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Accommodation - Ireland

“COVID-19 has taken a heavy toll on Irish
accommodation providers, with revenue estimated to
have more than halved between 2019 and 2020.
Consumer anxiety with regard to the virus is seeing
many become skittish about booking future
accommodation.”

- Brian O’Connor, Senior Consumer Analyst

Atitudes e Habitos em Relacao a
Midias Sociais: Incluindo Impacto
da COVID-19 - Brazil

“As redes sociais foram de extrema importancia para os
brasileiros em 2020, especialmente durante os meses
mais rigidos de distanciamento social. Através delas
seus usuarios puderam manter contato com entes
queridos, consumir e produzir contetidos de
entretenimento, realizar compras com maior facilidade,
se informar e se conectar com causas, etc ...

Attitudes toward Healthy Eating:
Incl Impact of COVID-19 - Canada

“The pandemic has vastly impacted the physical context
surrounding eating — everything from where we are
eating, to when, why or how often we are eating, even to
who we are eating with. But we know that managing a
healthy lifestyle has always been about balancing
aspirational goals against realistic ...

Attitudes towards Insurance: Incl
Impact of COVID-19 - Canada

“The impact of COVID-19 has been more strongly felt on
the distribution side through increased digital use and
virtual care while its impact on insurance product sales
has not been significant. Going forward, this openness
to higher digital usage is expected to continue as more
digital non-natives get comfortable with ...

B2B Economic Outlook: Inc
Impact of COVID-19 - UK
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Airlines: Incl Impact of COVID-19
-US

“Airlines suffered a lot of financial damage due to the
COVID-19 pandemic, and recovery will be neither quick
nor simple. Canny airlines will be able to recognize the
most important flying demographics at each point of the
long recovery, and appeal to their sensibilities in order
to maximize their spending ...

Attitudes and Habits on Social
Media: Incl Impact of COVID-19 -
Brazil

“Social media channels were extremely important for
Brazilians in 2020, especially during the toughest
months of social isolation. Thanks to social media, users
were able to keep in touch with loved ones, consume and
produce entertainment content, make purchases with
greater ease, get informed and connect with social
causes, among ...

Attitudes towards Cooking in the
Home: Inc Impact of COVID-19 -
UK

“The COVID-19/coronavirus outbreak has meant people
have found themselves cooking at home more, some out
of necessity and some thanks to having more time in
their day. Many have developed new skills and there’s
marked appetite among many consumers for retaining
these habits. Despite this, ease and speed of ...

Auto Market Beat - Q4 - China

“The sales volume showed growth of over 8% in Q4
2020 compared to Q4 2019. The year-end rise effect was
truly significant. The sales volume of passenger cars in
2020 experienced a smaller decline than 2019, as the
rigid demand for car usage and the recovery of
consumer confidence in ...

Baby Nutrition - China

“Although continuing to face a declining birth rate, the
total baby nutrition market still maintains steady
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“The economic impact of COVID-19 has been severe and
widespread, though the effect on the separate sectors of
the economy has been highly varied. With the
vaccination roll-out having commenced in December
2020 the prospects for economic recovery gathering
pace during 2021 have improved, though the first half of
the ...

Bakery: Incl Impact of COVID-19 -
Brazil

“Brazil’s bakery products market has been positively
affected by the COVID-19 pandemic, as even in the face
of an economic crisis, consumers have continued to
consume breads and baked goods. Healthiness is the
main trend impacting the sector, generating
opportunities for fortified products that contain added
benefits and are free ...

Beauty Influencers - China

“As Chinese consumers’ purchase journeys become
more complex, the influence landscape is also becoming
fragmented. While traditional influencer marketing will
remain important to drive brand awareness and sales,
issues surrounding authenticity and diversity could
signal future challenges. To alleviate these concerns,
beauty campaigns could feature more real consumers to
leverage ...

