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Source: KPMG International, ‘2017 Global Consumer Executive Top of Mind Survey’
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Global Thought Leadership

o
1 Soft drinks 46 74
2 Packaging 66 64
3 Dairy 41 58
4 Ingredients 55 51
5 Wine 38 49
6 Spirits 28 41
7 Beer 56 37
8 Bakery 15 31
9 Services 17 27
10 Meat 20 23
[2016/17 22'E A E U S Moo 52 o5 |
(o =29)
A71Y mels7|gy Helfjl# 2
* Amazon (US) Whole Foods Market (US) 137.0
1 Hershey (US) barkTHINS (US) N/A
2 PepsiCo (US) KeVita (US) 2.0
3 Roark Capital Group (US) Jimmy John's (US) N/A
4 US Foods (US) FirstClass Foods (US) N/A
5 Constellation Brands (US) High West Distillery (US) 16
6 The Campbell Soup Company (US)  Habit (US) 0.3
7 Tyson Foods (US) (AijSv)ancePierre Food Holdings 320
8 Sovos Brands (US) I;/(I)i(c)gze(IUAS;\gelo’s Gourmet N/A
9 Walmart (US) Jet (US) 33.0
10  Gores Holdings (US) Hostess Brands (US) 23.0
11  Southern Wine & Spirits (US) Glazer's (US) 170.0
12 WestRock (US) Multi Packaging Solutions (US) 23.0
13 Apollo Global Management (US) The Fresh Market (US) 14.0
14 Inbev (US) Karbach Brewing (US) N/A
15  Post Holdings (US) Weetabix (UK) 18.0
16  TSG Consumer Partners (US) Brewdog (UK) 1.2
17  Sysco (US) Brakes Group (UK) 310
18 Kellogg's (US) Parati Group (Brazil) 43
19 Coca-Cola (US) é%cﬁhciéfig‘;"erages Africa 315
20  MTY Food Group (Canada) Kahala Brands (US) 31
Source: KPMG International, ‘2017 Global Consumer Executive Top of Mind Survey’
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HOW KPMG
CAN HELP

Global Thought Leadership

[1] Data-driven Decision Support
* Data 7|, AFHTEfaL AAE 2o o] QAZEH X[ HA 75

© FAEYT R Y HISLUA N A3t

{ KPMG Approach »
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[2] Digital Marketing
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{ KPMG Approach »
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02-2112-0677
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02-2112-0326
jungsoopark@kr.kpmg.com
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02-2112-0827
hchung@kr.kpmg.com

02-2112-3009
hyunseokyang@kr.kpmg.com
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https://home.kpmg.com/kr/ko/home/industries/consumer-markets.html
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