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Over the last year and a half, every industry on the
planet has undergone some kind of transmogrification.
In the consumer markets, food and beverage was one
of the hardest hit. But from empty supermarket
shelves came huge strides in sustainability,
diversity, innovation, and digitalization.
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This report focuses on the role of these four pillars in the food and
beverage markets. Featuring articles from our consultants across
EMEA, APAC, and the Americas, we’ve taken a deep dive into how
the markets have grown over the past year and a half.

Innovations in food

We hope you enjoy our report on The Future of Food and Beverage!
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We are a global executive search business operating
primarily across the end-to-end supply chain. Since 2008,
the Proco Global team has led the field in supply chain
talent. This is why we are trusted by the world’s leading
companies for specialist recruitment solutions.
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INTRODUCTION

Consuming the future:
Trends shaping the
food and beverage sector

The future of food is diverse, tasty, and
sustainable. Consumers are driving this future
by choosing products based on ethics.
As we exit the pandemic for hopefully the last time, we’re
starting to look forward – to the future. As we go on, each
generation feels more strongly about social issues than its
previous generation and is, on the whole, more involved
in politics and social issues. This has several implications
specifically for the consumer sector.
There are conversations taking place within the food and
beverage community on almost every topic you can think
of. These range from when and what we should be eating
to the social and environmental impact of every bite. The
21st century, and indeed the last ten years, have seen a
rallying cry for more transparency from larger institutions.

Such entities could be corporate, political, or otherwise.
Because of this, companies are modifying their practices
to align with the moral, environmental and ethical shift
in awareness taking place across the world. Over the past
few months, we have published a series of blog articles
that highlight what is shaping the future for the food
and beverage industry. In this report we highlight how
these topics – sustainability, diversity, innovation, and
digitalisation – are changing the sector and our clients for
the better:
Ethical Consumer
A look at how brands are being driven by society to
become better. We will showcase the big brands that are
leading the way, that truly care about society, it’s laws
and it’s people. And we’ll be talking about how brands
are putting their people first, with diversity and inclusivity
spearheading the conversation.

The 21st century has seen a rallying cry for
more transparency from larger institutions,
whether corporate, political, or otherwise.
This has an effect on companies as they
modify their practices to become more
ethical or sustainable.

As we go on, each generation feels more strongly about social issues than its
previous generation and is on the whole more involved in politics and social issues.
This has several implications specifically for the consumer sector.

Digitalization and Automation
Finally, we look at how brands are embracing digitalisation
and what that means for the future of food and beverage.
We’re witnessing the introduction of digitalisation and
automation into the food and beverage industry in the
form of artificial intelligence and data science. A number
of our clients are making serious advancements in this
area and we can’t wait to share them with you.
Circularity through Consumer
The movement towards a circular economy is a
key topic. Being acutely aware of our impact on the
environment brings an inevitable paradigm shift.
We’re pushing for less waste, more sustainability,
and clean energy – circularity. We’ll discuss how certain
brands have made it their mission to commit to a
circular process. Therefore, they’re making a positive
impact on the environment.

Better Food
The food revolution is here, and it’s transforming the way
we eat! The possibilities here are endless. As a result, we’re
seeing discussions about plant-based alternatives to dairy
and proteins. We’re seeing vegan eggs, zero sugar snacks
and even lab grown meat. And we’ll showcase the amazing
innovation happening in this sector, highlighting the next big
trends on the horizon. We’re also discovering what brands are
pushing the boundaries of consumption for the better.
The insight shared in this report explores the major
challenges our clients are facing in attracting and
retaining the best talent.
Everything we do at Proco is in partnership with our
clients. We hope that you find these insights useful –
should you want to provide your thoughts on any of
these topics, please do not hesitate to get in touch.

Lisa Finney
Global Head of Clients
Hong Kong
lisa.finney
@procoglobal.com
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DIVERSITY

Employees are looking for
more meaningful work.
They want to believe in
their employer, their vision,
and their values.