Black Consumers and Alcoholic
Beverages - Spotlight on Spirits:
Incl Impact of COVID-19 - US

“Alcohol consumption at home is all about the expected
experience — the taste of their drink that they want for
that exact moment and desired mood. Wine is Black
consumers’ go-to alcoholic drink; spirits are their
secondary, “also drink” choice. For some consumers,
spirits are a style accessory that represents ...

Cannabis on the Menu: Incl
Impact of COVID-19 - US

“COVID-19, legal restrictions and consumer
unfamiliarity make cannabis on the menu a tricky and
somewhat risky business. Dispensaries and other
cannabis-focused establishments are currently the safest
bet, though these establishments still need to pay careful
attention to local licensing in order to remain legally
compliant. The good news is that ...

growth, mostly driven by premiumisation in IMF as well
as increasing penetration of baby supplementary foods
and baby health supplements. Opportunities lie in
interactive marketing education for cutting-edge IMF
formulae, category expansion to offer ...

Beauty Consumers in Lower Tier
Cities - China

“Although they widely use online information channels,
lower tier city consumers have more trust in ‘ordinary
people’. They are active users of online shopping
channels but have widespread distrust about the
authenticity of products bought online. Many are using
essence/serum in addition to toner, lotion and cream,
but there ...

Beer - China

“A slight pickup in retail volume is attributed to
COVID-19, which has bred in-home beer drinking.
However, the market’s long-term growth will be driven
by premiumisation and the good news is that consumers
are willing to splurge on beer made from quality malt
and hops. In addition to product upgrades ...

Brand Leaders: Inc Impact of
COVID-19 - UK

“The COVID-19 crisis and the consumer response
underlines the purpose of creating a strong brand image.
The trust in big name brands has drawn consumers
towards them at a time when consumers have been
looking for reassurance. In household care for example,
which has seen a move towards effective and ...

Car Aftermarket - China

“The growth momentum of the car aftermarket remains
solid with the number of registered passenger cars
predicted to exceed 220 million in 2020. Rising
awareness of regular maintenance and interest in car
modification are creating potential opportunities in the
aftermarket as well. 4S stores remain strong in
specialised repair, but ...
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Car Purchasing Process - China

"Only less than 40% car owners purchase their cars
within the original budgets, while the majority pay extra
for better configuration or upper models on car
purchase. Such willingness to upgrade stays strong, as
over 70% of surveyed car-owners state that upgrading is
essential for the next car even under ...

Cheese - China

“The cheese market will continue its growth trajectory as
the fastest growing dairy category, albeit from a smaller
base. Brands can expand the formats of cheese to place
it in competition with the broadening snack category
and target more adult consumers, rather than focusing
purely on its nutritional value. Collaborations ...

Cleaning in and around the
Home: Inc Impact of COVID-19 -
UK

“Amidst the difficulties of the COVID-19 pandemic,
household cleaning products have enjoyed a golden
period. Consumers have been cleaning more to keep
them safe from the deadly virus and in response to being
at home more. However, once the vaccination program
progresses and the threat dissipates later in 2021,
cleaning ...

Connection and Communication
in a Digital Age: Incl Impact of
COVID-19 - US

“Technology’s role in communication today is driven
largely by rapid improvements in personal device
hardware (ie smartphones) and connectivity. New
communication behaviors are emerging in this rapidly
evolving category. Consumers have their option of
email, phone call, social media, video chats and more to
connect with others, but newer forms ...

Consumers and General
Insurance: Inc Impact of
COVID-19 - UK

© 2024 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Carbonated Soft Drinks: Inc
Impact of COVID-19 - UK

“Emotion-led motivations to drink CSDs have come to
the fore since the COVID-19 outbreak and will be pivotal
in driving usage in its aftermath, with nostalgia helping
to create a feel-good factor. Strengthening associations
with emotional wellbeing, for example with ingredients
linked to relaxation, will resonate. There are also more

Clean Beauty: Incl Impact of
COVID-19 - US

“Consumers buy clean products because they believe
they are safer than traditional products, have higher
quality ingredients and are better for the environment.
In light of the COVID-19 pandemic, consumers are
looking for ways to protect their health and safety —
increasing demand for clean beauty and personal care
products ...

