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* Drug Perfume and Hygiene products

** Analysis carried out by RelevanC, Casino Group’s data 
subsidiary: sales from customers with Casino Group banners 
loyalty cards, during the lockdown period 13/03 to 10/05 of 
2020 vs 15/03 to 12/05 of 2019, sales follow-up of «lookout» 
products = emblematic of a trend.

INSPIRATIONAL PRODUCTS 
NOTEBOOKS OF CASINO 
GROUP

Since these notebooks have been finalized before the Covid-19 crisis, we 
wanted to analyze its impact by monitoring sales of so-called «lookout» 
products**: the results show that the trends highlighted in these 
notebooks emerge reinforced.

Casino Group has always positioned innovation at the center of its development 
to satisfy and anticipate its customers’ expectations.
We are proud to have always been pioneers in ground-breaking innovations 
carrying commitments such as the first animal welfare label or the rapid 
development of bulk sales in our stores.

Positioning our product ranges on tomorrow’s underlying trends is at the 
heart of our business. We have the opportunity to be witnessing a particularly 
exciting period for the offer and we are convinced that it also heralds 
profound changes in our customers’ behaviors and habits.

Therefore, we thought it was important to share with you, our current 
and future partners, the convictions of our teams (Purchasing, Marketing, 
Offer, Innovation...) on the trends that will be structuring for food and 
DHP* products, and thus stimulate your reflections to prepare together the 
innovation of tomorrow.



THE 7 STRUCTURING 
TRENDS FOR TOMORROW

About twenty product specialists from the different banners of Casino Group 
(Monoprix, Franprix, Casino, Monop’, Naturalia) answered a questionnaire 
specifically designed to formalize their vision of the main structuring food and 
DHP products trends in the coming 2-3 years.

THE 7 TRENDS SELECTED AND SYMBOLIZED BELOW WILL BE 
EXPLORED IN THE FOLLOWING PAGES.
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of French people say they want 
less packaging, the world ‘s
strongest rate.
(source Kantar Food 360)

86%

of French people do not consider 
plastic packaging necessary for 
daily food products. 
(source Smurfit Kappa / Yougov)

78%

MORE THAN 
12 000 REFERENCES
of our brands screened in 2019 to optimize or 
reduce their packaging

ECO-DESIGN
PACK

  ALREADY HERE :
   Elimination of superfluous packagings and extended use of 
recycled materials : for example 1.6 tons of plastic already saved 
by removing it from around cucumbers at Monoprix, 160 tons of 
recycled plastic used in the Group’s products in 2019.

   Elimination of materials that are not or partially recyclable: 
progressive and systematic removal of plastics that disrupt sorting 
process (eg: black plastic trays).

     Eco-refills: detergents, cleaning products.

   Solid formats: deodorants, shampoo.

  FURTHER TOMORROW
   Systematic use of recycling materials to optimize reuse.

   Integration of more and more recycled materials for boxes and 
plastics. For example: a minimum of 25% PET recycled (= rPET) on 
all our packaged products with plastic, and up to 100% on DHP.

    Eco-design to improve sorting process and recyclability: materials 
selected for their functionality (mechanical and microbiological 
protection, ease of use...) and easily separable to improve 
subsequent sorting process.

ENVIRONMENT

COVID-19 IMPACT
Surge in sales of eco-designed refills 

for household cleaning products 
during lockdown.
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CORINNE AUBRY-LECOMTE 
Innovation and Quality Director

Eco-design is a strategic matter for 
Casino Group and its brands. In February 
2019, we signed the National Pact on plastic 
packaging. In 2019, more than 300 references 
have already been reworked and more than 
5,300 will be reworked in the next 2 years."



ENVIRONMENT

X3 = bulk growth forecast 
within 2 years.*

of French declare 
buying in bulk.*40%

ROMY TAIEB  
Innovation Manager 

Franprix Products

* (source Nielsen-2019)

SÉBASTIEN LEVY  
Sales director Naturalia

Bulk addresses both civic and budgetary 
aspirations: less packaging but also a priori less 
waste by buying just the right amount. It allows 
consumers to re-appropriate their purchase by 

choosing the quantity that suits the best."

