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Meat Substitutes: Inc Impact of
COVID-19 - UK

“While lapsing during the COVID-19 pandemic, the
meat reduction movement is expected to quickly
rebound, driven by its perceived benefits related to
health, weight management, sustainability and money-
saving. However, meat substitutes must really deliver on
these factors to reap the rewards from this trend.

A sharper focus on nutritional excellence ...

January 2021

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 ...

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 ...

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

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

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 ...

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 ...
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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 ...

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 ...

December 2020

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 ...

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 ...

Beer: Inc Impact of COVID-19 -
UK
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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 ...

Supermarkets: Inc Impact of
COVID-19 - UK

“COVID-19 will bring a record year for the grocery
sector in terms of sales and 2020 will also be the year to
mark a rebalancing of the sector. A legacy boost to
online will naturally take more demand away from
large-format stores and will mean a further rethink
about how ...

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 ...

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 ...

Food and Drink Shopper: Incl
Impact of COVID-19 - US
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“Beer sales have been hit hard by the closure of pubs
and bars and restrictions during the COVID-19
pandemic, with the increased sales through retail not
enough to make up for lost sales through the on-trade.
This will mean a bigger emphasis for beer brands on
beer drinking at home ...

Better for You Eating Trends: Incl
Impact of COVID-19 - US

“Many adults rely on better-for-you food products to
some degree in supporting their physical and mental
wellbeing. The association of better-for-you foods with
immune system health will support the market
throughout the pandemic and ongoing recession. BFY
brands have opportunities to expand their audience —
especially to parents, younger adults ...

November 2020

Cheese: Incl Impact of COVID-19 -
US

“COVID-19 has provided a tailwind to previously slow
growth in the cheese category, resulting in significant
sales increases across each segment and for players both
big and small. Consumers have used more cheese both
at meals and as a snack during the pandemic, pointing
to the importance of cheese’s inherent ...

Hot Dogs and Sausages: Incl
Impact of COVID-19 - US

“Between the category depth, versatility and cost-
effectiveness, hot dogs and sausages were well
positioned both during the pandemic and for the
economic uncertainties it triggered. The category made
significant sales gains, including a considerable
turnaround for the hot dog segment after consecutive
years of declining sales. Breakfast sausage is also ...

Fast Casual Restaurants: Incl
Impact of COVID-19 - US

“Fast casual restaurants are moderately damaged by the
COVID-19 crisis and large shift to working from home,
although they are able to more easily pivot to off-
premise business needs than their full-service

“While the COVID-19 pandemic has accelerated
innovation in food and drink retail and motivated
behavior changes among food and drink shoppers, its
biggest impact on the industry may have been to amplify
the underlying emotional benefits of the task. More than
ever, food and drink shopping is a way to ...

Beer: Incl Impact of COVID-19 -
US

“Beer is losing out to other alcohol categories on the
measures of health, taste and even value for which it
held a historical advantage. While the COVID-19
pandemic will lead to the first dollar declines in the
category for some time, it will also allow beer players an
opportunity to ...

Burger Trends: Incl Impact of
COVID-19 - US

“Burgers are a foodservice favorite that offer flavor and
ingredient versatility that makes them a comforting and
convenient choice for consumers looking for familiarity
or adventure in their quarantine cuisine. In these
uncertain economic times, QSRs and fast casuals are not
surprisingly seeing the most success with burgers due to

Dark Spirits: Incl Impact of
COVID-19 - US

“Spirit brands are reeling from the loss of on-premise
sales and as consumers facing economic hardships
prioritize known, familiar brands over experimentation.
Opportunities within the market exist despite these
challenges. Successful dark spirit companies are
highlighting their heritage while also embracing
innovation by experimenting with various casks and
launching RTD ...

Still, Sparkling and Fortified
Wine: Inc Impact of COVID-19 -
UK

“While the COVID-19 outbreak gave a boost to retail
wine sales, these are in the firing line for cutbacks in
2021 amid pressure on household incomes. Meanwhile
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counterparts. Fast casuals are well-suited to recover and
grow during the recession as consumers seek out more
high-quality ...

Pizza and Italian Restaurants: Inc
Impact of COVID-19 - UK

“The entrepreneurial spirit of pizza and Italian
restaurants/takeaways is strong and some have actively
sought out change and embraced innovation amid the
pandemic. The first step is to reach out to consumers
who need at-home and contactless dining options, and
some of these concepts are worth continuing as a ...

Food and Non-food Discounters:
Incl Impact of COVID-19 - UK

“The discount sector is well positioned to benefit from
the economic uncertainty in the UK caused by the
COVID-19 pandemic. With a more mature market,
competition will be fierce and retailers will have to work
hard to differentiate themselves. The food discounters
have managed to carve out a unique niche ...

Meal Kits: Incl Impact of
COVID-19 - US

“While meal kits have seen ups and downs since the first
services started to appear around 2012, the COVID-19
pandemic has provided the industry with a boost as
consumers have focused on home cooking and looked to
limit grocery shopping trips. The increase in demand
has also at least temporarily ...

Dairy and Non-dairy Milk: Incl
Impact of COVID-19 - US

“The milk market is comprised of two distinct groups,
dairy and non-dairy, with the former being the
behemoth in terms of market share. However, non-dairy
stealthily continues to grow its share through innovation
and by leveraging eco-friendly and functional health
attributes. While there is a degree of cannibalism
between the ...

October 2020

Foodservice Alcohol Trends: Incl
Impact of COVID-19 - US
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consumers’ heightened health awareness will accelerate
the alcohol reduction trend. Opportunities remain,
however, for small bottles to appeal as offering portion
control and ...

Cheese: Inc Impact of COVID-19 -
UK

“COVID-19 has provided a boost to cheese sales. Its
value proposition, shelf life and versatility will have
worked in the category’s favour during the strict spring
lockdown, with the leading cheddar segment and recipe
cheese benefiting as people ate at home and cooked
from scratch. Cheese’s affordable image and the ...

Breakfast Eating Habits: Inc
Impact of COVID-19 - UK

“More people having breakfast at home every day during
the COVID-19 pandemic boosted retail sales of breakfast
foods, but with a return to workplaces and schools
brands in breakfast foods face a challenge holding on to
some of these increases in sales. Healthier but
convenient breakfasts are a big opportunity ...

Wine: Incl Impact of COVID-19 -
US

“The size and breadth of the wine category puts it in a
strong position to respond to the impact COVID-19 has
played on where, when, and how much consumers
drink. In the near term, wine brands will need to define
and own drinking occasions in an environment that
limits the ...

Breakfast Foods: Incl Impact of
COVID-19 - US
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“Foodservice alcohol sales saw immense losses in 2020 “The pandemic prompted a shift in breakfast, with at-
due to the COVID-19 crisis and ensuing recession, just home consumption taking a greater role and options
as with foodservice sales overall. Instead of purchasing from foodservice operators significantly diminished, as
alcohol from restaurants and bars, consumers stocked morning commutes were, for much of the country and
up on packaged alcohol from retail channels, which stole the year, also reduced. Consumers will crave the
enormous market share away from alcoholic beverages experience of foodservice-style breakfast and brunch,
sold through ... suggesting that menu-inspired packaged options ...
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