Commercial Borrowing: Inc
Impact of COVID-19 - UK

“The financial effects and business disruption of the
pandemic have challenged businesses and will continue
to affect some for months and years ahead. While this is
likely to lead to increased due diligence, risk aversion
and some form of a slowdown in certain types of
borrowing, it will also encourage ...

Consumer Spending Sentiment -
Q4 - China

“Significant economic indicators have rebounded thanks
to the effective economic stimulus policies of the
Chinese government. Guarded optimism is the main
theme, as consumers still prioritize saving. However,
their financial confidence has been significantly boosted.
Many of them are happy to consume for self-indulgence
to achieve a high quality lifestyle ...

Contract Catering: Inc Impact of
COVID-19 - UK
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“Overall the general insurance market is well placed to
weather the COVID-19 storm, although some sectors
like travel and health insurance are particularly exposed
to the ongoing disruption. However, consumers remain
unconvinced about the industry’s response to the crisis
and looking ahead are likely to scrutinise policy terms
more closely ...

Cooking in America: Incl Impact
of COVID-19 - US

“Increased time at home has resulted in consumers
spending more time in their kitchens cooking and
baking. While this is great news for cooking and baking
brands, they will be challenged as cooking fatigue sets in
and consumers report enjoying the cooking process less.
It will be important for brands ...

Cooking Sauces and Pasta Sauces:
Inc Impact of COVID-19 - UK

“The restrictions and lockdowns enacted to combat the
spread of COVID-19 in 2020 have provided a boost to
cooking and pasta sauces. The category has benefited
from the edict to work from home, a reluctance to visit
foodservice venues and people tightening their purse
strings. The expected shift towards more ...

Diet for Weight Management -
China

“Weight management will evolve to be more than simply
improving the looks. It will become a long-term emotive
journey for the mainstream healthy-weighted
consumers. The majority will be managing their weight
as an approach to trigger the feelings of being energetic
and happy — an indispensable part of holistic wellbeing

Digital Trends - Q4 - China

“Driven by Mintropolitans, smart speakers have
improved penetration throughout the four quarters in
2020. Acoustic experience is to highlight for capturing
future growth opportunities. Young people (eg Gen-
Zers) are not the panacea. High-end digital devices, such
as VR devices, may want to re-examine the targeting and
positioning strategies.”

“The contract catering market has been hit hard by the
coronavirus pandemic. The widespread closure of
catering sites has inhibited activity and where operation
is possible, has entailed extra costs and lower capacity
due to social distancing regulations.

Cooking Oils - China

“The COVID-19 outbreak has raised the demand for
cooking oil as part of the shift from dining out to
cooking at home, which has accelerated the growth in
the retail market of cooking oil. Consumers’ special
attention to nutrients and tendency to switch between
oil types indicates that brands should ...

Deodorants: Inc Impact of
COVID-19 - UK

“While the category was on a downward trajectory even
before the pandemic, lockdowns and social distancing in
2020 saw the decline in value exacerbated. With the UK
entering another national lockdown in January 2021,
usage will continue to be impacted as people spend
more time at home. Despite ongoing price ...

Digital Advertising: Incl Impact of
COVID-19 - Canada

“The COVID-19 pandemic has put significant pressure
on businesses and this has resulted in a stricter
approach to spending, undoubtedly affecting ad spend.
As consumers spend ample time performing online
activities that have been replaced by those done in-
person, an emphasis on digital advertising is critical for
businesses of all ...

Digital Trends Quarterly: Inc
Impact of COVID-19 - UK

“Companies need to take advantage of a time when
people are shopping more on their smartphones from
home to refine their m-commerce offerings to fit their
target markets. Younger mobile natives will respond to
features that integrate seamlessly with their everyday
social activities, such as convenient checkout options
and engaging ...
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Domestic Tourism: Inc Impact of
COVID-19 - UK

“Consumers’ desire to be outdoors is at an all-time high
as a result of the pandemic. The UK’s countryside has
great potential to benefit from this. Nature-based
holidays with cultural elements, adventure or wellness
have high growth potential.”

