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EBIT for 2018/19 26.3 per cent Up 0.9 per cent from Previous Year. 
“Big Food” typically Earn EBITs in the Mid- to High-Teens

Chr. Hansen Invests Approx. 8% of Revenues on R&D



EBITDA Regularly 20+%
One of the Food Industry’s
High Performers



We’re At 7.8 bn. NOW and Adding 2 bn. by 2050

Will the Extra 2 bn. Be Spread Evenly?





Urban Consumers Increasing from 4 to 6 Billion Over the Next 30 Years:
With Smaller Households, Higher Incomes, Changing Diets 

Focus Shifts from Countries (195) to Mega-Cities (say, 600)

And the Higher Income Mega-Cities Attract Global Communities





Look Out for Substantial
Growth in Urban Farming.
Cities Seeking Greater
Reliance on Very Local
Supplies of Food, Water,
Energy: Self-Sufficiency
Becoming “En Vogue”!



Chinese Cities with the Purchasing Powers of Countries!





Mars Works with Alibaba Shopper Data Specialists
To Launch Quickly & Successfully Spicy Snickers

October, 2018



That’s £24/kg. RSP

Beijing Very Ordinary Supermarket

That’s £1.80 per
125 grm.  RSP

In Asia, In General, and China in Particular, Health Attributes of  Food 
Products have Substantial Resonance with Consumers of All Ages



Food Gifting in China & Across Asia

Source: Plant & Food Research NZ

The Super Premium Gift Market for Food
In Asia Sometimes Defies Understanding!

In High End Bangkok Supermarket
These Grapes were £110/kg.!



The Lesser Known
“Great Cabbage Wall of China”

(Wholesale Market, Changsha
Hunan Province, China)



Today’s International Menu Includes ……..

Underlining the Interest in International Cuisines

Global Food Becoming Westernised or Asianised?!



We Don’t Have the Special Food Aura of Italy or France.
Outside the UK, “Let’s Go Out for a British” is Rarely Heard!

Italian/Indian/Chinese/Thai/Mexican Popular Across  the UK





UK Self-Sufficiency in Fruit UK Self-Sufficiency in Vegetables

Source: DEFRA













Other Stuff is:

Rise of The Flexitarian in High Income Countries

BUT, When Eating Less Want to Eat Better!



It’s Cool NOT Wussy
For Men to be Concerned
About Their Health and
About Their Looks!





Flexitarian French!



Veggieburgers Adorn Italian Supermarket Shelves



November 12th, 2018



January 3rd, 2019





Jack Fruit Burger: It’s About Taste, Appearance and Story NOT About Being Meat-Free!





It’s Much Easier and More Exciting to be a Vegetarian
In the UK NOW than in the 1970s!

October, 2018



December 19th, 2018





Prairie Provinces Gear Up for Surging Demand for Plant-Based Proteins









And, Then There’s The Business of Cannabis*!

Hemp Emerges as the Quintessential 21st Century Sustainable Crop?



Uruguay, Canada, Then, USA, The Netherlands and Another
18 Countries En Route to Legalisation of Cannabis. It’ll be
Bigger Than Ben-Hur!



March 1st, 2019





Source: IGD UK, “Shoppers of the Future”, June 27th, 2018



Social Media  Accelerates the Exchange of Information Around the World
Not Least on Food Trends and Between Gen. Z and Millennial Consumers







Food-to-Go is the Fastest Growth Area in the UK Food & Beverage Market





Unilever Launch Nice By Nature Fruit Ice Lollies
(exclusive to Tesco) March 11th, 2019

100% fruit ice lollies, no added sugar, one of your 5-a-Day
Only 4 “pronounceable” ingredients, “Better-for-You” range



May 25th, 2018

Uhhh, it looks a lot like
real fruit but it’s just umm
a lot more convenient!





Product Benefit Made
Explicitly Clear!



Purchased November 2018







“Eating Out In”: Ready to Cook and Consume Meal Kit UK Style

“Eating Out In” with
The £10 Meal Deal
Dinner for Two.
Food Retail Converges
With Food Service



Astonishing Value and Ticking the Trend Boxes



Which Dishes are Going Up and Which are Going Down?



Powerful Global Consumer Trends



The Livestock & Meat Guys
NOT Well-Pleased with
Canada’s New Food Guide!

Fruit & Vegetables to The Fore. If Only
Consumers Took Any NOTICE of
Government Exhortations on Diet!



Watch Out for Increasing Government
Regulation/Legislation to address the
Global Obesity Crisis.

