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INTRODUCTION

A big opportunity for grocery retailers
Scope
Key findings from this report

A NEW MARKET FOR PREPARED MEALS AT HOME

Pandemic boost drives investment in grocery retail
More time at home, more meals at home
The pandemic sparks a sudden increase in demand for grocery delivery
“Cooking fatigue” prompts a new kind of convenience at home
Increased competition for a limited “share of meals”
Lots of long-term potential from grocery offerings
Future is open with lots of space for grocery retail to experiment

EXPANDING ECOSYSTEM OF GROCERY OPTIONS

Why existing bricks-and-mortar brands could have an advantage
A grocery-driven ecosystem of convenient options
Scheduled grocery delivery and online marketplaces
Subscription and replenishment services
Impulse grocery delivery and “dark store” wholesale
Semi-prepared products, packaged meals and meal kits
Grocery foodservice and retail foodservice format blurring
Balancing advantages with challenges in the years ahead

GLOBAL CASE STUDIES

Cost-effective delivery at incredible speed
Why this works in Germany
Taking food brands direct to the consumer
Why this works in South Korea
Food retail as a destination for meal solutions
Why this works in Switzerland
Rethinking physical stores for the future
Why this works in the US

GROCERY SHOPPING IN 2025

Grocery retail’s great advantage will be proximity and flexibility
Growing the opportunity by 2025
Final thoughts and key recommendations

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
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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/the-future-of-grocery-shopping-and-meals-at-
home/report.