Electric and Hybrid Cars: Inc
Impact of COVID-19 - UK

“Demand for new hybrid and electric cars is growing.
Although currently a much smaller sector than cars
powered by traditional petrol or diesel, sales are
outstripping both of these established markets. Based on
our forecasts, potentially half of new cars could be
hybrid, plug-in hybrid or 100% electrically powered by

European Retail Rankings: Inc
Impact of COVID-19 - Europe

“Food retailers head the European retail rankings, as
one would expect, with Schwarz at the top, however the
ranking does reflect growth in online, with Amazon the
only non-food retailer in the top 10. Amazon is likely to
overtake Carrefour in 2020 and may even challenge
Aldi. But it will ...

Flavor Lifecycles: Incl Impact of
COVID-19 - US

“The flavor lifecycle follows flavors and the paths they
take through discovery and sometimes reinvention on
the possible route to mainstream adoption and the many
stops in between. Changing times mean the lifecycle
continually evolves, yet it has been quickly rerouted due
to the COVID-19 pandemic and its impact on ...

Food and Drink Packaging: Inc
Impact of COVID-19 - UK

“COVID-19 resulted in plummeting demand for
packaging in the foodservice and hospitality sector, but
this was partly offset by a shift to in-home consumption
and a surge in demand from food and drink into retail.
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Eating Out Review: Inc Impact of
COVID-19 - UK

“For years, pubs and coffee shops have been vying with
one another in ruling the high street, and with more
consumers staying at home since the start of the
pandemic, a fundamental human need for community
unlocks the opportunity for both to respond and give
consumers a sense of belonging ...

European Retail Briefing: Inc
Impact of COVID-19 - Europe

“European supermarkets and discounters stand out in
terms of the impact of the COVID-19 pandemic having
experienced a strong uptick in demand for food and
essentials during 2020. Since the beginning of the
outbreak, we have seen all the leading retailers quickly
adapting to the new circumstances, with a plethora ...

Evolving eCommerce: Vitamins,
Minerals & Supplements: Incl
Impact of COVID-19 - US

“The VMS ecommerce market is benefiting in a number
of ways in 2020. The overall VMS market has been on a
steady upward trajectory for many years, and consumer
reliance on these products to support both physical and
mental health makes them even more valuable as the
COVID-19 pandemic continues ...

Food and Drink Nutrition Claims:
Incl Impact of COVID-19 - US

“The immune support claim has become of paramount
importance to consumers in 2020 due to fears of the
virus, and brands, especially beverage brands, are
already responding by creating new products featuring
vitamins/ingredients including vitamins C and D, and
zinc. Consumers want foods and drinks that offer
functional benefits ...

Foodservice in Retail: Incl Impact
of COVID-19 - US

“While COVID-19 has forced many retailers to scale
back high-contact self-serve prepared food offerings,
foodservice will emerge from the pandemic more
essential than ever to grocery retailers’ long-term
growth prospects but will also face even greater
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While the pandemic has shifted demand and disrupted
supply chains, the food and drink packaging ...

Free-from Foods - Ireland

“The free-from category has experienced exceptional
growth in recent years and 2020 was no different. More
time spent at home coupled with the closure of
foodservice and the bulk-buying behaviours witnessed
during the beginning of the pandemic all resulted in
increased demand for free-from foods.”

— Emma McGeown, Senior ...

Gaming Trends: 2021: Incl Impact
of COVID-19 - US

“The spotlight on gaming has never been brighter and it
will continue to shine throughout 2021. While lifestyles
have changed due to COVID-19, gamers’ core
motivations for playing have remained relatively the
same. Most gamers look to video games to unwind and
take a break from daily stresses; playing to ...

Hispanics and Alcoholic
Beverages - Spotlight on Beer: Incl
Impact of COVID-19 - US

“COVID-19 disrupted Hispanics’ social lives and — with
it — many occasions in which Hispanics consume
alcoholic beverages. It also affected their finances,
leading to a change in spending priorities. Unless strong
habits and positive attitudes toward drinking alcohol
were in place before the pandemic, Hispanics might be
missing triggers ...