Morals over money:
The growth of
ethical brands

Consumers are using their spending power
to help change the world for the better.
To keep pace with this change, brands
have to move beyond loyalty to relevance.
Consumers have been asking difficult questions:
>> How is this product relevant to me?
>> Why should I buy into this brand?
>> Does this brand represent my values?
>> Does this brand center diversity or sustainability?
Growing brand relevance is a key component of retaining
consistent consumers. On top of this, employees are looking
for more meaningful work. They want to believe in their
employer, their vision, and their values. Many workers are
considering life choices as pandemic restrictions ease. These
employees, like consumers, are after transparency and trust,
whether that be in the workplace or where they choose to
shop. People are after a cause to believe in – whether that be
diversity, sustainability, or something else. Work isn’t just work
and shopping isn’t just shopping anymore.
Thus, brands need to be better – better with people and better
for the planet. In this article, we’ll be exploring specifically how
diversity is driving brands forward and how they are reacting to this
shift in consumer attitudes, including the best examples of this.
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Diversity – a positive driver for change
As a global recruitment company, our aim is to work
in partnership with our clients to find and recommend
the best talent that will make this positive impact for
such brands. We’re focused on giving our clients the
competitive advantage that diversity brings. It’s about
what a person adds to a company culture, rather than
how they fit the previously established culture. Rather
than looking for people who can assimilate readily,
companies are now looking for employees who bring
something new to their environment, perhaps even
changing it for the better.
Promoting diversity is the first step towards not just
tolerance, but true inclusion and acceptance. Bringing
together people of various backgrounds with different
life experiences can generate ideas or perspectives that
others may not have ever considered or been aware of.
But all these shifts towards more ethical practices
can’t be surface-level marketing gimmicks. They must
be authentic and thoughtful processes. The consumer
is intelligent – they’ll be able to see through a shallow
attempt at inclusivity easily. Brands and employers need
to walk the walk, so to speak.

In every search we conduct at Proco Global, we aim to
provide a diverse shortlist of suitable individuals. Like our
clients, we ourselves are on a journey to support diversity
and inclusivity initiatives.
There are a number of brands out there genuinely striving
to become ethical, transparent enterprises. Here are a few
great examples of brands growing in this space:
Kellogg – A Century of Diversity
Mr. W. K. Kellogg himself was a pioneer of diversity,
employing women in his workforce over 100 years ago.
Kellogg is continuing to embody such spirit through its
commitment to building a company that reflects the
diversity of its consumers.
General Mills – Responsibility Report
In 2021, General Mills hit a number of ethical milestones:
it sustainably sourced 100% of its top ten ingredients,
enabled the donation of 7 billion meals worldwide, and
reduced greenhouse gas emissions by 16%. They also
champion a diverse workforce, with women occupying
50% of professional positions in the company.

Danone – A More Inclusive Economy
The multinational food giant Danone is invested in
multiple ways of contributing to the economy and
environment. Danone has committed to zero net
carbon emissions by 2050 as well as regenerative
agricultural models that protect soil and animals.
They also work to preserve water resources in
Indonesia, France, and Argentina. In one of Danone’s
dairy factories in Belgium, 75% of water consumed is
reused, while water usage in one of its India sites has
been cut in half. Furthermore, all of Danone’s policies
and position papers – on health, people, the planet,
and inclusivity – are available for the public to read
and download from their website. This is a level of
transparency that other companies should be striving
to achieve.

