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#FutureReady

The consumer is dead

Chinese live streamer Li Jiaqi sold $1.7B of merchandise 
in a single 12-hour livestream.

On average, five new CPG brands have launched every week 
in the past decade.

Within 20 years, half of the S&P 500 will be new. 

The ever-increasing pace of change is stunning – and companies 
are struggling to keep up with leapfrogging consumer expectations. 
At the same time, technology continues to rewrite the rules of 
business – and reimagine the possible. Consumer goods companies 
seeking to build today's best-in-class capabilities will have fallen 
behind by the time the future arrives.

At the heart of this change is the human being.

The human condition continues to change at an ever-increasing 
pace. Technology and large-scale cultural forces fundamentally alter 
how people live, work, and play — and, most crucially for CPG 
brands — how we seek to satisfy needs ranging from the most basic 
to the aspirational. The pandemic only accelerated those long-term 
trends. Today, people are re-entering the world with a set of 
permanently altered priorities and habits.

Long live people
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#FutureReady

Our 
Human 
Needs

Holistic Health 
& Wellbeing

Doing Real 
Good

Virtual 
(Re)creation

Becoming 
My Best Me

I will continue to…

68%
Shop more health 
consciously

67%
Spend more time on 
self-care and mental 
wellbeing

59% Exercise more

53%
Use technology to 
access health care 
(e.g., telemedicine)

Plan to learn new 
skills or complete 
education online

>50%

Are exploring new 
sources of income

>50%

Even before C-19, 
sustainably 
marketed brands… 

Grew 7.1x faster than 
conventional 
products – and 
continue to grow 
during pandemic

Only 16% of market 
share, but 55% of 
market growth

Price premium of 
39.5% – and  
increasing

… And, 85% of individuals 
consider indulgence an 
important factor for health

Have purchased a 
physical good in a 
virtual world

42%

Metaverse 
for all ages:
58% of Gen Z, 
61% of Millennials, 53% 
of Gen X, and 34% of 
Boomers
are interested in virtual 
living

Source: Accenture Research

These shifting habits, paired with the rapid advances in technology and the emergence of new disruptions like the metaverse, represent 
an inflection point. By putting real people at the center of their thinking and embracing the potential of new technologies, CPGs have the 
opportunity to redefine the industry.
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Welcome to the new era 
of innovation – powered 
by humans
Disruption is increasingly driven by new business models predicated 
on human and other kinds of data, opening the door to new sources 
of growth. Data-led business models and engagement will not only 
differentiate brands, but also provide insight that drives new and 
continuous innovation. L’Oréal’s CEO, Nicolas Hieronimus made the 
following statement in his speech during CAGNY 2021: It's a virtuous 
cycle where we know what the consumer wants [and] at the same 
time, we feed our laboratories and our R&I with this consumer data 
that will allow them to invent future products.

More than ever, individuals — not companies — are the ones who 
own and architect the brand. And existing business models prove 
that consumers expect to be active participants at every stage: as 
investors through platforms like Indiegogo; as manufacturers with 
at-home options like Bartesian; and as creators, marketers and 
sellers through platforms like Etsy.

This shift is creating a tidal wave of innovation — and increased 
competition. On average, five new CPG brands have been launched 
every week for the past decade, often with new business models 
that defy the conventional wisdom about what CPGs provide.

C’est qui le Patron, a dairy 
company in France, actively 
involves consumers in the co-
development of the product 
and business model by giving 
each individual consumer the 
opportunity to vote on a 
variety of strategic decisions, 
including product design, 
production and even supplier 
compensation. This unusual 
consumer engagement has 
propelled 
the business to the No. 4 dairy 
brand in France.
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These changes in human behavior are far from the only challenges 
threatening the industry’s long-term prospects for growth. 
Competition among deep-pocketed incumbents continues to be 
fierce. Margins are increasingly under pressure as advertising, raw 
materials and other costs continue to rise.

Equally threatening is the continuing proliferation of channels and 
engagement models, with both traditional and online players 
increasing their span of control over end users. Pioneers like Alibaba 
reinvent retail through an ever-increasing array of services and 
platforms — with massive impact. A single Alibaba Taobao live-
streamer, Li Jiaqi, sold $1.7B (USD) of product in one 12-hour span 
during Singles Day 2021. Fifty-three percent of US consumers begin 
their product searches on Amazon, and Amazon generated over 
$30B in ad revenue in 2021, with 32% growth in Q4. 

Even traditional retailers such as Walmart, Kroger and Tesco are 
monetizing their shopper insights to create new services such as 
retail media and data services that they can sell to brands to 
increase profits. The high cost of selling through digital channels, 
and the complexity of managing brands across so many of them, is 
forcing CPGs to spend more just to sell the same products.

