Food-to-go across Europe and
beyond

Trends and operators to learn from

Gavin Rothwell

Head of Retail Safaris and Food-to-go
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The evolving food-
to-go market

Latest trends &
developments

Source: IGD Research

Latest
developments

Innovations we’re
seeing across Europe

and North America

Future food formats

What will they need to
deliver?
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Experience

Retail Safaris

Guided study tours of the
latest food-to-go formats

igd.com/retailsafaris

Interact

Food- | =5/
to-Go 'GD@

6 November
Tobacco Dock, London

Igdlive.com

Costa Coffee reports revenue growth in H1 as expansion
continues

Conta e mmer. AR, e 15 et o D s 101
g a1

Presentations

Insight on 400+ retailers
and 100+ markets

retailanalysis.igd.com
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A robust(a) growth opportunity

+6%
Vs 2017
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A robust(a) growth opportunity R T

+5.4%
Vs 2017

2022




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

VALUE TIME QUALITY EASE

O20,0,©

Help me Help me Help me get the Help make
save money save time best quality it easy for me




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
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What food-to-go consumers want more of: @

50
45 44%

Health & wellness + choice = opportunity

Hot food-to-go  Cold food-to-go Vegetarian food- Drinks to-go  Dairy free food-to- Vegan food-to-go Gluten free food-
to-go go to-go

Source: IGD ShopperVista Food-to-go, Q1, 2017, to Q4, 2019
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Giving back is delivering more
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TONSIT VS YRS YO CCOTYT. . ONEYSN

doe mee. samen maken we
chocolade 100% slaafvrij

kijk wat jij kunt doen om onze missie te steunen! Q)
e



KARIBU MERU
MUCHOMBA FARM
A SECOND HOME TO PADDYS SCOTTS T
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every day, working to further social and
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Partnerships a strengthening trend

HANAL-U-

PREMIUM INTERNATIONAL FOOD
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Stores will need to drive deeper engagement —
becoming more local and more relevant
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- Eataly, Milan Markthall, Rotterdam

© IGD 2019 Source: IGD Research



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
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How do we believe stores will evolve to stand out?

Store operations

Shopping mission

Ranging @
Personalisation @
Value for money

Technology

Checkout and payment
Relevant ey

Ecommerce model

Design/immersive @ Culture, people and
experience company values
Proposition elements e @ Partnerships

Private label
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Thanks for listening!

Gavin Rothwell

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