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let’s start

The CPG industry has been traditionally resilient to both 

microeconomic consumer behaviour and macroeconomic 

changes. 



Since the industry is so dynamic and fast-moving, it’s 

usually been straightforward for brands and businesses to 

juggle major competition via acquisitions and mergers whilst 

diversifying their product selections to keep buyers 

interested. 



Today, consumer behaviours are changing rapidly, steering 

the CPG industry towards unchartered waters. There is 

somewhat of a tussle going on; a tussle between large 

transnational brands that have been at the helm for many 

decades and a new wave of smaller brands that are seizing 

market share in so-called hotspots of innovation. 



Here is an analysis of the future trends that face the 

consumer goods industry. 


The consumer packaged 
goods (CPG) industry - 
characterised by 
fast-moving consumer 
products like clothes, 
food and beverages, OTC 
drugs, cosmetics and 
some disposable 
low-cost technology 
gadgets - has been a 
mainstay of the world 
economy for some 50 to 
60 years. 
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The consumer goods industry has endured greater shifts in 

the last decade or so than it has in some 30 to 40 years, but 

the last two years have turned things on their head, 

prompting retailers of every ilk to ponder; “what does the 

future hold?”



The concept of “the future” has become somewhat twisted 

by the arrival and progression of the COVID19 pandemic. The 

fact of the matter is, any article documenting the trends of 

the present and future must pay its dues to the impacts of 

COVID19.



But before we move on to question the impact of COVID19 

on the consumer goods industry and the various retailers 

that comprise it, big and small, let’s first consider the trends 

that were emerging before the pandemic. 


The chronology of the 
consumer goods 
industry


The consumer goods industry, also known as the 

fast-moving consumer goods industry, has changed little in 

terms of its primary economic models since WW2 at least. 



According to McKinsey, the CPG industry had the highest 

total return to shareholders (TRS) of any industry pre-global 

financial crisis (2008/2009), topped only by the material 

industry. 



This growth is well-documented by the number of brands 

we’re familiar with today - there are thousands of 

well-known brands that many people are very familiar with - 

many of these didn’t exist until the 50s or 60s. 



Increasing wages meant increasing demand, which in turn 

led to a vast constellation of new brands and retailers 

setting up shop not just in the Western world, but across the 

globe. 


The 5 components of the post-ww2 CPG 

model

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/what-got-us-here-wont-get-us-there-a-new-model-for-the-consumer-goods-industry
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Throughout these 40 years, the CPG industry deviated little 

from the following 5 key tenets:

These 5 key principles have held strong until the last decade 

or so, but growth had already been slowing before the 

coronavirus pandemic. 



Here is an excellent statistic to demonstrate the decline in 

CPG growth amongst its primary traditional players. 

Between 2011 to 2015, the top 25 biggest food and beverage 

companies generated some 45% of US sales but drove a 

mere 3% of the industry’s total growth across the same 

period. The 20,000 companies below the top 100 took up the 

slack, driving half of all growth. 



McKinsey highlights near-identical data; between 2000 to 

2009, CPG profit grew 10.4% per year but from 2010 to 2019, 

it had dropped to 3.2% growth percent per year. This is 

mirrored by the stock market performance that shows CPG 

Building recognisable mass-market brands; brands that 

deviated from the white-label ‘general store’ goods that 

were marketed below the brand price. 

Tightening relationships with producers and 

distributors; to enable rapid mass-market scaling 

through pre-existing and emerging networks. 

Marketing globally; to increase global presence and 

sales. 

Reducing costs through centralisation; centralising 

management whilst outsourcing production and 

logistics across the globe. 

Using mergers and acquisitions to consolidate markets; 

combining with neighbouring brands to solidify market 

hegemony in key areas. 55

https://www.rga.com/futurevision/pov/the-new-cpg-model
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/what-got-us-here-wont-get-us-there-a-new-model-for-the-consumer-goods-industry
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stocks outperforming the S&P 500 by 7.2% per year from 

2000 to 2009 to underperforming the stock market by 2.8% 

per year from 2010 to 2019.



