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This report looks at the following areas:

¢ The impact of COVID-19 on mealtime and snack behaviors
* Motivations for meals and snacks throughout the day

» Meal and snack preparation methods by daypart
 Anticipated post-pandemic behaviors

The pandemic is changing the way Americans shop for and prepare food and
how and when they eat, accelerating snacking but also motivating a return to
the kitchen and more home cooking. Many Americans also intend fo continue
spending more time in the kitchen creating opportunities for retailers to help
them follow through on their good intentions.
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MEAL AND SNACK DAYPART FREQUENCY

Traditional meals remain the norm, but snacking occurs
throughout the day
Figure 23: Meal and snack daypart frequency, October 2020

Younger adults more flexible about meals and snacking
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Figure 24: Meal and snack daypart frequency, by age,
October 2020

MEAL AND SNACK MOTIVATIONS BY DAYPART

* Meal and snack motivations shift throughout the day

* Three squares: health remains a key motivation for regular
meals

* Snacks mix function with indulgence
Figure 25: Meal/snack motivations by daypart, October
2020

« Positioning snacks as part of a healthy diet more likely to
resonate with young adults
Figure 26: Meal/snack motivations by daypart —
healthfulness, by age, October 2020

PREPARATION METHODS BY DAYPART

« A preference for using fresh foods at mealtime, especially
dinner

+ Shelf-stable the most common choice for snacks
Figure 27: Preparation methods by daypart, October 2020

* Younger consumers more likely to turn to foodservice for
meals
Figure 28: Preparation methods by daypart — any meal, by
age, October 2020

* For younger adults, more ways to make a snack
Figure 29: Preparation methods by daypart — any snack, by
age, October 2020

PANDEMIC-DRIVEN CHANGES IN BEHAVIOR

» Cooking from scratch, meal planning get boost during the
pandemic
Figure 30: Pandemic-driven changes in behavior, by age,
October 2020

« Convenience will drive continued online shopping among
younger consumers
Figure 31: Pandemic-driven changes in behavior, by age,
October 2020

APPENDIX - DATA SOURCES AND ABBREVIATIONS

« Data sources

* Consumer survey data

« Consumer qualitative research
« Abbreviations and terms

- Abbreviations
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perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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