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Economics Megatrends Opportunities
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Capital vs Labour…... 
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Deng Xiaoping, Thatcher & Reagan
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The evolution of globalisation
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Global GDP/capita (1960-2021) Global inflation (1980-2021)
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Duty Free Sales (1990-2021)

Sources: IMF, Generation



Global ‘leveling up’
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Political & economic tides
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The world in a state of flux?

8 November, 2022 (Sources: Fitch, IMF, World Bank, The Economist)9



Three global megatrends
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Middle-class growth Technological progress Climate change



Trend #1. Growth of the global middle-class
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8 November, 2022 (Source: World Bank Global Middle Class Growth Forecasts to 2030)11



Developed or Emerging
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Pre or Post Millenial

Stretched

Enthused



Trend #2. Technological Progress
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‘I give money I don’t have, 
to kids I don’t like, 

to do things I don’t understand.’



Trend #2. Technological Development
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Web 1.0 Web 2.0 Web 3.0



Trend #3. Climate Change

Sources: NASA, YouTube, Time Magazine, IATA

Earthrise, Apollo IX, 1968

Time Magazine, Person of the Year, 2019
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Carl Sagan, US Congress, 1985



8 November, 202216 (Source: Euromonitor)



Food is a key category…

30%
of purchases include Food

#2
Most purchased category

(Beauty 48%)

with the highest consumer appeal…

but significantly underexploited

Confectionery as % of packaged food 

#2
#1

Domestic GTR

Confectionery Non Confectionery

7%

77%

Food

8 November, 2022 (Sources: M1ndset Food Research 2022: Rated in Top 3 most appealing categories to purchase in GTR; Euromonitor & Generation 201917



One key opportunity in Travel Retail
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Value: Coffee and Wellbeing (VMHS) present new growth opportunities 

84%

Sources: 1 - Opportunities for the Food Category in Travel Retail, M1nd-Set 2022, 2 -McKinsey ‘Feeling good: The future of the $1.5 trillion wellness market’

41%

Wellbeing is rising 
rapidly as a priority, 
post-covid2

Coffee has 1.5X 
likelihood to buy 
vs. confectionery1
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Value: Coffee and Wellbeing in execution
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Engagement: digital and physical

Pre-trip

Intrigue/Curiosity 

Airport

Exclusivity/Opportunity 

During Trip

Exclusivity/Opportunity 

On Route 

In Store 8 November, 202221



Regeneration: to protect, renew and restore
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Sense of Place: Local foods and global brands
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Execution: Unleashing the potential of food 

STRATEGICALLY ADD LEVERAGE SoP

Gifting

CONFECTIONERY

Self Treat / 
On the Go

Sharing

Premium / Value 
Up Products

GLOBAL BRANDS

Exclusive to 
Market / Channel 

Gifting

LOCAL FOOD 

Memories
for Me

One “Super’’ food category  

BUILD CORE
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EARS EYES

HEART

Chinese character for ‘listening’
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