Let’s discover why the CGP industry’s 5 principles have 

become gradually eroded over the last 10 to 20 years.


The first major brands had it easy. A memorable hook, a 

strong brand name and a solid logo would’ve been enough 

to distinguish oneself from low competition. The strong 

imagery of hegemonic brands and their various status-quo 

products were incredibly hard to erode - that is changing. 



Key challenges:



Building recognisable mass-market brands

1

Global internet access and increased exposure to 

socioeconomic diversity, current affairs and global 

issues. People are more in tune with the social, 

economic and environmental controversy of some major 

TNCs. 


Greater emphasis on true value and price sensitivity. 

Greater choice and competition has increased the 

importance of price value over brand value. People are 

less inclined to stick to a brand purely owing to their 

familiarity with it. 

The moral invigoration of millennial and Gen-Z 

shoppers. This ties closely with global internet access - 

the thin veil of corporate responsibility has been 

exposed.

Healthy eating and environmental consciousness. 

People are more in tune with healthy eating and there’s 

only so far hegemonic brands can go to provide healthy 

product lines and alternatives.
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The rise of eMarketplaces; eMarketplaces have enabled 

a private and white labelling model where drop shippers 

and other smaller entrepreneurs can gain large shares 

of certain niche good markets without developing 

long-term relationships with manufacturers. It’s now 

possible to undercut the main brands using private 

labels.


Discount tactics; discounters have become more astute 

with their tactics, undercutting many CPG players and 

forcing them to cut their margins to bring them in line 

with the price of discount and budget goods. 

The vast increase in small brands. This ties in with A and 

B. Small brands have exploded in popularity, largely 

because the cost of digital adoption has come down. 

The internet has sound meritocratic principles for now 

and it has enabled more self-made businesses to come 

through the ranks. 


The tight ring-fenced partnerships between major CPG 

companies, their producers and distributors have loosened 

up. With greater competition, these companies have looked 

to embrace their agility to work with a more diverse array of 

retailers. 



Key challenges:

Tightening relationships with producers and distributors

2

Mass-market squeeze; the same product can be found 

at so many retailers, which when combined with 

discount tactics (e.g. well-timed bulk buys), is driving 

prices to new lows. 
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Asia’s many emerging CPG brands are exerting pressure 

on Western hegemonic giants. This is creating a more 

diverse, globalised CPG market with representation from 

across the world. 

Marketing consumer products globally enforced a 

Western-centric consumer model. Innovation in consumer 

products flowed primarily from the West whereas production 

became more dispersed with the rise of globalisation. Asian 

and other continental brands have taken back some control 

and are now responsible for much of their influence over the 

West, stemming from the previously mono-directional 

west-to-east marketing flow. 



Key challenges:

Marketing globally

3

Perhaps this is one of the more robust features of the former 

CPG model. Even so, outsourcing is no longer only in the 

power of larger enterprises. It’s possible for small businesses 

or even individuals to outsource practically any business 

department on a temporary or ad-hoc basis, or until ‘the job 

is done’.



Builder.ai has written extensively about how small 

businesses can empower themselves with low-cost tools 

and resources that were previously inaccessible even 5 to 10 

years ago. Costs are now reducible in more ways than they 

were before the last 10 years which facilitates the growth of 

smaller businesses. 


Reducing costs through centralisation

4

https://www.builder.ai/blog/3-critical-tasks-new-businesses-should-outsource
https://www.builder.ai/blog/3-critical-tasks-new-businesses-should-outsource
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Rising competition for deals has reduced the simplicity of 

some common-sense mergers that enabled CPG brands to 

gain large competitive advantages. Smaller, more agile 

companies are often more resistant to large-scale mergers 

and there is a greater choice for banding together at a lower 

level than being absorbed by large companies. 

Using mergers and acquisitions to consolidate markets

5

A recent survey by Nature found that scientists generally 

agree that COVID19 is ‘here to stay’ - it’s likely to become a 

permanent fixture - or endemic rather than a pandemic.



