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Sebastian is responsible for the Consumer Markets practice
for Proco Global in the Americas, working closely with EMEA
and APAC regions. His experience and deep knowledge of
international markets have allowed him to develop successful
projects across the world, managing clients assertively and
adding value in their global assignments.
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Changing Business Practices

34%

the increase of United States online grocery
sales over the second quarter of 2021, up from

24%

This trend is also evident in Mexico, Latin America and other parts of the
world. Today, digital platforms drive everything: increase in food purchasing,
the marketing of new products and offers through alternative channels such
as the internet and technological apps. Not only that, but they also directly
influence purchasing habits through brand positioning in social networks.

In order to stand out in a highly
competitive industry, companies
have needed to define a strategy
that helps them anticipate
changes in the market in
an agile way.
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The local American mass consumer market will inevitably have a
ripple effect towards the rest of the globe.

The transformation of consumer characteristics and
preferences has led companies to react and adapt
in various ways. In order to stand out in a highly
competitive industry, companies have needed to define
a strategy that helps them anticipate changes in the
market in an agile way, incorporating their knowledge
about the consumer´s new ways of thinking and habits
and innovating in their processes, which ultimately
reflects a total understanding of the new market’s
needs. This will allow organizations to gain consumer
trust, demonstrating their ability to create positive
long-term relationships with a captive market.
According to the IFT, numerous food trends are
sweeping the already massive US market. These include
chefs with brands, ghost kitchens, emphasis on the
importance of packaging, new and ethically sourced
ingredients, and affordable, attainable food items.

There’s no doubt that the American market is a global
leader in many aspects, meaning that impacts on the
local American mass consumer market will inevitably
have a ripple effect towards the rest of the globe. We
see a particular need today for American consumers
to transform their habits and preferences looking for
balance in their lifestyles. Due to this establishment of
America as a global focus, international organizations
consider the US market a key area of focus, the best
environment to help grow their brands and transform
global trends.
Keep reading to see which factors are contributing to
shifts in the market.
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As the pandemic caused people to hyperfocus on
their health, brands followed suit by increasing the
availability of their “No & Low” options, most commonly
in regards to sugar or alcohol. For example, Suntory
Food and Beverage Company expanded their range of
Lucozade offerings to include a ‘Tropical Zero’ option,
while Britvic launched a Tango Sugar Free Dark Berry
option to complement their soft drinks portfolio. In the
spirits realm, huge brands such as Martini and Gordon’s
are developing developing 0% alcohol options for those
trying to cut down on their booze consumption.

We are also in an age of low brand loyalty –
consumers place less stock in a ‘brand name’
than they used to. For example, many younger
consumers have no problem purchasing the
off-brand peanut butter from the supermarket
rather than the more expensive branded one.

Healthier lifestyles

Low brand loyalty
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Concern for the environment
As environmental awareness becomes more
widespread, food brands are adjusting accordingly.
Many are revamping their packaging or trying to
source their ingredients more sustainably. For example,
Unilever is expected to trial paper-based containers for
its laundry detergent soon.
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Importance and awareness
of packaging and labels
Up until not too long ago, it was still legal not to
include nutritional information on food labels. Not
only is this now necessary, but brands are going out
of their way to cram as much information as they can
onto their labels. We’re even seeing the rise of smart
packaging, where a label incorporates a QR code that
will lead the customer to further information about
the product. Napolina is one such company – scanning
the QR code on its tomato tins will allow customers
to track how the tomatoes have made their way over
from Italy to their hands.
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Local consumption

06

Globalization of tastes
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Particularly when COVID-19 left chain supermarkets
devoid of stock, the public’s attention turned towards
local produce and shopping locally. The importance of
supporting the small economy became apparent and
this trend has stuck around as the world returns to a
pre-pandemic lifestyle.

Immigration, digitalization, and increase in
worldwide shipping and trading routes have also led
to a globalization of tastes across regions. Multiple
cuisines are present in most major cities and people
find themselves familiar with dishes from across
the world. This has resulted in brands adapting to
reflect such desires. They are expanding their ranges
and reach, like at Woh Hup Foods. The company
is introducing more Southeast Asian flavors into
their products to appeal to a wide consumer base,
with their eyes set on expanding massively into the
Indian and American markets.