Chris Corcoran
Head of Practice - EMEA
London
chris.corcoran
@procoglobal.com
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DIGITALIZATION

Rise of the Robots:
Digitalization in
food & beverage

Even what we eat and drink isn’t safe
from the throes of modern technology.
Of course, that’s not a bad thing.
Digitalization has weeded its way into all facets of our
daily lives. In this article, we’ll be discussing the role of
digitalization in the food and beverage industry. This will
include some wonderful developments coming from some
companies that will revolutionize the way we consume.
The food and beverage industry is comparatively
unique as opposed to other sectors. This is due to a
host of factors, like seasonal/regional changes, quality
restrictions, timeliness, and scale of production. But this
means that the sector is also uniquely situated to take
advantage of digitalisation. For example, digitalization
in this industry can provide data about shopping trends,
leading to better profitability. Or in another instance, it
could enable food customization, which contributes to
overall customer experience.
As a result, several companies in this industry are
pioneering and embracing the Digital Age:

Arla and Big Data
Arla is building one of the world’s biggest sets of
environmental data from dairy farms. The compiled
data will allow farmers to pinpoint exactly where they’re
producing the most carbon emissions on their farm
and help them identify where and how to improve. By
inputting as much information into the data system as
possible - including things such as herd size, milk volumes,
and feed production – this ‘Climate Check’ system will
then enable external environmental advisors to develop
personalized climate plans for the farm.

Cargill’s brainchild: Meet R2DMoo
Herding cattle isn’t as easy as it sounds. Cows are very
large and potentially very dangerous creatures, meaning
that the people on cattle farms who herd them
sometimes find themselves in less-than-ideal situations.
So, building off a pre-existing robot design seen on the
internet, plant operations manager Brad Churchill came up
with R2DMoo.

Using big data in this manner will actually help Arla
decarbonise. By constantly performing climate checks,
Arla farmers are provided with a wealth of data to help
them do so. About 8,000 Arla farms across Europe submit
this kind of data. These farms are proven to be some of
the most efficient dairy farms in the world. The best Arla
farmers are capable of producing a kilo of raw milk with a
footprint of below 1 kilo of CO2.

R2DMoo has durable feet that enable it to trample over
muddy ground. It has a blower so that it can edge the
animals along without touching them and little arms that
wave back and forth to mimic humans. And crucially, it
has a voice that says things like “Hey! Come on! Let’s go!”
Controlled via remote by a human who still stands within
the pen, the robot allows for the workers to keep a safe
distance away from the animals.

According to Arla Foods Chairman Jan Toft Nørgaard,
“The unique data set that Arla farmers have now created
[...] We will use this to decarbonise our farms at a faster
pace and share our findings with stakeholders to help
drive an effective transition for the whole industry.”

AB InBev: Bigger, Better Digitalization
Anheuser-Busch InBev controls some of the world’s
most popular beer brands, like Stella Artois, Corona, and
Budweiser, but incorporates about 500 brands in total.
Running such a massive enterprise requires the latest
innovations in digitalization. AB is in the process of using
data to improve its business processes, its relationship
with customers, and its beer. They are planning to
consolidate their core transactional systems, resulting in
one powerhouse of data and seamless connectivity.

By transitioning to a centralized system where almost
all of their data is stored in a cloud, AB has actually
streamlined many of its processes. They use a system
wherein their various data sources feed into data pipelines.
This pipeline can be reused or reconfigured.
According to Harinder Singh, director of data strategy,
“We have so many data systems... [It would] take us
many, many years if we build one pipeline per system. So
the biggest part that we have done as a company, as a
team, is we have built these reusable modules.”
As digitalization, automation, and technology in general
sweep the world, we’re witnessing more and more
incredible innovations and developments take place across
all sectors. Arla, Cargill, and AB InBev are just a few of
the numerous companies embracing the Digital Age and
adapting to new needs and business imperatives. We look
forward to seeing what else pans out in the future!