#FutureReady

Between a rock 
and a hard place



CPGs have a choice. They can be relegated to being 
simply the makers of products. Or they can rethink roles 
and relationships, reaffirming their critical place in the 
lives of human beings and shaping the future of 
commerce in this industry.

Source: Accenture Research

#FutureReady

Proliferating consumer & 
customer commerce models

All these factors represent existential threats to the 
industry. As other players capture a larger and larger 
share of consumer attention, CPG leaders are asking: 
What should my role be?
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Unlocking 360° Value
In the past, investors saw CPGs as the providers of slow growth and 
reliable returns. Increasingly, investors are asking for more, and 
pressing companies to look at new sources of growth while also 
demonstrating resilience and responsibility.

Financial success is not enough. Today, CPG companies need to 
embrace what we call 360° Value. This means looking beyond 
short-term financials to understand what generates enduring 
long-term, sustainable value in a world where people are more 
empowered than ever to choose the companies with whom 
they engage. 

A 360° Value approach balances short and long-term gains and 
simultaneously fulfills a range of objectives, from financial return to 
customer loyalty to employee wellbeing and diversity & inclusion to 
our footprint on the planet.

Importantly, leaders must start to think of these as interrelated 
priorities, and not simple tradeoffs. Sustainability is a good example, 
where companies can generate outsized financial return by doing 
the right thing. Even in the midst of the turmoil created by the 
pandemic, 60% of individuals told us they were making more 
sustainable and ethical choices. Analysis of Nielsen data by the NYU 
Stern Center for Sustainable Business found that sustainably 
marketed products grew 7.1x faster than conventional products and 
garnered a ~40% price premium.

Investors, too, are demanding that companies act. Blackrock’s CEO, 
Larry Fink, continues to highlight that “climate risk is investment 
risk” and that “climate transition is a historic investment 
opportunity.” He predicted that this would be represented in 
securities pricing, and in his 2021 Letter to CEOs, Fink pointed out 
that resulting capital reallocation against this opportunity actually 
accelerated during the pandemic.



Breaking free of any legacy mindset or operating model takes 
time, particularly for large organizations. This includes the long-
established approach for achieving industry dominance. 
Historically, CPGs have focused on winning by targeting current 
industry best practices. But given the rate at which technology 
and consumer habits are evolving, what is “best-in-class” will 
have changed by the time the company gets there. 
Thus, we encourage CPGs to take a cue from hockey great 
Wayne Gretzky: 

Future Ready CPGs make the leap to mastering emerging 
capabilities in the areas where they must win – before the 
puck is out of reach.
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The path forward

#FutureReady

Skate to where the puck is 
going, not to where it is. 

“
“



Future Ready CPGs will be a new breed of human-led, data-fuelled
businesses, able to effortlessly reimagine, grow and endlessly 
reengineer themselves. With 360˚ Value as their North Star, these 
companies will have the visibility across their value chain and the 
flexible manufacturing capabilities to put real human beings — with 
all their complexity, contradictions and unpredictable shifts in taste 
— at the heart of everything they do. The transformation to being 
Future Ready begins when companies learn to incorporate humans 
as active participants in forging and defining their brands.

The story is simple, and yet profound. Future Ready CPGs will:

We have defined 12 Future Ready Characteristics that will be 
essential to CPG success within the next five years.

#FutureReady

Creating the 
Future Ready CPG

Seek and scale new growth, redefining the industry 

and their growth potential 

Create and deliver winning experiences, co-created 

with people and flexibly delivered as the partner of 

choice with customers and across the value chain 

Power their people so they can be human agents 

of new growth 

Unlock value through seamless, dynamic investment 

of resources 

Embrace sustainable purpose, integrated in their strategy, 

delivered through their offerings and executed through 

their operating model



The CPG 
Company of 
the Future: 12 
Characteristics

No company today is fully proficient in any single characteristic —
much less across all 12 — and you should not seek to be the master 
of all. By assessing their organizations’ capabilities against each of 
these characteristics today, leaders can set priorities for change 
that will drive the highest value for their organization tomorrow.

#FutureReady



Sustainable & 
Responsible business

Deliver Winning 
Customer Experiences

Power your People Unlock Value
Seek and Scale 

New Growth

The Characteristics of 
a Future Ready CPG
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The ways in which CPG companies identify and realize new growth 
opportunities are overdue for change. They need to move from 
thinking about the “total addressable market” (as defined by 
existing CPG categories) to the “total addressable problem” (as 
defined by human needs). 

The old pathways to innovation are not enough; people are 
demanding holistic solutions. If we are to seize these 
unconventional — and superbly valuable — opportunities, 
we must embrace new business models, disruptors and 
innovations from outside the industry.