However, a very large portion of respondents believed that 

COVID19 was likely to become near-enough eradicated in 

some regions, and that smaller pockets of low-level infection 

would come to be the norm. 



When you factor in vaccinations and reductions in 

hospitalisations, cautious optimism would suggest some 

return to pre-pandemic consumer behaviour. Retailers are 

now wondering what pandemic trends will “stick or twist?”



The current impacts of COVID19 on business have been 

well-documented and prevailingly negative. Both sales and 

employment have fallen and McKinsey found that global key 

economic outlooks are not positive for the next 1 to 5 years 

at least. 



Leading the swath of impacts are closures and the effect 

they’ve had on brick-and-mortar retail and high-street 

shopping. Whilst there’ve been hopes that shoppers will 

return when able to ‘revenge shop’, early data from the UK 

The role of covid19: are 
changes everlasting?


https://www.nature.com/articles/d41586-021-00396-2
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where shops are generally now open doesn’t show a huge 

amount of progression to pre-pandemic shopping levels. 



The primary beneficiary of closures has been ecommerce 

and there have been some big wins for companies in 

so-called ‘hot spots’ of innovation. ecommerce has 

experienced exceptional levels of growth, both in the 

frequency of sales and the value of transactions. This 

growth has been spurred on by some key pandemic 

ecommerce trends. For now, many businesses are well on 

their road to post-pandemic recovery and have found 

innovative ways to rebuild stronger. 



Namely, ‘nesting’ has dramatically increased, according to 

McKinsey, which is defined as spending on products and 

items that create a better home environment. 



McKinsey also says how online grocery shopping has 

skyrocketed and is set to be one COVID19 trend that ‘sticks’ 

in the long-term more than others. 



The healthy goods ecommerce market is another beneficiary 

of COVID19’s impact on buying trends with many people 

choosing to adopt and achieve new personal goals. 



Read more about trending online businesses in 2021 here.


High-street set to remain a tricky picture for at least 1 to 

2 years


General prospects for free movement and open access 

to shops and services is strong

Some, but not all pandemic trends are set to continue; 

people will probably still work on their home ‘nest’ to 

make it as comfortable as possible 


https://www.builder.ai/blog/helping-small-businesses-rebuild-recover-during-the-pandemic-a-chat-with-builder-ai-ceo-sachin-dev-duggal
https://www.builder.ai/blog/helping-small-businesses-rebuild-recover-during-the-pandemic-a-chat-with-builder-ai-ceo-sachin-dev-duggal
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/how-consumer-goods-companies-can-prepare-for-the-next-normal
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/how-consumer-goods-companies-can-prepare-for-the-next-normal
https://www.builder.ai/blog/5-top-trending-online-businesses-in-2021
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Perhaps one thing you can say with confidence is that 

digital retailing will not decline much from its current high. 

eCommerce is becoming further diversified with more 

brands taking up DTC strategies to establish direct digital 

relationships with customers. 



Social media sales have also gone through the roof, growing 

25.2% to 80.1 million in 2020 and is forecast to grow another 

12.9% to 90.4 million in 2021. 



Whilst large brands that rely on a traditional storefront might 

struggle to ally their products with social media, many 

brands are taking advantage of this emerging retail channel. 


Online groceries set to continue as more popular than 

pre-pandemic levels


Local and speciality produce purchases to remain 

strong 


Digital channels to show no signs of 

abatement

In-depth: the rise of small brands and 

ethically-motivated consumer 

behaviour

Our collective sense of urgency over global crises is now 

intensifying, and of course, this is inevitably affecting 

consumer behaviour. 



The moral subtext of our buying behaviours has become 

exposed, as encapsulated by the meteoric rise in 

vegetarianism and veganism, the decline of disposable and 

non-recyclable plastics and the increase in second-hand 

and handmade purchases. These trends underline a 

collective effort to improve the ethics of our capital 

expenditure. 