Hotels: Inc Impact of COVID-19 -
UK

“When the UK finally emerges from its COVID
nightmare there is likely to be a surge of interest in
experiences such as luxury hotel weekends away as
people celebrate the return of normal life. Special
occasion breaks cancelled during the pandemic
(milestone birthdays etc) will offer particular
opportunities. Over-50s have ...

competition. Now is the time for retailers to explore
expanded menus and ways to ...

Future of Mobility: Incl Impact of
COVID-19 - US

“While COVID-19 has negatively affected vehicle sales,
including electric, hybrid and autonomous, neither the
pandemic nor the recession has halted the future of
mobility. Automakers are still continuing down the path
of a safer, more sustainable automotive industry. In the
coming years, the automotive industry will see the
advent of ...

Health Supplements - China

“Increasing health awareness and the corresponding
investment in proactive healthcare will ensure the future
growth of the health supplement market, particularly
the subsegments trending in the time of COVID-19 (eg
probiotics, vitamins). Future opportunities lie in
targeting young consumers with interactive marketing
education for TCM ingredients, upgrading products
using drinking ...

Home Insurance: Inc Impact of
COVID-19 - UK

“The economic impact of COVID-19 will focus minds on
value for money, further intensifying price competition
in the home insurance market. The industry has
struggled to increase penetration for a number of years,
especially among the private rental market. To appeal to
renters insurance must be reframed to dispel its ...

Household Packaging and Format
Trends: Incl Impact of COVID-19 -
US

“Homecare packaging is on the cusp of a renaissance.
New materials and designs are driving improved
ecommerce through lighter weight and more secure
packaging, while simultaneously reducing the category’s
environmental impact through reduced carbon
footprints and easier recycling.

While consumers have historically paid little mind to
homecare packaging, there is ...
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Improving the Home: Incl Impact
of COVID-19 - Canada

“As homes are forced to act as a central hub for
Canadians during the pandemic, demands placed on
them are higher than ever. The additional free time
afforded by business closures and cancelled social
outings is allowing some Canadians to dust off their to-
do lists to tackle home projects. New ...

IP and Licensed Merchandise -
China

"With the continuous improvement of consumers’
personal identity, the concept of IP has become broader
and has become an important image element that
highlights personal characteristics in the society.
Licensed products related to IP have correspondingly
ushered in broader market opportunities. Local IP in
China is also constantly emerging, which ...

Later Life Financial Planning: Inc
Impact of COVID-19 - UK

“COVID-19 has been a crisis of later life health but has
not caused a crisis of later life finances. Consumers’
financial planning for their later years is still focussed on
ensuring sufficient income and staying in their home for
as long as possible. Long-term care needs, however,
remain largely neglected ...

Luxury Travel: Inc Impact of
COVID-19 - UK

“COVID-19 has changed the way travellers define a
luxury holiday. Whilst comfort remains a key element,
feeling special and making memories have become more
essential. Destinations closer to home and villa holidays
will continue to be more popular options compared to
prior to the pandemic, whilst multi-centre trips hold
high ...

Marketing to Dads: Incl Impact of
COVID-19 - Canada

“Marketing to dads can be a challenging task for
companies; not only do they need to understand
parents, but specifically the men in those family
households. That challenge has become more complex
in recent years as modern fatherhood has evolved —
even in comparison to how today’s dads were raised ...

Improving the Home: Incl Impact
of COVID-19 - US

“The home has always been a special place, but 2020 put
that into focus as the pandemic completely altered how
consumers use their homes. While the surge in DIY
projects is unlikely to continue long term, category
players have an opportunity to use the current
momentum and the new appreciation ...

IPHIFREA=f - China
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Leisure Review: Inc Impact of
COVID-19 - UK

“2020 has been a very difficult year for the UK leisure
market. The uncertain economic climate will continue to
pose a threat to discretionary spending once restrictions
are lifted following yet another lockdown in early 2021,
while fear of catching the virus will continue to feed
feelings of discomfort in ...

