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Grocery Retailing - US

“After two years, COVID-19 continues to have an impact
on the grocery sector. The combined pressures of supply
shortages and inflation drive up prices, prompting
consumers to prioritize value. Pandemic behaviors give
way to new norms, as omnichannel shopping becomes
commonplace. Additionally, the strides made in
technology enable grocers to ...

March 2022

Snacking Motivations and
Attitudes - US

“Most Americans snack multiple times a day, and
snacking frequency is likely to continue to tick up,
driven by young consumers who view snacking as
playing a more central role in their dietary lives. There is
ample opportunity for healthier, more nutrient-dense
snacks and for non-snack foods to be recast ...

February 2022

Feeding the Family - US

"Feeding the family is largely about meeting the needs of
parents. Effective brands will need to concentrate more
on being healthy and convenient solutions for time-
strapped parents and less on being indulgent treats for
kids."

Dips and Savory Spreads - US

“The time is ripe for brands to inspire and extend use
occasions and frequency. Snacking and social occasions
should continue to be nurtured yet updated to meet
changing mealtime dynamics. The distinction between
meals and snacks is eroding creating opportunities for
healthy, nutrient-dense snacks that can take the place of

Potato and Tortilla Chips - US

“Consumption of potato and tortilla chips is nearly
universal, and the category saw an 8% increase in 2020.

Fish and Shellfish - US

“The intimidation factor is a strong deterrent that is
hampering more diverse participation in the fish and
shellfish category and, despite some cooking burnout,
it’s time to address the issue. Rising food prices coupled
with unprecedented labor issues are forcing foodservice
operators to scramble to recover from the fallout of ...

In-store Bakery - US

“The in-store bakery pulled itself up from the loss faced
during early pandemic months to post a record year of
sales growth in 2021. In the context of prolonged
elevated reliance on retailers and at-home food, a
spotlight is shining on all grocery categories that can
help consumers break the ...

Snack, Nutrition and
Performance Bars - US

"Following loss brought on by steep pandemic-driven
decline in away-from-home and on-the-go eating, with
the help of evolved strategies for boosting at-home
usage, the bars category has begun an uphill climb. Total
recovery and future success are reliant on the ability for
bar brands to meet next-normal needs, not just ...

Salty Snacks - US

"Snacking has remained strong in 2021. In pursuit of
craveable, hunger-satiating treats, some turn to familiar
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The next year will see sales correct and, by 2023, resume
their pre-pandemic pace of slow but steady growth,
fueled by interest in on-the-go snacking options and
chips that can offer flavors ...

January 2022

Foodservice in Retail - US

“Foodservice in retail suffered in the early stages of the
pandemic, but the forces that made foodservice a
priority for grocery retailers before the pandemic are as
strong as ever. Retailers compete against an ever-
widening array of convenient meal options and must
meet shoppers’ elevated expectations for variety, quality
and ...

tastes, while others, especially younger consumers,
embrace innovation and spicy, international flavors.
Interest in BFY options as well as more environmentally
friendly products is driving innovation among fast-
growing alternative salty snacks. While the pandemic ...

Consumers and the Economic
Outlook - US

“Despite yet another COVID-19 variant, the US economy
ended 2021 in good shape, with rising consumer
confidence and unemployment rates that fell to a
pandemic-era low. Alongside the strong economic gains,
consumers’ financial situations also continued to
improve, with most remaining optimistic about their
finances going into 2022. As the ...
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