We were among the first to widely deploy 
bulk selling for our food and hygiene-beauty 
offer within the new Franprix concept, and to 
encourage the use of reusable packaging".
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BULK 
PRODUCTS

  ALREADY HERE
   Dry groceries & condiments: seeds, starches, cereals and 
confectionery.

    Specialized offer in some stores : tea, coffee, spices, herbal teas, 
chocolate, pet food.

   Plastic reduction: new recycled and recyclable cardboard hoppers. 

    Liquids: Franprix has been a pioneer in wine, oil and vinegar.

   DHP : shampoo, shower gel, detergent, softener and household 
products.

  FURTHER TOMORROW
    More efficient distribution systems, more ergonomic and more 
environment friendly (plastic-free, refillable, ...).

   Reusable packagings better adapted to bulk and a widespread 
acceptance of containers brought in by our customers.

    The arrival of national brands with a new form of consumer 
communication to be reinvented on the shelves.

COVID-19 IMPACT

Pursuing growth of new customers during 
lockdown (+3 points in conventional 
channels) which will be consolidated 

thanks to more reassuring shelves (hygiene, 
ergonomics, etc.)



CLAIRE LUQUET
Casino Brand director

The Casino brand is proud to have 
initiated the first label enabling the evaluation 
of animal welfare in partnership with 3 animal 
protection NGOs. Our «Terre et Saveurs» chicken 
range was the first to inaugurate it in 2018." 

ANIMAL
WALFARE 

  ALREADY IN OUR STORES
   Labelling : Casino Group, precursor in 2018 with its 
«Animal welfare» label, unique in France and developed 
with three animal welfare NGOs (LFDA, CIWF, OABA). 
To ensure the improvement of farming conditions and 
the consideration of animals welfare within the chicken 
industry.

   Casino Group was the first retailer in 2020 to be offering 
in its stores, eggs only from cage-free hens, including 
national brands. 

  FURTHERTOMORROW
   Generalize: the animal welfare labelling approach was opened in 
2019 to all retailers and producers of the chicken industry. Already 
2 retailers and 3 producers have adopted it.

   Expand: to federate more and more animal breeding sectors in the 
labeling approach to expand the product offer and the choice of 
our consumers.

ADELINE AFFLATET
Director of Franprix’s Product Offering

ETHICS

of French people say being 
against production methods 
giving no outdoor access to 
animals 
(source Yougov – 2019)

87%

1/3 of French flexitarians base their 
choice with the intention to stop 
consuming animals that have 
been killed. 
(Source Kantar – 2019)
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Franprix was one of the first banners to sell 
“Poule House” branded eggs. We wanted to support 
this startup that makes it possible for hens to escape 
the slaughter which usually follows their maximum 
18 months of productivity. To go ever further in our 
partnership, we were PROUD to inaugurate at the end 
of 2019 a cobranding with the first organic “fondant au 
chocolat” «that doesn’t kill the hen»."

COVID-19 IMPACT
Neutral effect on this trend 
which continues its growth 
on the same rhythm than 
before the sanitary crisis.



VALÉRIE DUMORTIER 
Director of Quality Commitments 
of Casino Group

of French people say they buy 
local products as often as possible. 
(Source Kantar -2019)77%

of French people say that the 
presence of the “made in France” 
or “French origin” label on a 
product encourages them to 
purchase it. 
(Source Kantar -2019)

86%

ORIGIN 
       SUPPLY

ETHICS

  ALREADY IN OUR STORES
   Local : Monoprix’s “Bio Origines” launched in 2019, the 
1st organic range integrating local origin considerations 
and proximity of producers and their products.

