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Latest 
developments 

Innovations we’re 
seeing across Europe 

and North America

Future food formats 

What will they need to 
deliver? 

The evolving food-
to-go market 

Latest trends & 
developments



Guided study tours of the 

latest food-to-go formats

igd.com/retailsafaris

6 November

Tobacco Dock, London

igdlive.com

Insight on 400+ retailers 

and 100+ markets

retailanalysis.igd.com
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Experience Interact Learn
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Ireland

Visit for:

Best in class 
food-to-go in 

convenience & 
forecourts

London 

Visit for:

Best in class 
food-to-go 
specialists

Norway

Visit for:

Best in class 
food-to-go 

hybrids and 
forecourts

Paris:

Visit for:

Sustainable 
convenience/ 

food-to-go fusion 

Netherlands

Visit for:

How big retailers 
are making the 
most of food-to-

go

North America West 
Coast, Seattle & 

Vancouver 

Visit for: 

Better for you concepts

Better for the planet 
concepts

Tech innovation

Coffee!

North America East 
Coast, Toronto, 

Boston & New York

Visit for:

Great execution of best 
in class food-to-go in 

supermarkets

Our top food-to-go destinations



A robust(a) growth opportunity
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£17.8bn £22.8bn

2018 2023

+6%

Vs 2017
+5%

CAGR



A robust(a) growth opportunity
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€458m €560m

2018 2022

+5.4%

Vs 2017
+5.2%

CAGR

Bord Bia Irish Foodservice Market Insights, 2018



Food-to-go is a great fit with evolving consumer 
preferences and lifestyles
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Help me 

save money

Help me 

save time
Help me get the 

best quality

Help make 

it easy for me

VALUE TIME QUALITY EASE

Source: IGD Research



Food-to-go is attracting greater interest from retailers 
and restaurants alike
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Food-to-go in context

• Health & wellness + choice = opportunity 

• Giving back is delivering more 

• Hot growth opportunities abound

• New partnerships will be needed to differentiate

• Stores will need to drive deeper engagement – becoming more local and more relevant 

• New places, new positioning and new food solutions  



What food-to-go consumers want more of:
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Percentage of shoppers who would like a larger range of 
these types of products

44%

31%
30%

23% 23%
21%

17%
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Hot food-to-go Cold food-to-go Vegetarian food-
to-go

Drinks to-go Dairy free food-to-
go

Vegan food-to-go Gluten free food-
to-go

Health & wellness + choice = opportunity 
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Giving back is delivering more 
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Hot growth opportunities abound
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New partnerships will be needed to differentiate
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Partnerships a strengthening trend
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Stores will need to drive deeper engagement –
becoming more local and more relevant 
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Markthall, RotterdamEataly, Milan

Foodhallen, Amsterdam Time Out Market, Lisbon
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Food-to-go in context

• Health & wellness + choice = opportunity 

• Hot growth opportunities abound

• Giving back is delivering more 

• New partnerships will be needed to differentiate

• Stores will need to drive deeper engagement – becoming more local and more relevant ? 

• New places, new positioning and new food solutions  



CENTRAL MARKET 
HOUSTON, TX

New places, new positioning and new food solutions 



WHOLE FOODS 
MARKET, 

CUPERTINO, CA



How do we believe stores will evolve to stand out?
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Relevant Efficient

Different

Value for money

Ranging

Shopping mission

Personalisation

Store operations

Technology

Checkout and payment

Ecommerce model

Culture, people and 
company values

Design/immersive 
experience 

Proposition elements Partnerships

Private label
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1. Start of by building a deeper understanding 
of consumer missions…

2. and telling them and showing them you 
understand their needs and mission. 

3. Create enticing environments, with relaxed 
seating area(s). 

4. Deliver a service focus to match the mission  
(using digital where relevant). 

5. Be more of a community hub – using events 
to draw customers in more often and sell the 
dream.   

6. Ensure local differentiation between stores 
(even within the same chain).

7. Deliver breadth of food-to-go offer (cuisines, 
free from, vegan etc) underpinned by great 
coffee. And rotate. 

8. Think about economies of scale across fresh, 
food-for-now and food-for-later.

9. Pricing to match the mission – and breadth of 
price points where required. 

10. Put seasonality at the heart of your appeal, 
use it in your promotions, and deliver an 
ethically sound supply chain.



Gavin Rothwell

gavin.rothwell@igd.com +447803663601  www.linkedin.com/in/gavinrothwell

Thanks for listening!

mailto:gavin.rothwell@igd.com
http://www.linkedin.com/in/gavinrothwell

