CHEESE:
INCL IMPACT OF COVID-19
US, NOVEMBER 2020

CONSUMERS INCREASED CHEESE
CONSUMPTION BOTH WITH MEALS
AND AS A SNACK DURING THE PANDEMIC,
REINFORCING THE IMPORTANCE OF
VERSATILITY MOVING FORWARD. WHILE
CATEGORY SALES ARE HOT, BRANDS WILL
HAVE TO MAKE HEADWAY ON CHALLENGES
INCLUDING CAPITALIZING ON OCCASIONS,
APPEALING TO ADULTS AND DISRUPTING
PERCEPTIONS OF DAIRY-FREE CHEESE, TO
MAINTAIN THE GROWTH FOUND IN 2020.
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SHORT, MEDIUM AND LONG TERM
IMPACT OF COVID-19 ON CHEESE

Lockdown Re-emergence Recovery
(March-June 2020) (July 2020-Dec 2021) (2022-2025)

Consumers embrace

Lockdown sparks stockpiling Consumers remain cautious .
out-of-home once again
Shelter-in-place regulations led Consumers will settle into new Improved economic conditions and a
to stockpiling and increased routines yet remain cautious. A return to normalcy will benefit
at-home eating while foodservice pandemic-triggered recession foodservice operations and reduce
operations remained limited, will encourage consumers to eat the need for at-home eating.
benefitting CPG food and drink. at home over dining out.

Consumers shelter-in-place Category players are left with

with cheese The boost tapers off pre-COVID challenges
Cheese sales benefitted from stockpiling As consumers become more settled into The category will fall back into its
and increased home eating during the their new routines and unemployment pre-COVID trajectory of slow
early stages of the pandemic. remains high, cheese sales are likely to growth, bordering on stagnation,
decline from their peak. and will rely on new uses and

occasions for growth.
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A CHEESE FOR ALL OCCASIONS

Reasons for increased consumption, August 2020
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Occasions and the category’s wide range of products are behind increased consumption, indicating that
previous and future growth lies in the category’s variety and versatility. These benefits can be harnessed
by brands - pandemic or not - to help consumers reach for more types of cheese more often.

Note: "Why are you eating cheese more often than a year ago? Please select all that apply. | am...” | Base: 479 internet users aged 18+ who are eating more
cheese than a year ago | Source: Lightspeed/Mintel

IT'S ALLABOUT SNACKING

Cheese occasions, August 2020

At every daypart, more people consume cheese at meals than during their corresponding snack time, indicating
opportunity to grow snacking share. Brands have clear potential to better position products as being snack-friendly
and to tailor products to specific snacking dayparts, especially adult-friendly snacking occasions.
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Note: “When have you or someone in your household eaten/used cheese in the past three months? Please select all that apply.” | Base: 1,897 internet users aged
18+ whose household has eaten any cheese in the past three months | Source: Lightspeed/Mintel

DAIRY-FREE CHEESE
HAS SOME WORK TO DO

Cheese attitudes, net any agree, August 2020
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Consumers are still unsure about dairy-free cheese. While more than three-quarters of consumers are
convinced of cheese’s connection to health, dairy-free perceptions of health, price and taste are less
impressive. Brands will need to change these attitudes if dairy-free market expansion is an objective.

Note: “How much do you agree or disagree with the following statements about cheese?” | Base: 1,897 internet users aged 18+ whose household has eaten any
cheese in the past three months | Source: Lightspeed/Mintel

THANKS, GET IN TOUCH

&

Kaitlin Kamp Email Website

Food and Drink Analyst info@mintel.com www.mintel.com

© 2020 Mintel Group Ltd. All rights reserved. =
Confidential to Mintel. M I N T E L


mailto:info@mintel.com
http://www.mintel.com

