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INTRODUCTION

Key findings
Sustainable products at a glance
From ESG to ROI: How sustainability strategies drive opportunity
Common strategies and their implications for FMCG resilience
From internal barriers to growth: The real business case for corporate sustainability
Resilience in action: Sustainable products weather the storm

LEADING PLAYERS

Concentrated power, scaled impact: FMCG leaders are key to sustainability progress
Sustainability strategy consistently delivers across the portfolios of the top 10 players
Nestlé scales dairy regenerative agriculture in Brazil
Global leaders win by localising sustainability strategy
Unilever’s reuse/refill trials boost engagement by showing triple impact in India

STRATEGIES IN TRENDING TOPICS

Sustainability impact in selected trending topics
Beyond affordability: From price pressure to purpose-driven growth in food & beverages
Beyond affordability: Nudging consumers to shop more sustainably
M&S expands plant-based options in the UK
Albert Heijn launches plant-based blended dairy and meat products in the Netherlands
Sustainability impact in selected trending topics
Intentional consumption: W ith “natural” ubiquitous, proof creates an advantage
Intentional consumption: Building future-ready value in sustainable pet food
Mars’ Next Generation Pet Food Program
Blue Buffalo’s new Love Made Fresh range in the US

FUTURE DRIVERS OF STRATEGY

Where FMCGs will place their next strategic bets
The next growth wave: Designing effortless sustainable living
Why sustainability is now central to FMCG risk and resilience strategy

CONCLUSION

The sustainability growth strategy: How top players create advantage
Where growth will concentrate: The future competitive quadrants
How to operationalise the s ustainability growth strategy

APPENDIX

Sustainability Product methodology
Passport Sustainability coverage

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
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Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/competitor-strategies-in-sustainability/report.


