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TWO THIRDS OF US ADULTS IDENTIFY
WITH PUTTING “A LOT OF THOUGHT” INTO

WHAT THEY EAT. WHILE TASTE AND FRESHNESS
CONTINUE TO LEAD AS FOOD AND DRINK CHOICE

DRIVERS, OPPORTUNITY EXISTS FOR BRANDS TO

HELP SHOPPERS MEET FINANCIAL AND HEALTH
GOALS - THE TWO FACTORS VYING FOR THE THIRD

MOST IMPORTANT CHOICE DRIVER.
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CONSUMERS ARE UP FOR
GRABS DURING TIME OF
RELIANCE ON FOOD AT HOME

Lockdown Re-emergence Recovery
(March-June 2020) (July 2020-Dec 2021) (2022-2025)
Food at-home booms ...and remains the go-to On the lookout for innovation
Lockdown and limited availability of foodservice As measures are taken to reopen restaurants and In the long term, we see opportunity for some
options means consumers are required to eat out-of-home food options, we anticipate consumer lagging sub-categories to create opportunities
most if not all of their meals at home. Initial hesitancy to go back to restaurants at first, thus for NPD and anticipate some areas of the
stockpiling will inflate short-term gains, but gains continued very strong performance for at-home at-home food market to reach new segments
could have been even higher if stock/distribution food categories. Distribution/delivery/availability (baking, frozen vegetables, etc).
issues were not an issue. issues will subside.
Shopping cart Food and brands Help shoppers move beyond
disruption begins become a refuge the demands and indulgences
More than a quarter of consumers indicate A quarter of consumers report turning to food Consumer attention and shopping carts are up
they are eating different types of foods as and drink more often for comfort during the for grabs, presenting an opportunity for brands
result of the pandemic. Some changes pandemic, and 62% of US adults are still to edge in on historical market leaders. One in
were by necessity, and others were by willing to spend on indulgences to help get five consumers have shifted what they look for
choice. Nearly a year into the pandemic, a them through the pandemic. in food and drink, and many have high hopes
\ quarter of consumers report struggling to for reducing snacking, indulgence, food spend,
find products they want, due to shortages. and time in the kitchen.
\ @ Severe impact Moderate impact Minor/positive impact

Source: Mintel

MEAT CONSUMPTION DECLINING

Typical diet,
November 2020

While the majority of US consumers eat
meat, they're eating less of it. Consumers
are moving away from eating meat at
most meals (down from 40% in 2019) and
are adopting flexitarian diets (up from
12% in 2019), for which they eat meat
occasionally. Meat-free and plant-based
options can meet the needs of
consumers across dietary associations.
Carnivore (eat meat ®

at most meals

Omnivore (eat meat, dairy, ®
and plant-based foods)

Flexitarian (eat @
meat occasionally)

Pescatarian (no meat, allows @
for seafood, eggs and dairy)

Vegetarian (no meat, ®
allows for eggs and dairy)

Vegan (no animal @
products consumed)

Base: 2,000 internet users aged 18+ | Source: Lightspeed/Mintel

COST AND HEALTH CAN'T
REPLACE GOOD TASTE

Food and drink choice drivers, November 2020

Brands must emphasize good taste in promotional efforts. Affordability and health are seen as
mutually exclusive by nearly half of shoppers and are on par as the third leading driver of food and
drink choice. Brands that can emphasize accessible health will resonate at a time when consumers

are balancing health goals with the reality of a prolonged period of economic uncertainty.

N

33%

25% W 25% =
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all-natural, (eg fun,
allergens) pleasure)

Base: 2,000 internet users aged 18+ | Source: Lightspeed/Mintel

EASE OF PREPARATION AND
SATIETY HAVE STRONGEST DRAW

Attrl butes SOUght, The three leading attributes sought in any food and drink occasion
. highlight the quest for satisfying convenience that can help consumers
by occasion - net < accomplish their goals. “Ease of preparation” and “filling” can serve as
_ C time- and effort-saving proxies for convenience. Portion control and
d ny OccaSIOn’ resealability lead perception of convenience in food launches, according to

N ovem ber 2020 Mintel Purchase Intelligence, while multi-packs win for drink convenience.
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Easy to Filling Energizing Light Savory Indulgent
prepare

Base: 2,000 internet users aged 18+ | Source: Lightspeed/Mintel
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