   France origin : 142 channels contracted with partners 
by Casino Group’s banners, in all food products areas. 
The benefit: to guarantee better financial visibility for 
our producers through a commitment on volume and 
over time.

   Solidarity : Monoprix is the only banner to offer its entire 
UHT milk range according to the requirements and the 
specifications of the «who’s the boss» co-branding. 

  FURTHER TOMORROW
   Responsible together: a tool developed in partnership with 
ADEME* and available to industrialists allowing a Corporate 
Social Responsibility self-assessment of the raw materials 
used in products, according to the different challenges 
specific to each sector. More than 100 food industry sectors 
and 40 HPC categories are detailed. Deployment since the 
beginning of 2020.

* ADEME : French Agency for the Environment 
and Energy Control 
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CÉLINE DESANLIS 
Director of Monoprix 
private labels

The consumer is becoming 
more and more militant 

in his purchases and is looking for 
products that are more respectful of 
the environment and the people who 
produce them. This is the meaning 
of the evolution of our «origin» 
organic offers which integrate these 
aspirations."

Because reducing the environmental 
impact of the raw materials used to manufacture 
a product will become more and more essential, 
we have developed in partnership with ADEME*, 
a unique and user-friendly tool that enables 
manufacturers to assess themselves and identify 
ways of progress."

IMPACT COVID-19
Reinforcement of the organic sector 

(growth higher of more than 10 
points of percentage) in regards with 

conventional products during the 
entire lockdown period.



NATURALNESS 
& SIMPLICITY 

HEALTH • NATURALNESS

  ALREADY IN OUR STORES
   Nutrition has always been a strategic pillar for Casino Group which 
was the first retailer to sign the National Nutrition and Health Plan* 
in 2018. As of 2020, Casino brands will apply the Nutriscore label 
on their products.

   Clean Label: Casino Group has a voluntary approach regarding the 
withdrawal of controversial substances. For example, we were the 
first to remove titanium dioxide from our branded food and HPC 
recipes; and 40 other substances are to be removed soon.

    1st group to sell the «Pesticide Residue Free Guarantee» in its 
Casino frozen vegetables range.

  FURTHER TOMORROW
   Developing offers of raw products to support homemade, and 
build associated pedagogy directly in the point of sales.

   Supporting technological innovations minimizing the use of food 
additive while guaranteeing the same food safety. 

   Using digital tools to communicate in full transparency regarding 
our products (application, blockchain ...).
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of French people prepare 
themselves their soup. 
(INCA 3 ANSES 2017 study)54%

of French people say they care of 
the ingredients list and nutritional 
information on products (compared 
to 55% in 2016).
(source : Kantar Food 360, 2018)

62%
COVID-19 IMPACT

Homemade has become essential 
during the crisis and will strengthen 

if a wider and more innovative 
range is developed. 

STÉPHANIE GUILLONNEAU
Director of Food Supply 
of Monoprix.

To define a qualitative product, 
French people cited in 2000 “the taste”. 
Now, they answer coming first is «an 
organic food», just followed by the word 
«without». ‘‘



VEGETAL

HEALTH • NATURALNESS

  ALREADY IN OUR STORES
   New seeds : exotic (teff, chia...), old varieties come back (hemp, 
amaranth...), germinated seeds.

   Dairy substitutes : after the boom of vegan juices, now desserts 
and the first «cheeses».

   Meat substitutes : grand premiere of “Beyond Meat” brand 
distribution, and support of numerous startups (HARI&CO, Magic 
Bean, Les Nouveaux Fermiers, …). 

   Vegetable superfood : turmeric, “moringa”…

  FURTHER TOMORROW
   Even more pleasure and greediness.

   Simple recipes, not much transformed and with fewer additives.

   Accessible prices to as many people as possible.