Magazines: Inc Impact of
COVID-19 - UK

“While some genres have performed well since the
outbreak, such as cooking, gardening and news
magazines, most titles are simply trying to weather the
storm, while developing their digital platforms. There
are, though, more indications that multi-magazine
subscriptions could be a viable and successful option for
the market going forward ...

Mass Merchandisers: Incl Impact
of COVID-19 - US

“Mass merchandisers are one of the few retailers
benefiting from the changes caused by the pandemic
and recession, similar to the 2008 financial crisis.
Consumers who are prioritizing essentials and value —
both affordability and convenience — are gravitating to
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Menu Insights - Tea Houses 2H -
China

“Pressure to enlarge the consumer base and jack up unit
prices continues to mount, while the COVID-19
outbreak halted the dominant out-of-home
consumption in the first couple months of 2020.
Combined these factors have negatively impacted the tea
house business. In order to get ahead in this saturated
market, players ...

Music and Other Audio - CDs,
Streaming, Downloads &
Podcasts: Inc Impact of COVID-19
- UK

“The music industry has fared well through the
pandemic. Streaming platforms have seen an increase in
users and dedicated playlists have helped steer
consumers through new routines by relieving stress and
improving concentration, whilst co-ordinated retail
campaigns have helped bolster physical format sales.
Longer term, new features on streaming platforms ...

Omnichannel Retailing - China

“Omnichannel retailing enhances Chinese consumers’
shopping journey and experience, allowing them to
navigate online and offline platforms to find the latest
products and the best deals. Driven by technological and
socioeconomic developments, many innovative retail
formats with futuristic applications will emerge.
However, in the near term, omnichannel retailers
should focus ...

Panificacao: Incluindo Impacto da
COVID-19 - Brazil

“A categoria de paes e produtos panificados tém sido
favorecida durante a pandemia de COVID-19, ja que
mesmo diante da crise econdmica, os consumidores
continuaram consumindo produtos panificados. A
saudabilidade ¢ a principal tendéncia que impacta o
setor, gerando oportunidades para produtos fortificados,
com beneficios adicionados e com reducao de ...

mass retailers as their primary shopping destination,
resulting in positive ...

Mission Driven Retail: Incl Impact
of COVID-19 - US

“All companies are in business to sell a product or
service. The brands that realize their beliefs, values and
ethical practices are what will set them apart from
competitors will be most successful in earning the hearts
of their customers, and that’s what matters most at the
end of the ...

Nuts, Seeds and Trail Mix: Incl
Impact of COVID-19 - US

“The pandemic has reinforced consumer interest in
health and wellbeing, and driven at-home consumption
of nuts, seeds and trail mix. Consumers are seeking
comfort, pleasure and satisfaction in healthy snacks,
supporting category growth. However, economic
uncertainty also reinforces consumer interest in value.
This has created challenges for major brands in ...

Over-50s Guaranteed Acceptance
Life Insurance: Inc Impact of
COVID-19 - UK

“COVID-19 has ended two years of healthy growth in the
over-50s life insurance market; however, the market
should recover quickly. A sharp drop-off in new business
subsided in the second half of 2020, and Mintel research
suggests that the pandemic is motivating people to think
more about their life insurance ...

Pizzas and Pies: Inc Impact of
COVID-19 - UK

“More meals and snacks being eaten at home during the
COVID-19 pandemic boosted retail sales of both pizza
and savoury pastries during 2020. The income squeeze
in 2021 and the enduring rise in home working longer
term will continue to benefit the category, although
consumer interest in healthy eating will ...
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Purchasing Technology Products
in Lower Tier Cities - China

“Consumers from lower tier cities have high expectation
on the enhancement of qualify of life brought by
technology products, especially smart products. When
purchasing technology products, they are more willing
to combine offline product trial with recommendation
from KOLs (Key Opinion Leaders), so as to have an in-
depth understanding of ...