Heitor Cremonez
Manager – F&B
Mexico City
heitor.cremonez
@procoglobal.com
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SUSTAINABILITY

Sustainability starts
at the table: Food giants
making waves

Sustainability is no longer a nice bonus that
some companies can boast they have.
Sustainability is a necessity for any company
hoping to succeed in the near future.
Consumers are more likely to embrace and invest in
products and businesses that make tangible efforts to be
sustainable. Therefore, companies that welcome this shift
and who are willing to change their business practices to
reflect the wants and needs of this new era are the ones
who will succeed.
In this article, we’ll be looking at the businesses that are
pioneering the circular economy.
Circularity occurs when waste is eliminated and resources
are used continuously. As sustainability becomes more and
more of a pressing concern, companies everywhere are
attempting to achieve circularity. This can come in many
forms. Some businesses are buying back their own products
and upcycling them. Some are trialing environmental
initiatives to help offset damage caused by the industry.
Either way, businesses are getting creative with how they’re
contributing to the future of our society.
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Mars and The World’s Largest Coral Restoration Project
Mars’ petcare brand – Sheba – has recently unveiled
pictures of the Sheba Hope Reef. These are the
beginnings of what is set to be the world’s largest
coral reef restoration program. Partnering with The
Nature Conservancy, the reef is ultimately supposed to
encompass nearly 200,000 square meters off the coast
of Indonesia by the end of this decade. Mars is funding
the project directly as well as encouraging consumers to
donate to the initiative.

PepsiCo’s Sustainable Food System
“To put it simply, the modern food system is no longer fit
for purpose,” said PepsiCo’s CEO, Ramon Laguarta. In the
company’s 2018 sustainability report, PepsiCo outlined
the need to large companies such as themselves to take
responsibility for the waste they produce and address the
challenges that the environment faces. Since then, they’ve
been championing the circular economy, reducing single-use
plastics, boosting alternative packaging materials, and striving
to replenish 100% of the water they use in high-risk areas.

As of recently, the project is going well. Mars’ chief marine
scientist even expressed sincere hope for the future of the
world’s oceans. The reef has not only grown substantially,
but has provided sanctuary for migratory species and helped
improve biodiversity. In turn, this has led to increased food
security and job opportunities for those living there. Due to
the success of this endeavour, Mars plans to expand this
project to other reefs around the world.

Furthermore, last year PepsiCo committed to 100%
renewable electricity in the U.S. by the end of 2020, as well
as 100% renewable electricity across all global operations
by the end of 2040. It also exceeded its safe water goal five
years ahead of schedule, delivering safe, potable drinking
water to more than 40 million people worldwide. Now, the
company’s next target is 100 million people by 2030.

Nestle’s Pea Milk
You’ve heard about oat milk, now get ready for... pea milk.
Wunda is Nestle’s plant-based alternative to cow’s milk,
attempting to rival the likes of Oatly’s immensely popular
oat milk. But the reason why Wunda is revolutionary
is that it’s supposed to be versatile enough to mimic
every use of regular milk, whereas other plant-based
replacements haven’t been able to so far. The differing
properties of soya milk, almond milk, and oat milk mean
that up until now, there hasn’t been a single one that can
serve every purpose that normal milk has. But Wunda
is meant to change that. Whether for use in a bowl of
cereal, baking, soups, or to froth up for a latte, Nestle
claims that this product is suitable. Additionally, this milk
alternative is reportedly healthier than other alternatives,
being rich in protein and fiber.

Pivoting towards a more sustainable future isn’t an
option, but an obligation. It’s great to see large businesses
taking this in their stride and making legitimate efforts to
decarbonize and adapt their business practices in aid of
an ecofriendlier path. We look forward to watching more
developments in this sector as they unfold!

Chris Corcoran
Head of Practice - EMEA
London
chris.corcoran
@procoglobal.com
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INNOVATION

