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INTRODUCTION

Scope
Key findings

FROZEN FOOD AFTER THE PANDEMIC

Frozen food accounts for 8% of global packaged food sales
Frozen food looks to its post-pandemic future
Frozen food is not holding onto all its pandemic-era gains
Frozen food sales growth to largely match that of packaged food overall
The installed base of freezers has increased significantly
Ice cream and processed staple foods represent the major growth categories
Ice cream and staple foods are consistently the key growth categories across all regions
US set to lead frozen food growth by a wide margin in the immediate future

OPPORTUNITIES FOR THE FUTURE

Considering the opportunities for frozen food growth
The cost question: What is the long-term outlook for inflation?
Frozen food will need to win the battle for the value-orientated consumer
Frozen food has lost ground in terms of price to foodservice but should rebound
Ice cream and the need for affordable indulgences
Frozen food could move up the value chain to take premium indulgent occasions
Unilever’s warmer ice cream and the sustainability question
Food waste is where frozen food enjoys significant sustainability advantages
Potential weaknesses in meal kits could open up opportunity
Younger generations are snacking more and generally doing so at home
Frozen produce could be playing a larger role in wellness-orientated diets
Food stockpiling takes a new form in a post-pandemic world
The UK’s 2023 vegetable crisis will not be the last

THREATS AND CHALLENGES

Threats and challenges to the future of frozen food
Food delivery and the long-term battle for convenient meals
The unique challenges of frozen food in e-commerce
Freshness and the rising tide against ultra-processed foods
Frozen food plant-based: Are the glory days over or just getting started?
Are long-term demographic trends favourable to frozen food?

CONCLUSIONS

The key questions facing frozen food

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:

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.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
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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/a-new-era-for-frozen-food/report.