RTD Alcoholic Beverages: Incl
Impact of COVID-19 - US

“RTD alcoholic beverages are a bright spot in the alcohol
space, avoiding the flight seen in other alcohol
categories and even continuing to recruit new and older
users. Seltzers remain the growth driver, getting a
further boost from large brands entering the market
from both within and outside the alcohol ...

Shopping in Outlets - China

“Shopping in outlets is a new trend driven by
consumption upgrading and increasing demand for
domestic shopping. Outlets used to be attractive because
of their brands and prices. But now, for outlets,
providing consumer-friendly entertainment facilities
with comprehensive brand portfolios is key to luring
more footfalls, since consumers are beginning ...

Small Business Overview: Inc
Impact of COVID-19 - UK

“Small businesses are active in virtually every sector of
the UK economy and so some have been strongly
impacted by COVID-19. However, the evidence is that
during the first wave they performed better than the UK
average, but equally they are expected to suffer to a
greater extent in the ...

Soap, Bath and Shower Products -
China

“Hand sanitizer has emerged as a winning category after
COVID-19 due to growing demand for personal hygiene,
while the bath and shower product market grew
relatively slower. Consumers have upgraded their
demand from functional-driven to skinare and

Renewable Energy: Inc Impact of
COVID-19 - UK

“The renewables sector has proved generally resilient,
despite the impact of COVID-19 on new build activity in
2020. Industry players continue to show robust
commitments to invest in renewables as costs decline
and on the back of some positive policy announcements.
As such, the UK government has recently committed to

Sauces, Seasonings and Spreads -
China

“Sauces, seasonings, and spreads is expected to enjoy a
steady growth after COVID-19 due to growing frequency
of in-home cooking. Retail value sales are expected to
grow in all segments, with more concentrated market
share to leading players. Consumers’ changing dining
habits and growing healthy consciousness is driving the
channel ...

Shopping Malls - China

“E-commerce poses the biggest threat to shopping malls
and the outbreak of COVID-19 has exacerbated the
situation since consumers now worry about infection.
Fortunately, consumers’ shopping mall visits seem to
have returned to normal after the home quarantine
period. But consumers’ requests have become more
demanding. The role of shopping ...

Small Domestic Appliances: Inc
Impact of COVID-19 - UK

“The small domestic appliances market remained
resilient in the face of COVID-19 uncertainty in the past
year. Although the rate slowed slightly, spending grew
again, aided by the market’s pre-existing maturity online
and immediate opportunities amid extended periods
inside, the uptake of new pastimes and a new focus on
diet ...

Social Lives of Singles: Incl
Impact of COVID-19 - US

“The COVID-19 pandemic has limited singles’ ability to
meet potential partners in person, and lasting cultural
shifts toward more time spent working, shopping and
exercising at home will continue to prevent unmarried
adults from making romantic connections in the future.
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emotional benefits, driving product innovation and
premiumisation.”

— Vicky Zhou, Research Analyst

Sports among the Youth - China

“While sports consumption was negatively affected by
COVID-19 in the short term, we're seeing recovery of the
sports industry as social distancing rules relax. Holiday
sports such as skiing/snowboarding and surfing, as the
trendiest sports in young consumers’ eyes, are expected
to boom after the pandemic is over as ...

Sugars and Alternative
Sweeteners: Incl Impact of
COVID-19 - US

“Like many food and drink categories, after years of
weakening sales, the sugars and alternative sweeteners
category was the recipient of a significant tailwind from
COVID-19 as a result of the dramatic increase in at-
home consumption occasions. Consumers are turning to
a diverse array of sweeteners, especially those with a ...

Super Protein: Incl Impact of
COVID-19 - US

"Despite the buzziness of plant-based proteins,
consumers are still widely engaged with animal-based
proteins. While the majority of consumers have made no
changes to their protein consumption patterns, for those
that have implemented active change, more consumers
are increasing rather than reducing. Health, perhaps
ironically, is the catalyst for both ...

