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INTRODUCTION

Scope
Key findings

IMPACT OF CORONAVIRUS (COVID-19) IN LATIN AMERICA

Latin America expected to suffer the highest decline in GDP in 2020
However, channel shifts towards retail have benefited packaged food
Increased time at home means new consumption patterns

A new normal: the pandemic will permanently alter consumer behaviour

OPPORTUNITIES FOR ANEW NORMAL

#1: provide convenience

Case studies: providing convenience

#2: join the breakfast expansion

Case studies: joining the breakfast expansion

#3: a new generation of chefs is born

Case studies: a new generation of chefs is born

#4: support local communities

Case studies: supporting local communities

#5: products aimed at preventative health

Case studies: products aimed at preventative health
#6: affordable luxury and permissible indulgence
Case studies: providing affordable luxury and permissible indulgence
#7: value for money brands and products

Case studies: value for Money brands and products
#8: make the most of e-commerce

Case studies: making the most of e-commerce

#9: embrace digital culture

Case studies: embracing digital culture

#10: expand to other regions

Case studies: expanding to other regions

CONCLUSION

Summary 1 opportunities for the new normal in Latin America

PACKAGED FOOD IN LATIN AMERICA: 10 OPPORTUNITIES FOR A NEW NORMAL

Appendix: definitions

Appendix: C19 Baseline Scenario Assumptions
Appendix: C19 Pessimistic 1 Scenario Assumptions
Appendix: Overview of Lifestyles Survey

Appendix: Overview of Health and Nutrition Survey

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover

a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
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of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/packaged-food-in-latin-america-10-
opportunities-for-a-new-normal/report.
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