People had become more mindful of small businesses even 

before the coronavirus pandemic, but consumers are now 

https://www.builder.ai/blog/how-a-dtc-direct-to-consumer-selling-approach-can-benefit-retailers-during-covid-19
https://www.emarketer.com/content/social-commerce-2021
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rallying around the efforts of small and local businesses with 

some degree of fervour. Smallbiztrends found that 75% of 

consumers plan to support small businesses more often 

going forward whilst two-thirds more consumers in the UK 

are planning to shop local now than they were before the 

pandemic. 



These stats are mirrored in North America and across 

Europe at least and data is even showing that millennials at 

least are willing to spend more on food to ensure that they’re 

buying from a small scale or preferably local business. 



This trend is obviously a double-edged sword - the loss of 

transnational corporations seems of benefit to small 

businesses. Large companies will have to confront this 

newfound moral vector. 




Brad Jakeman, former president of PepsiCo's beverage 

group


CPG was historically an industry that had 

very deep moats and tall walls around it,[...] 

the barriers to entry were typically very high. 

As a consequence of both technology and 

also the whole maker’s movement, and now 

the mindset of young kids… a whole set of 

industries and infrastructures have been 

created to enable that.

“

https://smallbiztrends.com/2020/05/75-of-consumers-plan-to-support-small-businesses-more-often.html
https://smallbiztrends.com/2020/05/75-of-consumers-plan-to-support-small-businesses-more-often.html
https://www.retailtimes.co.uk/two-thirds-of-consumers-more-likely-to-shop-locally-compared-to-a-year-ago-mastercard-shows/
https://today.yougov.com/topics/food/articles-reports/2019/09/09/millennials-food-choices-are-driven-quality
https://today.yougov.com/topics/food/articles-reports/2019/09/09/millennials-food-choices-are-driven-quality


THE FUTURE OF THE CONSUMER GOODS INDUSTRY

11

more

Development theorists and social theorists such as Maslow 

(e.g. Maslow’s pyramid of needs) have often described 

heightened moral responsibility as one of the later stages of 

human development, i.e. ‘self-actualization’. The comparison 

between small businesses and industry self-actualisation 

has been drawn before. 



There are three key things going on here:

Within the development of this new social consciousness, 

our buying behaviour has shifted more towards the 

businesses that fulfil our moral and ethical obligations to 

ourselves, others and the environment. 



Whilst the merit and impact of this behaviour remain highly 

imperfect, the trends have still been strong enough to fuel 

the growth of a whole host of new brands that are filling up 

the gaps in ethical demand. RGA quotes a handful of these; 

Blue Apron, Bevel, Birchbox, Dollar Shave  Club, and The 

Honest Company.

The mindfulness and awareness of individuals over 

themselves 

The mindfulness and awareness of individuals over 

others (including their businesses and livelihoods)

The mindfulness and awareness of individuals over the 

environment 

Consumer goods and social 

consciousness 
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If we look at CPG principle 5 - the utility of mergers to create 

colossal multinationals and transnationals - this is where we 

can identify a breakdown amongst hegemonic brands such 

as Johnson & Johnson, Unilever, P&G, Coca-Cola, and 

PepsiCo and the surge in small brands that are filling the 

commercial gaps left by this developing 

socio-environmental consciousness. 



In light of this, brands need to reinforce their connection to 

genuine local, community action and environmental 

advocacy whilst providing ethically infused product lines. 

We are seeing a profound, secular, and 

irreversible change in consumer demand,” 

“It’s away from high calories and high 

artificiality, and more towards lower calories, 

fewer ingredients, ingredients that [the 

consumer] can understand.

“

On communications, consumers are looking 

for brands that engage them through 

content that they themselves want to seek 

out, rather than brands that communicate 

solely through messaging.

“
Brad Jakeman, former president of PepsiCo’s beverage 

group, tells RGA.


https://www.rga.com/futurevision/pov/the-new-cpg-model
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Here are two similar brands that earned significant 

development throughout the pandemic; Tala and Shreddy 

and Gymshark. Both were started recently by young DIY 

entrepreneurs, and both utilise DTC and social selling to 

excellent effect. 



Tala, which is a gym clothing brand similar to Gymshark, 

features strong branding on the topic of sustainability and 

many (if not all) products are manufactured from recycled 

materials. The owner, Grace Beverley, was also prolific on 

social media and had built genuine personal rapport with her 

audience. 



