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5.5 Bn
Global middle class 

by 2030 (*)

Source : European Commission https://ec.europa.eu/knowledge4policy/foresight/topic/growing-consumerism/more-developments-relevant-growing-consumerism_en

“Power of the Numbers”

https://ec.europa.eu/knowledge4policy/foresight/topic/growing-consumerism/more-developments-relevant-growing-consumerism_en
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Airlines
Airframe OEMs

Car & light truck OEMS
Motorcycles

T&M Industry Suppliers
Truck & Buses 

Trains

Yachts & Workboats
Commercial Shipyards

Food & Beverage
Beauty & Personal care
Household Products
Packaging
General Retailers

Tire
Manufacturers

Consumer
Electronics

Banking & Financial Markets
Insurance
Telecommunication
Logistics Solutions
Media & Entertainment

Pharmaceuticals & BioTechs
Medical Devices & Equipment

Power

Building & Facilities
Construction Products & Services

All 11 
industries

31 “Consumer 
segments” / 61

Source : European Commission https://ec.europa.eu/knowledge4policy/foresight/topic/growing-consumerism/more-developments-relevant-growing-consumerism_en

Furniture & Home Goods
Sport & Leisure Goods

Fashion & Luxury Goods
Specialist Retailers

5.5 Bn
Global middle class 

by 2030 (*)

https://ec.europa.eu/knowledge4policy/foresight/topic/growing-consumerism/more-developments-relevant-growing-consumerism_en
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1/3rd of the GDP growth(*)

to be captured by our 
customers’ brands

Source : European Commission https://ec.europa.eu/knowledge4policy/foresight/topic/growing-consumerism/more-developments-relevant-growing-consumerism_en

Middle Class Spending:
From $37 trillion in 2017
to $64 trillion by 2030

5.5 Bn
Global middle class 

by 2030 (*)

Food & Beverage
Beauty & Personal care
Household Products
Packaging
General Retailers

Banking & Financial Markets
Insurance
Telecommunication
Logistics Solutions
Media & Entertainment

Car & light truck OEMS
Motorcycles

T&M Industry Suppliers
Truck & Buses 

Trains

Furniture & Home Goods
Sport & Leisure Goods

Fashion & Luxury Goods
Specialist Retailers

Pharmaceuticals & BioTechs
Medical Devices & Equipment

Power

Building & Facilities
Construction Products & Services

Airlines
Airframe OEMs

Yachts & Workboats
Commercial Shipyards

Tire
Manufacturers

Consumer
Electronics

https://ec.europa.eu/knowledge4policy/foresight/topic/growing-consumerism/more-developments-relevant-growing-consumerism_en
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CONNECTED 
COMMERCE

 “No store, always On” retail
remotely experience before you buy, 
360° information, constant interaction

 More retail options
buy directly from brands, local producers, 
other consumers

 Seamless Delivery
On time, flexible, guaranteed, conscious

 Safe home : 
clean surfaces, clean air, ageing populations

 Multi purpose homes: 
life, work, learn, self care, food production, 
energy production

 Assisted home : 
smarter, automated, contextual

 Personalized home: 
our home, my place, my goods, my life

SAFER AT HOME

Our Strategy : Consumer Centricity
 Ethical consumption

maximize reuse, less impulsive 
buying, local preference

 Health & wellness
self care, home produced / 
prepared food, right ingredients 
and quantities, less animal protein

 Value Buying
Essential needs, less spending 
power, less impulse buying

SUSTAINABLE 
LIFESTYLES
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Centric PLM is helping 400+ Brands Getting Closer to Consumers

 Footprint increase continues !
 Cloud Offers and first 100% 

remote deployments
 ‘Market Awareness’: Agility in 

developing brand collections 
from anywhere is a major 
competitive advantage

 Sustainable Fashion requires 
precise DATA to understand 
and reduce footprint

WIP
Q4 2020
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Centric PLM: start of Mainstream Adoption in a Very Large Market

A global market of 64k brands
25k in Europe 
15k in North America
21k in Asia

Innovators Early
Adopters

Ch
as

m

Early
Majority

Late
Majority

Laggards

We are
here
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… Now Expanding Into Retail,
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…. And Entering Food Retail  
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DS Solutions are also Growing Very Fast in Food & Beverage…

2015 2016 2017 2018 2019

21% CAGR 
in Food & Beverage 
over the past 5 years

Total Software Revenue

Other CPG 
categories

Food
& Beverage
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Why? F&B Demands More Science and More Precision
1. Food Science / Food Tech

Plant
Agriculture Seed Grow

Plant Crop Food 
Ingredient

Food Recipe &  
Processing

Processed 
Food

Animal 
Agriculture Inseminate Grow

Animal Slaughter Protein Rich 
Meat

Food Recipe &  
Processing

Processed 
Food

Plant based 
Proteins Seed Grow

Plant
Crop 

+ Processing
Protein Rich 

Food 
Ingredient

Food Recipe &  
Processing

Processed 
Food

Single Cell 
(vegetal)

- based Food 

Microbiological cell 
(fungi, yeast, 
bacteria…)

Cell culture
Bio 

Processing
(Fermentation)

Protein 
Rich Food 
Ingredient

Food Recipe &  
Processing

Processed 
Food

Clean Meat 1 animal 
(biopsy) Cell culture

Bio Reactor + 
Scaffolding & 

structuring
Protein Rich 

Meat
Food Recipe &  

Processing
Processed

Food

2. Food Supply Network & Operations

DifferentiatorDifferentiator

PLATFORM OPTMIZATION
 Reduce sourcing costs
 Reduce production costs
 Reduce transportation costs
 Protect service levels
 AGILE RECONFIGURATION

Business Driver: the New Consumer Business Drivers: Margin pressure + the New Consumer (Demand)

Eg. The Race for Proteins

RETAILERS
• Real time Demand
• Distances & Transportation 

Costs to Customers 

FACTORIES
• Production Costs
• Plant Storage Capacities (in/out)
• Multi Site Capacities

SUPPLIERS
• Seasonal Production Capacity
• Contracts with Suppliers
• Buying Costs
• Distances & Transportation Costs from Suppliers

PRODUCTS
• Finished Goods
• Raw Materials
• Recipes for each plant
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“Home as a Platform”: Consumer Centric Value Chains
General 
Contractor

Craftsmen

Consumers

Interior 
Designers

Business Driver : 
the New Consumer
‘safer at Home’ 
resulting in an accelerated 
growth of Home 
Improvement categories / 
Retail

Differentiators:
HomeByMe

C2B Experiences
DS installed base in 

multiple segments / 
industries

3DEXPERIENCE 
Communities, Content
& Marketplace
management

e.g. Kitchen Value Chain

Building & Facilities, 
Construction products & services

Furniture &
Home Goods

Consumer
Electronics

Specialist
Retailers
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“One more thing” : Connected Commerce

DS Existing 
Customers
and Users

E-commerce Platforms

Differentiators: 3D Content repurposing, 
3DEXCITE knowledge & know-how

New Users :
capturing sales & 
marketing budgets

Tomorrow: 
EXPERIENCE Platforms

‘Accelerating Five Years in Five Month’
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 Centric PLM 
Mainstream Adoption 
& Expansion into Retail5.5 Bn

Global middle class 
by 2030 (*)

 Huge Opportunity
 All industries

 Home as a platform, 
‘Experience Commerce’ via 
By.Me + 3DEXPERIENCE

 Science & Precision 
in Food, Beverage & Beauty 
with 3DEXPERIENCE

Consumers’ Perspective: In Summary
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