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INTRODUCTION

Scope
Key findings
Consumers increasingly shun “negative” food and drink ingredients
While dietary and free from labels shape foods, health benefits lead the way in drinks

TRANSFORMATIVE PLANT-BASED TREND IN FOODS

Plant-based proliferation
A claim growing across categories
Plant-based speaks to the reducers, the limiters and the restrictors (1)
Plant-based speaks to the reducers, the limiters and the restrictors (2)
Vegan gelling alternatives open up further food categories
UPP sees gold in wasted broccoli greens

GUT HEALTH DAIRY VENTURES BEYOND DIGESTION

Going beyond just digestion, gut health now embraces a holistic perspective
The dairy industry's gut health focus gains ground
Embracing fibre in the dairy and alternatives industry to unlock gut health potential
Avonmore addresses gut health and low fibre consumption with chicory root addition to milk
Good Culture sets the trailblazing example of utilising probiotics in dairy beyond yoghurt

CREATING HEALTH CLAIM SYNERGIES IN SNACKS

Better-for-you snacking is set to continue expanding to tackle modern diet needs
Health remains a valuable proposition for value-driven food categories like snacks
The snacks industry has been boosting nutritional credentials to capture growth
Ranging health concerns and perceptions are growing the need for combination snack claims

FOOD AND DRINKS AT THE SERVICE OF THE MIND

Brain health beholds an avenue of opportunities across food and drinks
Mental health has moved to the top list of consumer health concerns
Brain health is being prioritised to deal with an uncertain world
The activity is shifting to less-traditional brain health categories
Case Study: elements focus

OUTLOOK

A quest for animal-free food and the atomisation of diets
How to be a leader in health and wellness food and drinks

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
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.
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For more information on this report, further enquiries can be directed via this link www.euromonitor.com/new-frontiers-in-healthy-food-and-
beverages/report.


