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The industry is growing, though 
increasingly from prices

0

12

10

8

6

4

2

%
gr

ow
th

Retail growth of staple food products globally 2014-2029

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029
Volume Value

Source: EMI Staple Foods research. Value is in US dollar, fixed 2024 exchange rate terms



Spending is on the rise in every tracked
country

Projected annual real 
increase in food 
spending 2024-2029
Over 6%
4-6%
2-4%
0-2%
No Data

Source: EMI Economies and Consumers



This extends to all core IDDBA categories
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The US remains the world’s leading value
growth market
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The key volume growth markets are very 
different
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Nearly all volume growth is now in 
developing markets
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Developed markets face a “calorie cliff”
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Prices are not budging as the dominant 
consumer concern

Source: EMI Voice of the Consumer Lifestyles
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“I am concerned that the cost of every day items I buy is going up” (2025)
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This is largely independent of the inflation
rate

Source: EMI Economies and Consumers
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And grocery price levels specifically
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They are not going to like where things 
are going
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This is not a problem that will go away
% of consumer expenditure globally going towards food and non-alcoholic
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Consumers have lost interest in things 
that are not price
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This has had a chilling effect on innovation
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Where innovation succeeds, it tends to be
wellness-focused
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“Which of the following are spending priorities for you in the next 12 months?”
(Global, 2025)

60

50

40

30

20

10

0
Savings

Source: EMI Voice of the Consumer Lifestyles

%
of

re
sp

on
de

nt
s



Wellness growth spreads across lots of 
spaces

• Annual retail value growth globally 2023-2028
• Brain Health and Memory Dairy

• Energy Boosting Dairy Bone and Joint Health Dairy Immune

Support Dairy Digestive Health Dairy Cardiovascular Health Dairy

• Dairy overall Skin Health Dairy
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Everyone is going to feel the impact of 
GLP-1s
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Protein is riding a wave as the virtuous 
macro
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Gut health is broadening beyond digestion
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Stress is a top concern-but how to 
address it?
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Convenience is also a core spending 
priority
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Traditional grocery is losing to these 
channels
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Snacks have outpaced since the 
pandemic
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Cooking is not a major priority for younger 
generations
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Black swans remain on the horizon for the
food sector
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