Globalization has led to a dependence on just-in-time
supply chains and almost instant gratification when
it comes to buying products. The pandemic obviously
threw this for a loop, but as the economy begins to
recover, we are seeing a gradual return to this instant
gratification as a norm.
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Availability and speed

07
Fad diets

Despite a hyperfocus on health and nutrition, fad
diets still remain popular among the public. They
are especially more prevalent owing to the ease of
dissemination through social media. They are not
necessarily recommended by health professionals,
but may be endorsed by celebrities or influencers,
which encourages the public to follow suit.

Companies have reacted and adapted their business
models to this new reality and have developed value
offers that aim to get to know their consumer in detail.
This allows them to compete with fresh and innovative
products, with healthy/natural attributes, and create
a sustainable, friendly brand without sacrificing the
value they generate for their market. Some are adding
new products to their portfolios, others are choosing to
buy brands that are positioned as natural, and some
are changing the ingredients and presentations of their
products to make them healthier. Innovation is key!
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Businesses should seek to:
Develop an end-to-end resilience strategy within its
supply chain, identifying crisis scenarios and evaluating
existing gaps between the current model and the
potential crisis situation.
Invest in developing capacities (example: digital
transformation) that encourage closing the identified
gaps, evaluating different alternatives, suppliers, and
sourcing strategies, and conducting a cost / benefit
analysis, among others.

The Effects and Aftermath
of COVID-19
The consumer markets took a huge hit during the peak of the coronavirus pandemic,
but they are also a dynamic sector, constantly innovating to provide Americans
with food and necessities. There is no doubt that corporations have been pouring
resources into security, production, and supply to keep sustaining the economy.

However, companies have faced several challenges
in terms of their production processes, resulting in
increased production and logistics costs, which in turn
is reflected in increased consumer prices. Some of these
barriers include the rising price of raw materials, high
logistics costs, the need to transform and build valuable
products, ensure sanitary conditions, and reassure the
consumer that the product is sustainable and safe.
The demand for food products increased due to panic
buying, a situation to which retail companies have
had to adapt quickly. Health is on people’s minds now
more than ever. As many look for healthier versions or
products that meet particular dietary needs, the pursuit
of a healthier lifestyle is permeating the food industry in
full force. Companies throughout the food supply chain
are activating their business continuity plans, as the
stoppage of activities has affected the global economy.
Retail companies continue to struggle to keep basic
products on their store shelves, while manufacturers
continue to actively adjust their production and
distribution strategies.
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The ultimate aim is to supply food products with
the highest demand and make the supply chain
more efficient in the short term. The variation and
customization of products has decreased (e.g. product
presentations, flavors), and the number of companies
offering home delivery, online shopping or self-service
has increased.
Operations after COVID-19
In the medium term, companies will face the challenge
of gradually reactivating their operations, with a
probable peak in demand in various sectors due to the
lifting of restrictions everywhere.
In the long term, a larger challenge exists: developing
a highly resilient supply chain reactive to different
types of events and crises. To do this, companies must
generate an action plan that incorporates both the
usual optimization initiatives and those in progress, as
well as additional prevention initiatives against possible
disruptive events.

Businesses must also be able to measure and monitor
changes in their supply chain: to establish models
that analyze abnormalities and exposed risks and
define situations and events that trigger the execution
of action plans. There is also the need for specific
response plans for certain situations: Define a ’Plan B’
for certain events; develop specific procedures on how
to act; disseminate communication protocols; clarify
responsibilities and delegations of autonomy.
Other crucial things for businesses to keep in mind:
› Accelerate digital transformation through the use
of new technologies such as Big Data or Blockchain.
This vast amount of data can allow companies to
anticipate strategic decisions or optimize resources
in uncertain scenarios.
›

Technological platforms can also be used to
continuously monitor the performance of suppliers.

›

Continue to promote, more than ever, a
collaborative supply chain between all involved
actors, which allows for traceability and
accountability throughout the whole chain.