Seek and Scale 
New Growth

Copyright © 2022 Accenture. All rights reserved. 12

Seek and Scale 
New Growth
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Future Ready CPGs will be “human first”, collaborating with 
individuals as co-creators and integrating human needs and 
preferences into every part of their process — from R&D to 
marketing to sales — and delivering seamless, relevant 
experiences for consumers and customers across channels.

Create & Deliver 
Winning Consumer & 
Customer Experiences

Copyright © 2022 Accenture. All rights reserved. 13

Deliver Winning 
Customer Experiences
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For any company, executing on strategy comes down to people –
and executives increasingly express concern about their ability to 
recruit, develop and retain the intrapreneurial, flexible and future-
skilled talent they need. Future Ready companies will work to 
empower and align their people around their organizational 
purpose, with the skills, insights and technology that enable 
democratized decision-making – and unbelievable productivity.

Power Your People

Copyright © 2022 Accenture. All rights reserved. 14

Power your People



Future Ready CPGs will focus on a more comprehensive definition 
of value, continually allocating and reallocating resources to meet 
consumer demand and maximize ROI beyond financials.

Unlock Value
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Unlock Value



Sustainable and 
Responsible Business
Do well by doing good

Sustainability is an overarching commitment that will inform every 
aspect of the Future Ready CPG, and must be embedded in every one 
of the other characteristics. Today’s piecemeal approach to investing 
in change does not meet the rapidly rising expectations of consumers, 
and often leads to accusations of greenwashing. Tomorrow’s leading 
companies will understand that sustainability drives long-term growth 
and viability.

Copyright © 2022 Accenture. All rights reserved. 16

Sustainable & 
Responsible business
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Next steps Though Future Ready CPGs will demonstrate proficiency in all 
12 characteristics, not all should expect to achieve world-class 
status in every characteristic in the near term. These 
characteristics are meant to help leaders forge a clear view of 
the long-term strategy for their company against which they 
can execute over the next five to seven years.

Once aligned on a vision, CPGs should assess the maturity of 
their organization against the 12 characteristics and identify the 
organizational, operational and cultural obstacles to delivering 
ambitious net new growth in the near-term and beyond. This will 
make clear which areas to prioritize to drive the highest value for 
their organization.

No industry can survive in a state of perpetual catch-up. 
However, too many CPGs, preoccupied with short-term value 
and mired in a legacy mindset, have fallen behind, while what is 
considered “best-in-class” continues to advance by leaps and 
bounds. These 12 characteristics provide a roadmap to building 
a flexible, Future Ready business that can constantly reinvent 
itself to align with consumer expectations and better compete 
with younger, more nimble entrants.



With that roadmap in hand, your organization can invest in the 
technological solutions, organizational capabilities and human 
factors it needs to achieve Future Ready status. As your organization 
embarks on these changes, you must recognize the dependencies 
among the characteristics. For example, creating and delivering 
human-driven experiences will become easier when you commit to 
full value chain business planning, just as flexible intelligent 
manufacturing and fulfillment will be difficult to achieve without 
committing to fluid workforce management. As you make progress 
against each of these principles and characteristics, your 
organization’s definition of value will change for the better, with less 
emphasis on short-term financials and a better alignment with 360˚ 
value.

This is a formidable challenge that requires leaders who are focused 
but flexible and eager to embrace non-traditional paths. Above all, 
leaders must maintain a vision of 360˚ value that places human 
beings, with all their complexity and contradictions, at the heart of 
the entire organization, animating employees at every level and 
setting a course for perpetual growth.

#FutureReady
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How to get started

Evaluate your organization’s overall strategy and 
determine your current performance and level of 
aspiration against the 12 Characteristics – including those 
you will prioritize to create competitive differentiation.

1

Align your leadership on the prioritized characteristics, 
and the timeline for achieving competency in those areas.2

Review your portfolio and transformation plan. Ensure 
you have initiatives in place to achieve Future Ready status 
and that they are complementary and interconnected. 
Outline and regularly update your transition roadmap.

3

Valuate your organization’s ecosystem to determine 
whether you have the necessary partnerships and 
resources to achieve competency in the characteristics 
you have prioritized—and those beyond. Be clear about 
which partnerships you lack and devise a plan for 
creating those working relationships.

4

Make the pursuit of Future Ready status an ongoing part 
of your overall business strategy. Internalize the 
understanding that achieving Future Ready status requires 
the adoption of a new way of thinking, operating and 
acting—both today and well into the future.

5

#FutureReady



Accenture Analysis; Global data.

