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World Population: Who's Going Up and Who’s 
Going Down?

2010 2030 2050
- billion-

World 6.9 8.2 9.0
Africa 1.0 1.5 2.0
Asia 4.1 4.8 5.1
Europe 0.7 0.7 0.7
LAC* 0.6 0.7 0.8
North America 0.3 0.4 0.5
Oceania 0.04 0.04 0.05

*Latin America & Caribbean. Source: UN (population scenario planning)



Source: The Economist 2016



Asian Mega-Cities Dominate Globally by 2030



Chinese Cities and Population with Incomes $30,000+ in 2015 & 2030



January 4th and again January 7th, 2016

Reflective Tweet
mid-2014

January 11th, 2016



Roller Coaster Global Dairy Prices
Buckle Up Seat Belts
Crash Helmets On!

* Price data is in US$ per metric tonne



China: Huge Purchasing
Power can Make and
Break Markets!



Source: The Economist, December, 2016

Two-Thirds of Global GDP Growth Generated by China and India*
What If They Have Hiccups in Their Growth Path?



Population Profiles & Fertility Rates for India and China

Population 2016: India 1.3 bn.                         China 1.4 bn.
Population Growth Rate: 1.26%                                  0.46%
Total Fertility Rate:  2.3                                                1.6



China 2030 Demographic Profile Strikingly Similar to Japan Profile Now!

China Gets Old Before It Gets Rich (with all the associated social and health problems)





• key signal of value of relationships
• gifting helps to secure future needs (reciprocity)
• gift-giving frequency & value increasing each year
• price and perceived quality hugely important
• super foods are seen as an ideal gift  - great 

practicality and can indicate giving “health” to recipient
• over 50% of gifts given in China are food
• imported foods have built-in gift appeal (may indicate 

greater respect and sincerity
• but food safety and supply chain integrity vital

Source: adapted from Mintel, 2016 (for Plant & Food Research NZ)



Market Capitalization of Some Major Food & Grocery Players 

$395 bn.

$236 bn.

$205 bn.

$17 bn.

$17 bn.

$71 bn





18% Uplift in February



General Mills 3rd Quarter 2016 Results:
Sales Down 7% Income Down 9%

“Big Food” Still Struggling for Sales and Profit with “YesterYear” Product Portfolio







Sneakz in USA:

* Stealth Vegetables in Milkshakes







Dilemma for “Big Food” Kellogg’s: Boxed Sugar $Billion Brands & New Age Niche Brands



(June 2016)





Huge Trend to Few, Simple, Natural Ingredients
Positive for Farmers Worldwide





• recognise all ingredients on the label/list
• short and simple list
• natural/all natural*
• no artificial ingredients
• low or reduced fat/sugar/salt
• Asians much more aware of health attributes of food
• including “beauty” ingredients (e.g. Japan – collagen)
• but, simmering concerns about food safety aspects
• “Free From” trend not widespread 

Source: Ingredion, 2015 and Hughes

* natural starch more acceptable than modified starch



Source: Nan-Dirk Mulder, Rabobank, 2016



Source:







But Aren’t All Indians 
Vegetarian? Not So!



For the Global Meat Industry, There May Be Storm Clouds Ahead!

Markets for Protein are MUCH MORE than Meat and
Red Meat is in the Firing Line from Messaniac Zealots



(October, 2015)

Backed by Well-Heeled
Investors

Bill & Melinda

$60 million additional
funding in mid-2016

Li Ka-shing



(October 10th, 2016)







Flexitarian Trend:
• part-time vegetarian
• meat-reducer
• driven by health and/or 

social concerns
• and, economy, too?



Plant-Based Egg and Meat
Analogues Have Market Traction



$10.5 Billion Investment for Danone
in Plant-Based “Dairy-Free” Products







And Don’t Forget Insect Protein!



Recommends 460 Grms. per Week NOT 460 Grms. for Dinner

Source: Dietary Guidelines, Netherlands Nutrition Centre, March 2016



Barking Mad: A Case Study
(February 21st, 2017)





What’s the Demographic Scene Like in Some Higher Income “Western” Countries?
And What are the Implications for the Beef Industry?



Single diners 42
2 diners 36
3 diners 11
4 or more 
diners

11

2015 30 mins
1990 45 mins
1980 60 mins
1950 90 mins

5% more For healthy
22% more For better taste
Considerably more For ready made meal 

solution!

Source: Kantar Worldpanel UK



Eating Out of Bowls Now On-Trend.
It’s Never Been Off-Trend in Asia!



Albert Heijn’s “One-a-Day”
Egg Pack. Remember, 30+%
of Northern European urban 
households are 1 person!



A$5-6 Per Person for Dinner/Supper



What Do You Fancy?:

•Chinese
•Indian
•Mexican
•Italian

Meat Type (species)
NOT Primary Decision
Driver



The £10 (A$16)
M&S Meal Deal

Food Retail and Food Service Converge



Indian Meal for Two: £7 (A$6 per person)



Spiralizing: The Transformation of Traditional Vegetables









“How’d You Like Your Meat?”

“With Adjectives, Please”:
•free-range ….;
•grass-fed …
•Mt. Barker …
•Cape Grim ….
•Wagyu  ….
•rare breed ….
•slow-grown …
•Omega-3 rich …
•organic …..
•new season …
•happy …
•dry-aged
•environmental friendly …



Using Adjectives to
Make £17.50 (A$28)/kg
Chicken

Which Adjectives Do
My Customers Value
& Will Pay More For?



Explosion of Premium Beef Brands for Export from Australia



“How’d You Like Your 
Grains/Oilseeds/Pulses?”

“With Adjectives, Please”:

• with high fibre ...
• .. Omega-3 …
• .. low/no gluten ..
• .. high protein “Tungsten” ..
• .. known provenance ..
• .. farmer-owned ..
• .. single estate …
• .. Maris Otter (craft beer) …
• .. Ancient grains ..
• .. non-GMO ..
• .. organic ..
• .. Puy lentils



Proprietary Grains and Oilseeds with Unique Agronomic and Consumer Benefits





Huge Potential in Human and Animal/Seafood Food Markets 



But Omega-3 Canola is Not Only “Made in Australia”!



Shorter, Transparent Supply Chains with Provenance and
Interesting Stories “On-Trend” for “Big Food” as well as for
Artisan Niche Brands

(and 400 Canadian farmers)Grown within 50 mile radius of factory.



Consumers Want
Adjectives in Their
Meat in Thailand, 
too!





• Antibiotic-free
• Hormone-free
• Additive-free
• Campylobacter-free
• Salmonella-free
• E.coli-free
• GMO-free
• Woody-breast-free
• Free-range
• Gluten-free
• Deforestation-free

(and face a bewildering barrage of logos & claims)  



It’s an Aisle
Not a Shelf!

•Gluten-free
•Lactose-free

A Tsunami of Consumer Perceived Intolerances
to Food Present Challenges for Grains & Dairy 





CONTACT POINTS:
e-mail:

profdavidhughes@aol.com

Telephone contact:
mobile +44(0)7798 558276

@ProfDavidHughes
Consumer Blog: www.drfood.ca
Retail Blog: www.supermarketsinyourpocket.com

http://www.drfood.ca
http://www.supermarketsinyourpocket.com
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