
CAGNY 2019 roundup
In February, some of the most preeminent CPG companies 
gathered for the 48th annual Consumer Analyst Group of New York 
(CAGNY) conference. We listened and here is what we heard …

Key themes

Product  
and service 
innovation

Operational 
excellence  
and efficiency

Digitization of the 
path to purchase  
and last mile

Business  
portfolio 
optimization

Health and wellness, 
social responsibility, 
and sustainability

* 	 23 CPG companies presenting at CAGNY 2019.

	 Source: Deloitte analysis, 2019.
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Four strategies gaining executive attention

100% of companies talked 
about core innovation

More focus on adjacency (85%) 
and transformation 
innovation (40%)

Move away from Stage-Gate  
to design thinking, agility,  
and people-centric  
innovation methods

Integration of product  
and technology to  
develop new solutions 

•• “Digital nose”

•• “3D printables”

•• “Flavor Maker”

85% of companies talked 
about next-generation cost 
improvement

Less ZBB and more 
operational restructuring 
(85%) and focus on COGS (75%)

Restructuring and 
centralization of global 
procurement and  
supply chains

Supplier and SKU 
rationalization, as well  
as product redesign

75% of companies talked 
about the race for consumer 
intimacy

Move toward mass one-to-one 
brand building fueled by big 
data and analytics (50%) and 
technology

40–50% of media spend now 
on digital

Move away from external 
agencies to internal media 
content factories

35% of companies talked 
about digitizing the core

Building and scaling 
next-generation capabilities 
through digital:

•• B2B: E-sourcing and  
supplier management

•• B2C: Digital hubs and  
data platforms

•• Core: Cloud-based  
ERP systems  

•• Analytics: Artificial 
intelligence

New innovation model
Next-generation  
cost improvement

Race for  
consumer intimacy

Digitizing the core

Coverage by topic (% of companies)

Emerging market growth
Go-to-market changes

M&A

Margin improvement and cost reduction
Supply chain and operational excellence

E-commerce and direct-to-consumer

Marketing model changes

Innovation 100%
83%

74%
70%
70%

65%
65%

61%
48%
48%
48%

43%
39%

35%
30%

26%
26%
26%
26%
26%

Premiumization and revenue management

Agile development and flexibility

Local brands
Social responsibility

International expansion
Digitizing the enterprise

Divestitures and portfolio optimization
Big data and analytics

Sustainability

Ecosystem and partnerships

Organizational realignment (incl. SSC)

COGS improvements

31%

32%

20%

-19%
25%

15%

20%

16%
-17%
-31%

New!

New!

Increase Decrease

Top movers versus 2018