Innovations in food:
From insect protein
to vertical farms

At Proco Global, we’re always looking at
the latest innovations across our sectors.
The future of food is fascinating – everyday, we’re hearing
about new creations and developments in the food and
beverage sector that could revolutionize the way we
consume. This is partly due to an overall shift towards
healthier consumptions, but also for environmental and
sustainable reasons. This article explores a few of the
latest advances in this sector.
Fermentation
A large conversation is taking place regarding the ethical
and economical viability of mass meat production as
we know it. For this reason, more and more people are
adopting a plant-based lifestyle, or at least attempting
to cut down on their meat consumption. With this we’ve
seen a rise in protein innovations hitting the shelves over
the last decade or so. Names such as Beyond Meat and
Impossible Foods are now household names and found in
most supermarkets.
This means that jobs are being created in a number
of sectors that we’ve never seen before. For example,
fermentation technology is booming, heralded as a way
to mimic the mouthfeel of meat. This has resulted in
the creation of hundreds, if not thousands of jobs in this
niche sector, linking science with the food and beverage
industry. Research is being conducted at a huge scale
and – as there’s always new developments in alternative
proteins – many labs are continuing to expand their
research capabilities.
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Hiring Challenges
Despite all this innovation and job creation, this burgeoning
industry is, like most others, facing a global talent shortage.
The UK, for example, is currently facing its worst labor
shortage in decades. This is due to a number of reasons, many
a direct result of the pandemic. Firstly, people are experiencing
a ‘post-COVID clarity’ where they choose to leave their
industries in pursuit of other interests. A second reason is
that immigration constraints as a result of COVID-19 have
caused the talent pool to shrink. This is contributing to the still
disrupted global supply chain, along with other various kinks
(e.g., the lack of shipping containers available).

Vertical Farming
Another innovation in food and beverage is vertical
farming, which presents a more economically viable and
sustainable method of growing crops. Vertical farming is
the process of growing crops vertically, in stacked layers.
It is a very efficient system that requires far less irrigation
than soil-grown plants. There’s also much less wastage
involved – almost all the moisture in this system is reused
and recirculated. Of course, that’s not to mention
that vertical farming requires a fraction of the land
requirements for traditional farming.

With government assistance programs worldwide coming to
an end as the economy continues to recover, the problem is
likely to worsen. As an employer, there are a number of ways
to help curb the effect of the labor shortage. These include:

The New Jersey-based company AeroFarms is pioneering
this development. The company, founded in 2004, has
seen an impressive amount of growth as the vertical
farming industry continues to establish itself as an
important part of the supply chain. According to a report
from the WWF from 2020, this industry is projected to
grow to a value of $3 billion by the end of 2024.

>> Rethink location: Working from home and working from
anywhere on a permanent basis are now legitimate realities
for thousands of people and may help retain talent.
>> Invest in staff: Workers need reasons to stay in their
current positions. Re-evaluating how you develop and
incentivize your staff is the best way to reaffirm their
commitment to your company.

Insect protein
Innovations within insect protein are definitely less
attractive to most people than other developments. But
according to one report, the market for edible insects is
set to reach near $5 billion by the end of 2027. Cricket
biscuits don’t sound like the most appetizing snack in the
world. But earlier this month, the EU voted to approve the
first insect product for human consumption. The product
in question is dried yellow mealworm from the biotech
company Agronutris.
What does this mean for business across the globe? Should
the insect protein field expand beyond its current horizons,
it will have effects on nearly every dimension of the food
and beverage industry. The number of jobs available across
the entire supply chain will increase drastically, from R&D
roles down to supplying products to vendors.

>> Stay alert: Keep an eye on all the newest trends
and developments in global work culture. We’ve learned
to adapt the way we work and expect others to work,
and this could continue to change as we enter a postpandemic future.

Innovations like these could
mean the next revolution in
agriculture.

