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INTRODUCTION

Scope
Key findings

GLOBALISATION BOOSTS LOCALISATION

Consumers’ eating habits are increasingly globalised
Consumers respond to globalisation with localism
COVID-19’s impact on globalisation and localisation in food

THE GLOBALISATION OF FOOD: THE DRIVERS AND PRACTICES

Value shift from material wealth to experiences is seen in all generations
Condiments play a key role in bringing international flavours to the table
Harissa and yuzu are becoming the next s riracha and ginger
Taiwanese bubble tea booms in Asia, especially in Singapore and Japan
Bubble tea is featured in product developments in snacks and desserts
Food delivery and Netflix maintain food globalisation during COVID-19
Consumers’ curiosity will drive further globalisation in food

RESPONSE TO GLOBALISATION: BACK TO LOCAL

The rise of food nationalism
Locally sourced is the new hot topic in ingredients
Craft brands and smaller brands are in the spotlight
Global players’ localisation strategies: the case of Pringles
Soy sauce in Japan: premiumising everyday essentials with local flavours
COVID-19 increases demand for safety and for natural ingredients
Back to local in food: six key features
What local brands should offer beyond local ingredients and flavours

CONCLUSION

Local food versus exotic food: what mood state does it feed?

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.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/local-vs-global-how-ingredient-trends-reflect-
cultural-shifts/report.


