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Matthew Barry is a Global Insight Manager at Euromonitor
International, specializing in food and beverages products. He
has over a decade of experience in the industry and his
analysis of the industry is often shared in business and trade
press, including The Wall Street Journal, The Economist, and
The New York Times. He presents regularly to industry groups
like the International Coffee Organization, the International
Fresh Produce Association, and the International Dairy, Deli,
and Bakery Association. He holds a bachelor’s degree from
Knox College and a master’s degree from Harvard University’s
Extension School.
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The outlook for demand:
2025-2030




THE OUTLOOK FOR DEMAND

Industry growth has slowed down significantly

Retail value growth of packaged foods globally 2012-2030
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THE OUTLOOK FOR DEMAND

Food spending is on the rise in nearly all the world

Projected annual
mcrea.se in real food - "
spending 2025-2030
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THE OUTLOOK FOR DEMAND

Developing countries are pulling ahead in importance

Retail value growth of packaged foods by sub-category and
region 2025-2030

Retail value RSP
(USD bn)

B

Asia Pacific  Middle East Latin America North America Western Eastern Australasia
and Africa Europe Europe

BStaple Foods MSnacks EDairy Products and Alternatives M Cooking Ingredients and Meals

Source: EMI Packaged Foods research

F Euromonitor
© Euromonitor International < International



THE OUTLOOK FOR DEMAND

In volumes it is much sharper

Retail volume growth of Retail volume growth of Retail volume growth of
dairy foods 2025-2030 snack foods 2025-2030 staple foods 2025-2030
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THE OUTLOOK FOR DEMAND

Market
maturity

Migratio
n shifts

Fertility
decline




Top growth markets in
packaged food 2025-2030
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Top growth markets in
packaged food 2025-2030
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THE OUTLOOK FOR DEMAND

Though this varies by category of course

Retail sales growth of shelf-stable tomatoes 2025-
2030
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THE OUTLOOK FOR DEMAND

The long-term shift is clear

Retail volume sales of pasta sauces globally 2015-
2030
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Volume growth is nearly
entirely coming from
developing regions-spending
growth is more split
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CONSUMER TRENDS

Affordability Wellness Convenience

/




Every consumer trend
comes in the context of
affordability




CONSUMER TRENDS

The cost of essentials is the number one consumer concern

Agreement with the statement “| am concerned that the cost of
everyday items | buy is going up” (2026)

% of respondents
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CONSUMER TRENDS

Price levels have risen and not gone down

Change in consumer expenditure of the average
household by region 2019-2025
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CONSUMER TRENDS

This is counter to the historical trend
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CONSUMER TRENDS

Pricing-led
De-globalization Climate change strategies
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Change in number of global
adults by income level (real
USD terms) 2025-2030
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CONSUMER TRENDS

Many categories show these K-shaped patterns

Retail value sales of wine globally 2025-2030
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Consumers around the
world will look for
affordability but it will look
different based on local
conditions



CONSUMER TRENDS

It has provided a huge push to private label

Private label share growth globally by segment 2020- Th
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CONSUMER TRENDS

It is accelerating a shift in where food in purchased

Retail value sales growth of grocery retailers globally
2025-2030
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Influential product features in
food and beverage products
(Global results)

Low price
Health benefits
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All natural
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CONSUMER TRENDS

Wellness still stands out as a financial priority

“In the next 12 months, which do you plan to put more money towards?”
(Global adults, 2026)
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Source: EMI Voice of the Consumer Lifestyles. n=39,949
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CONSUMER TRENDS

Protein

GLP-1 impact
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The UPF
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Selected reasons given for
seeking protein (2026)

Muscle health
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CONSUMER TRENDS

And a reliable upsell for the industry

Retail price differential between high-protein and standard variants of select
packaged foods categories (2024)
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Protein demand will continue
to grow, but watch for the
bubble-like nature of some

of demand




Share of adults trying to lose
weight using a GLP-1 drug to
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CONSUMER TRENDS

Long-term,
There is no multi-agonists

single GLP-1 Long-term, current
generation
user and the injectables
picture is only Long-term, pill-form

growmg more Short term
com pllcated (seasonal, special
with time event, etc.) The long-term future of
Micro-dosing these drugs is a range of
potencies for different
Supplements, uses and cost structures!
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CONSUMER TRENDS

So what does that mean?

: Rising protein Interest in gut :
Volume declines health Hydration concerns

il alcghol Preference er Portion control Skin health
consumption nutrient density
—
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CONSUMER TRENDS

Pressure is growing on processed foods

Share of adults reporting trying to avoid ultra-processed foods (2026)
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Though regulators are the more immediate issue

California enacts nation’s first law to define
and ban ultraprocessed foods

The most ambitious ‘health tax’ in Latin America
debuts in Colombia

EU’s ‘sin industries’ brace for tax hattle as
Brussels weighs new health-hased levies

Source: CNN, El Pais English, and EU Reporter




Processing exists for many
reasons though-and one is
that it makes food much
more convenient




Agreement with the statement ‘| feel
under constant pressure to get things
done” (Global, 2026)

4]
c
Q
©
c
(e}
o
»
L
ks
X

wStrongly agree mAgree

Source: EMI Voice of the Consumer Lifestyles. n=40,225

© Euromonitor
International

m Euromonitor
International



CONSUMER TRENDS

Top reasons given for not being
able to follow a healthier diet
(Global, 2026)

% of respondents

Too Not enough  Unhealthy Cannot cook
expensive time to cook food is more well
convenient

Source: EMI Voice of the Consumer Health and Nutrition. n=12,204
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CONSUMER TRENDS

Affordability concerns are not slowing delivery

Foodservice value sales growth globally by fulfilment

2025-2030
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CONSUMER TRENDS

Nor online grocery delivery and pick-up

Retail value sales of foods in retail e-commerce by region
2011-2030
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The consumer prioritizes
value, health, and
convenience-but cannot
have them all at once
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CONCLUSIONS

The global food industry looks to grow
across all major geographies and
segments in the coming years, though
numerous challenges lay ahead

Affordability is the dominant consumer
concern right now. That means they
are prioritizing value in their shopping,
which is not the same thing as them
reaching for the least expensive option

Volume growth is becoming a greater
challenge, particularly in developed
markets, where value growth is
responsible now for most of industry
growth

The two areas where consumers are
most likely to spend a little more are
wellness and convenience, though the
affordability question weighs on both
of these
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