Her audience became her first customers, and then, her 

advocates. Advocacy came naturally to them because they 

were already sold on the authenticity of the USP - price, 

sustainability and performance. 



Here, we can see the emergence of a new business model - 

a model where upfront, social-led, personal action paves the 

way for business success. Instead of masquerading behind a 

hierarchy of departments and managerial positions, rapidly 

developing startups like Gymshark and Tala have stayed true 

to their grassroots image. 



But there is another trend at play here also; digital 

enablement and the ability to scale rapidly. 



In-depth: hot spot innovation demands 

technology enablement


Digital adoption is quicker and easier 

than ever


The adoption of high-tech, fast-paced solutions is more 

important than ever. It’s now possible for businesses to get 

their brand and products out to market at unprecedented  

speed. This is a necessity - to tackle fast-emerging trends, 

you need rapid ways to bring associated trending products 

to market.

https://theaccountancycloud.com/resources/blogs/the-rise-of-tala-shreddy-and-their-strategies-for-success
https://uk.gymshark.com/
https://www.wearetala.com/
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Drag-and-drop web builders set the scene for this, 

equipping an army of new small business holders with cheap 

and easy means to seize their own portion of the internet. 

Today, app builders are replicating these benefits. 



We’re living proof - Builder.ai’s Studio Store can provide 

highly functional, state-of-the-art apps in just 2 weeks. 



This level of super-fast digital enablement or ‘Fastrack 

ecommerce’ is perfect for hot spot innovation. By rapidly 

identifying new niches or developing trends, astute business 

people have been able to skip the formalities and begin 

marketing their products on social media, which is often all it 

takes to get from A to B. 


Asian brand exports, particularly in the fashion, stationery, 

games and toy categories, are increasing their influence 

across Europe and the US. Futurebrand points out how 

Korean, Japanese and other Asian models are making 

front-page headlines as advocates for major fashion houses 

like Gucci. Kawaii toys and stationery are also growing in 

popularity amongst western millennials and Generation Z. 



Collaborations with major retailers like Target have furthered 

the cross-fertilisation of Western and Eastern consumerism. 



The CPG retail industry is facing a protracted period of truer 

globalist diversity that reflects its globalist 

macroeconomics. 



The ubiquity of the internet and interconnection via social 

media is connecting a growing audience to new 

international brand exports, and Asia seems the strongest 

influence here. 


Asia to increase influence over western 

brands

https://www.builder.ai/studio-store
https://www.builder.ai/blog/fastrack-ecommerce-marketing
https://www.builder.ai/blog/fastrack-ecommerce-marketing
https://www.futurebrand.com/news/2019/a-beacon-from-the-east


THE FUTURE OF THE CONSUMER GOODS INDUSTRY

15

The future of the consumer goods industry seems subject to 

binding fortunes. The hegemony of huge brands is hardly set 

to crumble, but small brands are doing exceptionally well at 

hollowing out a new consumer space, a space that many 

people feel they can safely confide in. 



Meanwhile, technology has enabled businesses of all shapes 

and sizes to build and scale innovative solutions to emerging 

business problems. We saw plenty of this throughout the 

pandemic and will continue to do so. 



In many ways, the current consumer goods market is an 

actualisation of a more heavily interconnected world. 



Not only are people connecting to world issues like climate 

change with greater conviction, most likely because they are 

more pressing and real than they ever have been, but they’re 

also using this period as an opportunity for ethical and social 

action. 



It’s becoming easier to see the merit in business diversity. 

Enterprise CPG businesses are of course not exempt from 

this, but trudging the same strategy is not likely to be fertile 

going forward. 



This is a time to embrace a more socially and 

environmentally conscious, localist model that puts greater 

emphasis on advocacy whilst not losing sight of the 

importance of creating true value and innovation for 

consumers worldwide. In technological terms, innovating 

processes and establishing direct channels with customers 

seems sure to pay dividends. 


Summary


thank you!
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