›

In the case of manufacturers or builders, review the
location map of factories, distribution hubs and
logistics warehouses.

Most supermarket chains have had to demonstrate
the adaptability and flexibility of their logistics
operations by changing their daily delivery frequency
at their points of sale due to the uncontrolled increase
in demand. Likewise, logistics operators whose
main activity is based on providing services to food
industry or high-consumption food platforms are also
experiencing a notable increase in activity.
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Supply Chain Impacts
and Challenges
The role of the supply chain is key to the optimal development of businesses
and critical when developing efficient models to maximize profitability and
guarantee the sustainable management of a company’s operations.
Supply chains are looking towards a logistics ecosystem
characterized by being faster, more flexible, more
personalized, more precise and more efficient.
Technology and process automation become
determining factors for every business in the search for
internal efficiencies. These are reflected in competitive
advantages that can be transferred to the end user,
through a quality product at an appropriate price.
Today 70% of a product’s cost is attributed to its
production process and its logistics chain. There are
numerous fundamental aspects that organizations
now focus their resources on, with the ultimate goal of
making their presence in the market stronger:
› A solid network of suppliers
› Adequate planning
› Adaptation of information systems and technologies
to save time and costs
› New logistics platforms
› Distribution centers close to areas of influence
› Improvement projects in last-mile distribution
It is estimated that 94% of Fortune 1000 companies
have been impacted by COVID-19 with less or greater
intensity depending on their sector. The key is that
many companies executed aggressive plans with a
vision of cost and expense efficiency.
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For example: consolidation of suppliers to obtain better
prices and reduce management costs, optimization
of inventory levels with just-in-time models, and the
development of key partners for core business operations,
among others.
The ideal would be to achieve a supply chain that is
as resilient as it is efficient. But to attain this goal, the
adopted cost management strategy must be in line with
the strengthening of the entire operation, so that it is
balanced, with strategies that mitigate the risk of frozen
operations in the face of threats such as COVID-19.
Hiring Challenges – Trends
It is a dynamic and perhaps a turbulent moment for
many organizations, with young companies entering
the market in a disruptive manner, threatening
traditional corporations with new, fresh business models
and offering value in terms of new market trends and
variables. This is seducing professionals and persuading
them to leave their long careers behind to start new
and challenging projects. This is clearly impacting
recruitment trends in the United States and making
talent retention and attraction increasingly complex.
In supply chain functions, there is a constant need for
profiles oriented towards the optimization of resources.

These are leveraged in technology and are strategically
capable of generating value in different operational
processes. Such profiles understand that the business
must seek efficiencies that reflect an adequate
final high-impact product or service. This helps in
generating high levels of profitability for employers but
also in marking a differentiation point in the market.
The dream here is to build a team of dynamic, versatile,
flexible profiles, who are at the same time adaptable
to change, with comprehensive knowledge of the
chain and with a business vision oriented towards the
generation of value.
We are currently experiencing a talent drain, since
levels of loyalty and commitment are low if there
is not a solid project involved. Such projects would
allow the employee to develop projects that result
in a high impact on their community. The social
and environmental factor that companies today
give to their production processes, the flexibility and
autonomy that they provide to their employees hand
in hand with the benefits that can be transferred,
the level of empowerment that today a leader is
capable of transmitting to their work teams and their
orientation to results are some of the variables that
have generated change in the motivators of supply
chain professionals. The use of technology requires
organizations to generate a culture of change and
innovation, as well as instill a desire for evolution within
their collaborators.
Be sure to follow Proco Global on LinkedIn to stay up
to date with all the latest trends and developments
across the supply chain. To get in touch with Sebastian
Jaimes or another consultant, click here.
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Reaching talent far and wide
Proco Global are executive search experts working within supply chain management.
Operating across the supply chain, we have access to an unrivalled global network
of contacts at every stage of their careers and across every part of the supply chain,
from sourcing commodities to quality control and the delivery of end-products.
We spend time getting to know people so that we can share valuable insights and
match the right people to the right roles in the right companies.
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