   A «complete» profile for animal protein substitution more balanced 
dietetically.
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COVID-19 IMPACT
No peak in consumption but continuing 

penetration of vegetable-based products 
purchases.

of meat consumption 
in 9 years. 
(source CCAF Credoc)-12%

1/3 of French people declare 

themselves flexitarians.
(source Xerfi)

+

SABRINA HUMEAU
Fresh Products Merchandise Manager 
of Casino brand 

The share of products enhancing the 
presence of vegetable ingredients is rising 
significantly. Yoghurts with a vegetable component 
(coconut, soya, etc.) already account for 1/4 of our 
sales. Our range of vegetable products will continue 
to expand in all categories, in line with French 
consumers’ demand for naturalness."



EVER MORE 
FLAVOURS AND 
SENSORIALITY

PLEASURE
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of French people think that food is 
all about pleasure.  
(Source Kantar Food 360)63%

French gastronomy entered the 

UNESCO’S INTANGIBLE 
CULTURAL HERITAGE IN 2017.

  ALREADY IN OUR STORES
   Intense flavors : spicy (Espelette pepper), sour 
(«the rise of pickles»), bitter (IPA beers).

   Sophistication : partnerships: «Starred Chefs» 
(Fanny Rey), French Best Workmen (Florent 
Boivin, Frédéric Lalos).

  Fermented foods : kombucha, kefir. 

   Healthy snacking : Funky Veggie at Franprix, 
Monoprix «food to go» range with the blogger 
Clemfoodie. 

   Self-service : our cold salad bars & our range of 
hot ready-to-go meals at Franprix, Monoprix.

  FURTHER TOMORROW
  Receptive to originality : food from elsewhere or the rediscovery of 

     ancient practices.

   In search of sensoriality coupled with nutritional benefits: algae, 

    super foods. 

   Encourage in-store experiences (e.g., kitchen installed in one of 
our Franprix, cooking workshops, sharing recipe ideas, product co 
creation with consumers...).

COVID-19 IMPACT
Pleasure products were the big win-

ners during the lockdown period, 
particularly premium private labels, 

which grew up by 15%.

OLIVIER REGO 
Director of Monop banner 

Reinventing the daily 
shopping pleasure and proposing 
new solutions for ready-to-go or on-
the-spot-meal are the two main axis 
that have structured the new Monop 
concept."

Taste and pleasure are at the heart of 
our product development process. 

Every year, we carry out a Sensory Barometer 
on more than 450 products of our brands that 
we benchmark to the leading market brands to 
make sure we are always the best bidder.» 

VINCENT BARTHELEMY 
Quality Director of 
Casino Group 





Casino Group is a major and reputable player in the French retail market, and a leader in the global 
food retail market, with more than 11,000 stores around the world (France, Latin America and the 
Indian Ocean). The Group has built up a portfolio of solid banners, dynamic and complementary 
thanks to a workforce of more than 220,000 people driven by their passion for distribution and 
customer service, which generated net sales of €34.6 billion in 2019. In all the countries where it 
operates, Casino Group focuses its development on the formats with the highest potential and 
on its adaptability to meet the needs of its customers, today and tomorrow. 

For more information : www.groupe-casino.fr 

ProtéinesXTC is a strategy and communication consulting agency dedicated to the food, health 
and innovation sectors. We help brands to reinvent themselves, with the ambition to have both 
a positive impact on their economic development as well as on the societal. We intervene on 
the entire value chain to address the issues and challenges faced by our clients by relying on our 
scientific and marketing expertise.

For more information : www.proteinesxtc.com

Relevanc’s mission is to build the best marketing, insights and advertising solutions retailers 
and their customers, using data, artificial intelligence and ready-to-use platforms. Relevanc is 
structured in two divisions:

   RelevancMarketing Solutions develops loyalty, personalization and insights solutions for retailers.

   Relevanc Advertising offers measurable media solutions, enriched with Casino Group’s brands 
transactional data for advertisers

By leveraging its extensive and granular shopper data, and its 10 million shoppers with a loyalty 
card, Relevanc assists its clients in improving their understanding of consumers’ behavior and 
identify new consumption trends.

For more information : www.relevanc.com