The Major Areas Under Threat:
• Fat
• Salt
• Sugar
• Alcohol
• Processed Meat (?)

November 5th, 2018

April 6th, 2018

Nov. 26th

December 3rd, 2018





Professor Chris Tomazou’s
DNA Nudge device uses
Smartphone technology to
advise consumers whether
particular food products are
healthy for them or not. 



September 2018



The Number 1 Global Mega Consumer Trend is the
Increasing Concern About The Health of the Family
and The Health of the Planet. When Food Shopping, 
Drives Shoppers Towards “Mindful Choices”* 

And a Widespread View that Big Food, Big Business, Big Government
are Part of the Problem NOT Part of the Solution

“Mindful Choices” top food trend for 2018, Innova Market Insights, Nov. 2017

“What I Eat is Good for Me and My Family.”
“I Feel Good About What I Eat.”



The “Blue Planet II Factor”

Suppliers, Retailers & Consumers
Will Change Radically & Quickly
Their Use of Plastic Packaging

May 28th, 2018



PepsiCo UK Will be FORCED
To Change Crisp/Chip Packaging

In fact, it took 12 weeks before
PepsiCo responded  with a
Recycling scheme!

December 10th, 2018





January 12th, 2019



Transparency and Traceability
Through the Supply Chain Key
Reflecting Consumer Concerns
About Food Integrity in Countries
Right Across the World.

This is Great News for Raw Material
Suppliers Around the World who have
Production Bases and Supply Chains
Of Impeccable Integrity.

Transparency & Traceability Should
Be UK Farming’s Sweet Spot!



Global Brands Pushed to Implement “One Size Fits All”
Food Industry Social Policies



Social Pressures Dictating Choice
Remind Me Again What We Can’t Eat?:

• Anything with palm oil as an ingredient
• Chicken that’s been fed soy from Brazil
• Shrimps caught by slave labour in Asia
• Beef that has destroyed the Amazon
• Anything with GMOs
• Anything in a non-recyclable pack
• ………….. etc.

Any Issues for Horticultural Produce:
• Child labour
• Environment (e.g. tunnels, water usage, air freight
• and more! 





Food-to-Go is a Huge Market in the UK (£25+ Bn.)
Supermarkets are Important but Tertiary Players

A Brief Look at Fastest Growing Routes to the Consumer



“I’ll See You at Starbucks
for Breakfast/Lunch/Snack”

Starbucks to Double Food Sales Globally by 2020



Danone VC Arm Buys into Farmer’s Fridge
Franchise Vending Business in USA



December 13th, 2018



How Do You Communicate Value for Money?

Two Coffees £5: Routine Daily Purchase.
“I’d Buy More Fruit & Veg. but it’s a Little Bit Expensive”!

Av. Weekly Household Spend
on Fruit & Vegetables £8.00*

* Purchases via supermarkets/grocery outlets 

Many City Workers Spend 3 Times More on
Coffee Purchases than on Fruit & Vegetables



Some Concluding Comments
• It’s tough in the food business and not just for growers! Do you have a 

defensible point of difference (e.g. IP/patent, brand, technical expertise)
• Global food market growing and, importantly, so is our domestic market. 

Best opportunities are closest to home and with our neighbours
• In export markets, think mega-cities not so much countries!
• Towns/cities will seek greater self-sufficiency in energy, water, food, etc. 

Look for more urban and peri-urban agriculture opportunities
• Protein canopy is extending bringing huge opportunities for plants (e.g. 

pulses). Then, there’s cannabis, hemp and more
• Global consumer trends accelerating and converging driven by younger 

consumers via social media
• Is my product convenient to buy, prepare, consume and dispose? 



Some Concluding Comments
• Health hugely important to consumers but more than family health – the 

environment, the farmers, animals, local economy and community, …..
• “Green Bar” rising inexorably – not so much a premium for getting over the 

bar, more a discount for being under the bar
• Don’t assume “We’re Better than Them” (cleaner, greener). We’re NOT!
• Traditional supermarket margins will continue to be under extreme 

pressure with consequential implications for suppliers!
• Are you exploiting new, emerging routes to the consumer and the fastest 

growing channels (e.g. food-to-go, direct-to-consumer)
• Are you willing, do you have the skills/access to capital/intestinal fortitude 

to be in the fresh, lightly processed food & drink business?



CONTACT POINTS:
e-mail:
profdavidhughes@aol.com

Telephone contact:
mobile +44(0)7798 558276

@ProfDavidHughes
Retail Blog: www.supermarketsinyourpocket.com

http://www.supermarketsinyourpocket.com/
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