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Dollar sales of sugar and sweeteners fell from 2011-16.
Three category segments (sugar, sugar substitutes, and

syrup) experienced overall declines, due to the
stigmatization of sugar, and concerns about artificial

sweeteners. Improving the perception of the category is in
order. The honey segment has flourished during the

period, garnering the highest perception of healthfulness
among products measured.

This report looks at the following areas:

• Sales of sugar and sweeteners decline from 2011-16
• Dollar sales of sugar decline from 2011-16
• 84% of consumers are limiting the amount of sugar in their diet

This Report builds on the tabletop sweetener analysis presented in Mintel’s Sugar and Alternative
Sweeteners – US, May 2015, as well as Sugar and Sweeteners – US, September 2014, 2013, and
2012.

For the purposes of this Report, Mintel has used the following definitions for tabletop sweeteners:

- Sugar (white granulated, brown, and powdered)
- Table syrup and molasses
- Sugar substitutes, such as Splenda, Sweet’N Low, Equal, Truvia, etc
- Honey.

The following categories are excluded from this Report:

- Chocolate and other dessert syrups.
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Liquid and easy-dissolve granules could resonate with cold beverage drinkers
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Figure 31: Sweetener statements – Role of sugar, September 2016
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Use of natural sugar substitutes in food/drink may do well to educate consumers about sweetener options
Figure 33: Sweetener behavior, September 2016

Weight control is the leading reason for sugar reduction
Figure 34: Reasons for limiting sugar consumption, September 2016

Women are more likely than men to limit sugar for weight management
Figure 35: Select reasons for limiting sugar consumption, by gender, September 2016

iGens are particularly health conscious
Figure 36: Select reasons for limiting sugar consumption, by generation, September 2016

Honey leads perception of health
Figure 37: Sweetener health, top rank and any rank, September 2016

A third of consumers think artificial sweeteners are bad for health
Figure 38: Sweetener statements – Bad for health, September 2016

Women are more likely than men to think agave is healthy
Figure 39: Sweetener health, any rank, by gender, September 2016

iGens are most critical of white granulated sugar
Figure 40: Sweetener health, any rank, by generation, September 2016

Figure 41: Sweetener statements – Bad for health, by generation, September 2016

Asian shoppers are less likely to think artificial sweeteners are healthy
Figure 42: Sweetener health, any rank, by race, September 2016

Figure 43: Sweetener statements – Bad for health, by race, September 2016

Trust in packaged food manufacturers is low
Figure 44: Sweetener statements – Packaged food, September 2016

Millennials appear more trusting
Figure 45: Sweetener statements – Packaged food, by generation, September 2016

Artificial sweeteners

Four in 10 consumers think artificial sweeteners should be avoided
Figure 46: Sweetener statements – Artificial sweeteners, September 2016

Half of iGens believe it’s best to avoid artificial sweeteners
Figure 47: Sweetener statements – Artificial sweeteners, by generation, September 2016

Half of Asian shoppers believe it’s best to avoid artificial sweeteners
Figure 48: Sweetener statements – Artificial sweeteners, by race, September 2016

Natural sweeteners

A quarter of consumers desire natural sugar substitutes, but don’t want to pay more for these
Figure 49: Sweetener statements – Natural sweeteners, September 2016

Natural sweeteners are most likely to resonate with younger consumers

Reasons for Limiting Sugar

Health of Sweeteners

Sweeteners in Packaged Food/Drink
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Figure 50: Sweetener statements – Natural sweeteners, by generation, September 2016

Added sugar

Added sugar does not appear to be a big concern among consumers
Figure 51: Sweetener statements – Added sugar, September 2016
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Figure 76: Sugar launches, by leading claims, 2012-16*
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Figure 77: Sugar substitute launches, by leading claims, 2012-16*
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