The Future of eCommerce:
Emerging Technologies: Incl
Impact of COVID-19 - US

“In light of COVID-19, tech adoption accelerated nearly
five years, meaning consumers and brands are more
actively using available technologies and will continue to
do so moving forward. Once nice-to-have tech options
such as AR, digital showrooms and virtual consultations
are now becoming must-haves for consumers across
generations. Emerging tech ...

Dating apps have quickly evolved to incorporate video
dating and ...

Sports Fashion: Inc Impact of
COVID-19 - UK

“In the immediate aftermath of the COVID-19 outbreak
in the UK, many big-name brands reported large
declines in sales as stores globally were forced to close
and people curbed their spending due to financial
uncertainty. However, with demand for comfortable
athleisure items growing and more people buying
clothing suitable for ...

Suncare: Inc Impact of COVID-19 -
UK

“COVID-19 proved to be particularly challenging for
suncare, with usage occasions severely impacted.
Although demand is expected to resume in the longer
term as consumers get back to normality, the pandemic
has highlighted the category’s reliance on factors that
brands cannot control for repeat purchase. Blurring the
line between suncare ...

Technology Influencers - China

“Within the technology industry, technology KOLs have
a debatable influence in terms of driving technology
purchases, but are unavoidable to enhance brand
marketing. They are more influential with younger
consumers specifically by focusing on value-for-money
technology products and to help make technology based
information more entertaining. KOLs resonate best with

The Future of Foodservice: 2021:
Incl Impact of COVID-19 - US

“The US foodservice industry saw unprecedented
challenges in 2020 due to the pandemic and recession.
These challenges will continue to plague restaurants in
2021, especially full-service ones, delaying a full sales
recovery until 2023. To survive the ongoing crisis,
restaurants must become off-premise business experts,
engaging consumers in new and ...
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The Modern Workplace: Incl
Impact of COVID-19 - US

“COVID-19 has significantly changed what the modern
workplace looks like for Americans, including where and
how they effectively work. The modern workplace was
already in flux prior to the pandemic, but COVID-19 has
accelerated several workplace trends, including the
ubiquity of remote work, the reliance on technology to
supporta ...

UK Retail Briefing: Inc Impact of
COVID-19 - UK

There is only one place to start in reviewing 2020 and
that is of course the global pandemic which has shifted
so much of consumer behaviour. A hopefully once in a
generation event, COVID-19 has served to not only
overnight change behaviour, but most notably accelerate
the shifts in the ...

Western Spirits - China

“Chinese consumers’ interest in Western spirits is
increasing driven by fast developing economic status
and aspirations for a trendy lifestyle. This brings
opportunities for companies and brands to encourage
consumption by making Western spirits less mysterious
and more easily approachable, especially among the
younger generation who are curious and ready ...

Young Beauty Consumers - China

“Beauty has transformed beyond its functional nature to
become a stronger form of self-expression. Beauty
brands have a fast-diminishing moral authority to
dictate beauty trends and expect young consumers to
follow. Instead, they now need to support young
consumers in finding their own beauty and expressing
themselves. In the meantime ...
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Travel Influencers - China

“Consumers want to hear directly from travel brands
rather than secondary sources. Moral values influence
how consumers choose inspiration sources and will have
an impact on purchasing decisions. Consumers also
demand brands to be transparent in communications.
Establishing a specialisation in delivering inspirational
marketing contents from a cultural perspective can ...

Vision Health: Incl Impact of
COVID-19 - US

“The vision health market has strong reach, with 81% of
adults using corrective eyewear and sales estimated at
more than $30 billion in 2020. Market sales have waned
as Americans avoid visits to nonessential healthcare
facilities due to COVID-19. Beyond the pandemic, adults
will revert back to routine vision health ...

White Spirits: Incl Impact of
COVID-19 - US

“Spirit brands are reeling from the loss of on-premise
sales, and consumers facing economic hardships
prioritize known, familiar brands over experimentation.
Opportunities within the market exist despite these
challenges. Tequila and gin continue to thrive due to the
popularity of premium varieties, and tequila and gin
brands are embracing innovation ...
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