L'Oréal Finance : Presentation by Jean-Paul Agon and Nicolas Hieronimus at the CAGNY conference (loreal-finance.com)

How millions of French shoppers are rejecting cut-price capitalism”, Jon Henley, The Guardian, December, 2019,

https://consumervaluecreation.com/2018/02/18/flavorprint-personalizing-your-recipes-through-your-tastes/

Philips Healthworks: 19 startups looking for AI-solutions in healthcare

How Iris Nova Is Growing Through Data and Technology (uschamber.com

How It Works | Volition Beauty

Coca-Cola and Wabi: revolutionary plan for local shops (iproup.com) 

https://www.techcircle.in/2018/10/15/how-beverages-maker-paperboat-is-using-analytics-to-personalise-consumer-tastes

CNN - Breaking News, Latest News and Videos

Alibaba's Xunxi Technology Brings 'New Manufacturing' Model to Factories | Alizila

https://traxretail.com/customer-success/henkel/

WEF_Operating_Models_for_the_Future_of_Consumption.pdf (weforum.org)

Hershey: The Hershey Company at CAGNY 2021, 17th February 2021

www.accenture.com/gb-en/about/company/people-work-connect

The Tech Enabled Consumer Product Company | Aterian

The Method to their Success (target.com)

How Method Is Disrupting The Monochrome Cleaning Scene Through Colour And Design | The Drum

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

References:

18

https://www.accenture.com/_acnmedia/PDF-166/Accenture-CGP-New-Business-Models-Full-Report.pdf
https://www.loreal-finance.com/eng/news-event/presentation-jean-paul-agon-and-nicolas-hieronimus-cagny-conference
https://www.theguardian.com/world/2019/dec/04/french-shoppers-rejecting-cut-price-capitalism-nicolas-chabanne
https://consumervaluecreation.com/2018/02/18/flavorprint-personalizing-your-recipes-through-your-tastes/
https://innovationorigins.com/en/philips-healthworks-19-startups-looking-for-ai-solutions-in-healthcare/
https://www.uschamber.com/co/good-company/the-leap/dirty-lemon-growth-strategy
https://volitionbeauty.com/pages/about_us/
https://www.iproup.com/economia-digital/9590-coca-cola-and-wabi-revolutionary-plan-for-local-shops
https://www.techcircle.in/2018/10/15/how-beverages-maker-paperboat-is-using-analytics-to-personalise-consumer-tastes
https://lite.cnn.com/en/article/h_b998f7223297b0396d48df4c0cb339cc
https://www.alizila.com/video/alibabas-xunxi-technology-brings-new-manufacturing-model-to-factories/
https://traxretail.com/customer-success/henkel/
https://www3.weforum.org/docs/WEF_Operating_Models_for_the_Future_of_Consumption.pdf
https://hershey.gcs-web.com/static-files/2a8240ad-0b46-44e1-9ff7-81e5bd07e49c
http://www.accenture.com/gb-en/about/company/people-work-connect
https://www.aterian.io/
https://corporate.target.com/article/2012/04/the-method-to-their-success
https://www.thedrum.com/news/2016/08/22/how-method-disrupting-monochrome-cleaning-scene-through-colour-and-design


Oliver Wright
Senior Managing Director,
Consumer Goods Global Lead
oliver.wright@accenture.com

Karen Fang Grant
Managing Director,
Global Research Lead-
Industry Networks & Programs
karen.fang.grant@accenture.com

Accenture is a global professional services company with leading 
capabilities in digital, cloud and security. Combining unmatched 
experience and specialized skills across more than 40 industries, 
we offer Strategy and Consulting, Interactive, Technology and Operations 
services—all powered by the world’s largest network of Advanced 
Technology and Intelligent Operations centers. Our 699,000 people 
deliver on the promise of technology and human ingenuity every day, 
serving 
clients in more than 120 countries. We embrace the power of change to 
create value and shared success for our clients, people, shareholders, 
partners and communities.
Visit us at www.accenture.com

This content is provided for general information purposes and is not 
intended to be used in place of consultation with our professional advisors. 
This document refers to marks owned by third parties. All such third-party 
marks are the property of their respective owners. No sponsorship, 
endorsement or approval of this content by the owners of such marks is 
intended, expressed or implied.

Copyright © 2022 Accenture. All rights reserved. Accenture and its logo 
are trademarks of Accenture.

Sam Holmes
Managing Director,
Consumer Goods & Services
samuel.holmes@accenture.com

Guerric de Ternay
Management Consulting Principal,
European Innovation Lead –
Software & Platforms
guerric.deternay@whatifinnovation.com

Authors:

About Accenture

Accenture Research creates thought 
leadership about the most pressing 
business issues organizations face. 
Combining innovative research techniques, 
such as data science led analysis, with a 
deep understanding of industry and 
technology, our team of 300 researchers in 
20 countries publish hundreds of reports, 
articles and points of view every year. Our 
thought-provoking research developed 
with world leading organizations helps our 
clients embrace change, create value, and 
deliver on the power of technology and 
human ingenuity.

About 
Accenture Research


