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Vitamins, Minerals and
Supplements Trends: Incl Impact
of COVID-19 - US

“The vitamins, minerals and supplements market will
continue to grow despite the economic downturn, due to
strong associations in supporting specific areas of
wellness, particularly ones trending in the time of
COVID-19. While multivitamins continue to show
highest usage, consumer demand for more targeted
benefits beyond overall wellness continues to ...

Yogurt and Yogurt Drinks: Incl
Impact of COVID-19 - US

“Stay-at-home orders mandated by the pandemic have
accelerated yogurt’s return to relevance, as consumers
cling to familiar, affordable, health-focused options to
meet snack cravings for themselves and their families.
The yogurt drinks segment will require some more
finessing to find footing, given its strong draw for
portability, but has an ...

Pet Food: Inc Impact of COVID-19
- US

“Pet food sales received a short-term boost in the early
weeks of the pandemic as consumers stocked up on
household essentials but is otherwise on course for
continued slow, steady growth driven by
premiumization and increasing numbers of pet-owning
households. While the category has proven to be mostly
resistant to ...

Hot and Cold Cereal: Incl Impact
of COVID-19 - US

“With wellbeing, value and convenience top-of-mind,
cereal brands have more than one path to staying
relevant with shoppers. After years of declines and
stagnation, the cereal category returned to sales growth
in 2020 due to COVID-19. Sudden and enduring shifts
in daily, especially morning, routines impacted the
cereal category, with ...

Fruit: Incl Impact of COVID-19 -
US

“The fruit category comprises two distinct groups, fresh
and processed, with the former being the behemoth in
terms of market share. Fresh accounts for 90% of fruit
sales, leveraging a reputation as relatively healthy and
largely convenient. Where fresh fruit falls short in terms
of health (principally in sugar content ...

Vitamins, Minerals and
Supplements Consumer: Incl
Impact of COVID-19 - US

“Vitamins, minerals and supplements comprise a
dynamic market that has seen consistent growth for over
a decade. Dedicated VMS consumers consider these
products to be a staple to their overall wellbeing, and
most will budget for them despite economic hardships.
Still, products with high-quality ingredients at the
lowest price point ...

Vegetables: Incl Impact of
COVID-19 - US

“The vegetable category is notoriously dichotomous:
while fresh vegetables have a well- enforced healthy
reputation, non-fresh segments fall shorter on BFY
associations but deliver on convenience and value.
COVID-19 triggered increased sales across every
vegetable segment, even the beleaguered canned
segment, indicating that even when health is an elevated
priority ...
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Consumers and the Economic
Outlook: Incl Impact of COVID-19
- US

“The unpredictable pace of the spread of COVID-19 is
worrying, but consumers have remained optimistic
about their finances throughout this pandemic and the
subsequent recession. Time will tell how deeply
consumer finances will be affected, but right now,
consumers are most definitely holding out hope for
themselves, while their confidence ...

Natural and Organic Food
Shopper: Incl Impact of COVID-19
- US

“The natural and organic food and beverage market is
supported to some degree by over half of US adult
consumers, and this is likely to remain steady in the
years ahead. The health associations of natural and
organic foods will make them more important than ever
during a global health ...

Soup: Incl Impact of COVID-19 -
US

“After years of little growth, COVID-19 has rejuvenated
the soup category across segments. Powerful
associations with comfort, affordability and convenience
are paying off for brands big and small, which are seeing
unprecedented levels of growth as consumers find a
sense of security and value in the preparedness of a well-
stocked ...

Food Packaging Trends: Incl
Impact of COVID-19 - US

“Food packaging, the often-underappreciated element of
food at retail, has a chance to shine within a marketplace
and consumer base impacted by COVID-19, with 74% of
consumers saying they prefer to buy products with
packaging that will protect the contents from
contamination. Accelerated adoption of ecommerce,
heightened attention toward health ...

Frozen Snacks: Incl Impact of
COVID-19 - US

“Before COVID-19, frozen snack sales growth had been
banal: steady but slow since 2016. However, at the core
of the categories’ offerings are convenient meal and
snack solutions, which provided value during sheltering
in place, especially for parents and families, already the
most engaged participants. 2020 frozen snack sales
bounded ...
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