Lisa Finney
Global Head of Clients
Hong Kong
lisa.finney
@procoglobal.com
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EXECUTIVE SEARCH

Planning for the future:
A crucial business imperative

On the cusp of exiting the pandemic
for good, the future of the food and
beverage industry is only now settling and
coming into focus following a turbulent
eighteen months.
Our industry, like every other industry, has been changed
forever. But one thing will always remain true, the F&B
sector has a great history of innovation and change which
is key if companies are looking to prosper going forward.
As this report has demonstrated, no company can afford
to stand still. Instead, each must tackle the four key
topics mentioned in this report: diversity, innovation,
digitalization and sustainability. With the Earth’s
population expected to grow to 9.8 billion in 2050, and 11.2
billion in 2100, this change is inevitable. Companies need
to rethink and redesign their offerings prioritizing these
four key pillars - and then re-evaluate every link within
their supply chain - to succeed.
If a business is to expect a strong bounce back from the
havoc of the pandemic, future planning will be more
critical than ever. This means that it’s becoming of
paramount important to find and retain the best talent,
to make sure a business is well-situated for the future.
Organizations are showing an increasing desire for a
workforce that can anticipate the future and navigate
through ever-changing landscapes. Companies are
increasingly emphasizing behavioral competencies when
searching for candidates across all levels. Supply chain
professionals are experiencing unprecedented headhunt
approaches, and we expect to see demand remain
‘extreme’ - particularly at the Manager to Director level.
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With more sustainably and ethically viable processes in the
pipeline, it is essential to prioritize and create favorable
scenarios for innovations to work. It’s a question of being
agile, getting products from factories to the shelf in a
much shorter time.
Consumer trust is now the most crucial factor when it
comes the future of the food and beverage industry.
Mindful eating patterns will continue to dominate
consumption trends. Therefore, it is high time for
manufacturers to start acting upon the process to
support a holistic and healthy living.
The biggest challenge facing the F&B sector is recruiting
and retaining employees who can meet job requirements
that are quickly evolving and becoming more tech-reliant
due to the pandemic. New career paths are starting
to open up as businesses change and embrace new
technologies and innovations.

We can help
you design and
implement your
vision of the future.

Whether you’re about to begin a search or you are a
candidate thinking about your next career move, feel free
to connect with myself or any member of the consumer
team to see how we can help you, or your busness succeed.
We can help you find the best people, for your people.

Sebastian Jaimes
Head of Consumer Markets
The Americas, New York
sebastian.jaimes
@procoglobal.com
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Our Specialist Services

About Proco

Competitor Analysis

Since its inception, Proco has never advertised
a role on a job board or on social media.

We provide clients with critical information about their direct
competitors to provide an advantage in the recruitment market.

Market Intelligence
A deep understanding of both the recruitment market as a whole,
and a chosen sectors to assist with future hires.

Skill-Specific Talent Pools
We build a bespoke ‘database’ for our clients by identifying,
researching and then profiling relevant skilled individuals required.

Retention
We work alongside clients’ internal programmes to provide relevant
information to support ongoing initiatives and employer retention.

Succession Planning
We work hard to understand our clients’ long-term hiring plans
and confidentially build a specific talent pool to fit this requirement.
We develop talent lists in these circumstances by understanding
many potential contacts ideal next career move.

We use traditional headhunting methodologies, thoroughly mapping
the target markets and accessing the key talent. Our approach
enables us to maintain confidentiality on behalf of our clients and to
ensure a discreet and successful outcomes.
With our dedicated internal research team we have substantial
knowledge of the global and local markets. This results in reduced
timescales and a greater coverage, ensuring the highest calibre of
candidates possible. We work closely with the client to ensure that
the message communicated to the market regarding hires is both
positive and consistent.
We know that the client’s decision to retain a specific search firm
is a demonstration that they trust the firm’s strategic approach.
Our team of consultants assists both businesses and individuals at
every stage of their careers through our two brands:
Proco Global - Senior and executive supply chain recruitment
Proco Commodities - Energy and commodities executive recruitment
COMMODITIES

Visit procoglobal.com and prococommodities.com to discover more

LO N D O N &
BRIGHTON

VA N C O U V E R

ZUG

LOS A N G E L E S

N E W YO R K

H O N G KO N G

MEXICO CITY
SINGAPORE

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.

Our Consumer Markets Global Team

Get in touch with our Global Consumer Markets Team and let us know
how we can help your business develop.

procoglobal.com

