrition

Leverage
naturally satiating 
ingredients

'Slow carbs keep 
you fulfilled and full 
of energy'

Value is more 
than just price. 
Health benefits 
are still 
important  

#

Shoppers will continue to pay for health benefits but “belly fill” will be a 
key consideration for more people
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G

Same For Less2

G

#

SOURCE: ^ FMCG GURUS 2023 ^^ IGD Kantar profiles / Mintel Aug 2022. ^^^ Cutting Back In The UK by Mustard Jan 2023  

#

More people will look to off-set increase household expenses by trading off 
retailer and/or brand to keep buying the same food and drink whilst staying 
within budget 

63%^

Global consumers are looking 
to reduce their spend on food 

and drink ^^

G

Discount Channel forecast to be 2nd fastest 
growing channel (after online) with +5% CAGR

^^

Europe will continue to be key 
region for discounters

^^

Buy more PL Is #1 response of UK shoppers 

Price Rewards for 
loyalists

Discounters 
offering 
quality at 
lower price

Opportunities for 
cheaper brands

Private label 
offering 
affordable 
basics and 
more 
affordable 
treats^^^
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Smart 
Shopping 
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