
Top Food Trends 
2018 and beyond 



Slowing Trends? Not so fast…  



Where is the category growth? 

Global Packaged Foods  
2016-17 

SOURCE: Euromonitor International 

Eastern Europe 
2016-17 

Western Europe 
2016-17 
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Supply chains under 
scrutiny 

An opportunity to build 

authenticity and trust 
through transparency  



Title of slide here 
Clean Labels 

- Consumer driven by mistrust of ‘big food’  
- No working definition: associated with ‘naturalness’ and familiarity  

- Represents a challenge in terms of reformulation, food safety, quality and waste 
- Benefits from a ‘health halo’ that is not necessarily fact-based 

- Can food makers do more to steer the conversation and develop a definition?  



Diet & Health 

Reformulation agenda 

Life-stage optimisation  

- Reaction to obesity and NCDs 
- Supported / accelerated by public health policy 
- Focus shifting from salt, sugar and fats to overall calorie 

profile  
- Mixed consumer attitudes: is it a selling point? 

- Some consumers making link between diet and 
optimal life-stage performance 

- These are high-value consumer segments e.g. 
baby boomers and healthy ageing 

- Food with functional benefits  
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Alternative Proteins  

Growing uptake of flexitarian diets 
Sustainability, animal welfare, health 
Strong innovation supporting uptake 
Diversification of protein sources: 

plant, insect, blends, in-vitro 
McMainstreaming  
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Organic & Free-From 

2016 global organic sales increased 7% 
to €33.8bn 

2016 free-from sales grew 6.8% to 
€30bn  

Fastest growing categories: gluten-free 
(+12.9%); organic savoury snacks 
(+12.7%); organic soup (11.7%); meat-
free (+11.4%) 

Driving excitement through innovation 
and delivering value through values 



Plastics 

& 

Packaging 

Consumer attitudes to plastics have reached 
tipping-point 

 Legislative action at a European and national 
level is on the horizon 

Plastic policy within circular economy models 
but pressure mounting for reduced production 

Plastic plays an important role in combatting 
food waste 

CPGs are acting: So should you 
Collaborative approach likely to be most 

effective 



Disruptive Digital  

From e-commerce and omnichannel, to price comparisons, recipe box delivery services 
and dietary apps, digital is disrupting the relationship between consumers and brands. 

This is both a threat and an opportunity.  



Outsourcing Innovation? 
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Transformative Tech 

3D printing and personalisation  
Sustainable production and agriculture  
Shortening supply chains  
AI  
Taste bio-sensors  
Big data  
Smart shopping 
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Thank You! 


