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INTRODUCTION

Scope
Key findings
What will constitute the new “core” in innovation?

NEW CONSUMER NEEDS

Pre-pandemic themes evolve, and so will innovation strategies
The path to successful innovation is enabled by several drivers
Digital acceleration: stickiness differs greatly between age groups
Changes in mobility: regulations still strict a year into COVID-19
New value equation: rises in prices still occurring

Categories where innovation is likely to fulfil pent-up demand

HOME AS THE FOCAL POINT

Continued remote working will retain some at-home consumption
UCook focuses on working women to secure growth

Value: engagement is evolving to remain relevant

Values: opportunities to appeal to various household members
Reinvention: global cuisine a window to alleviate a hunger to travel
Reinvention: retailers highlight international products

Resurrection: stagnant categories grow via at-home consumption

REBUILDING AWAY FROM HOME

Foodservice freefall has forced innovation for businesses to survive
The blurring between retail and foodservice is set to accelerate

Hot fresh bread at home is possible with a new business model
Loss in foodservice inspires portfolio growth in retail

Resurgence in meal kits is an opportunity for foodservice

Boba: from specialist store drinks to popsicles at home

CHANNEL INNOVATION

Manufacturers must prepare for continued take-home consumption
Food products fit for grocery and e-commerce channels

A convenience store’s immediate response to new challenges
Remote sales of premium options to be expected

In emerging markets, affordability and localisation remain imperative
The rise of contactless experiences

LONG-TERM GROWTH

What will be the new “core” in innovation?

Greater focus on self-care increases demand for healthy products
Value-led choices will also be applicable to the entire household
Positioning as a brand for the home and community

The on-demand delivery market will affect food more intensely
Pre-pandemic themes evolve, and so will innovation strategies

APPENDIX

About Via Online Tracking from Euromonitor International

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
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spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/innovation-and-the-new-core-recreating-eating-
occasions/report.
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