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1. FMCG brands are facing multiple issues that threaten their business
model and growth.

2.  The old days of mass reach via TV are slowly (but surely) coming to
an end.

3. Mass reach in new channels must be assessddcheasured
differently.
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value/attention exchange with our consumers and slowing growth by
focusing on efficiency over effectiveness.

5. Finding the right balance between shtetm salesdriving and long
term brand health, with its proven effect on pricing power and
profitability.

6. Harnessing the secondover advantage in digital commerce.

7. The new thinking we need to succeed on new platforms.

8.  Learning from the agility and new models of the D2C brands.




In 2019, everything is competition. Brands compete
for attention with bloggers and 2dour rolling news.
They compete for shelf space with traditional
manufacturers and celebrdyacked starups in a
world where the shelf is virtual. They compete for
innovation against a backdrop of driverless cars and
contactless payment. They compete for purpose
when public consciousness, from plastics to politics,
has arguably never been higher.

Manufacturers are the guardians of exceptional,
longstanding and profitable brands. Bueglslike
they are under threat.

This article seeks to identify and describe the issues

we see as having both the largest and the most

immediate impact on the growth of FMCG brands.
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whose impact is either nascent or uncertain at this

stageq the likes of Al, Blockchain and Voice. It also

avoids getting into the weeds of implementation and

execution iar Techetc). Again important, but this

piece focuses on implications not particulars.



