
This report looks at the following areas:

•• The impact of COVID-19 on sugar and alternative sweetener consumption
and sales

•• Consumer perceptions of sugar/sweetener intake
•• Types of sweeteners used and ways they are consumed
•• Consumer attitudes toward sugars and alternative sweeteners

More consumers eating, cooking and drinking at home led to sugar/sweetener
sales growth of nearly 20%. This boosted the category over the $5 billion mark,
led by growth in honey, syrup and sugar, and even 11% growth in the much-
maligned sugar substitutes segment. Going forward, the impact of the
pandemic will likely motivate consumers to factor health even more into their
dietary choices, benefiting the expansion of natural sugar alternatives and
more-nutritive sweetening options in the coming years. Growing interest in
cleaner sweeteners and distrust of artificial sweeteners will likely accelerate
this shift.
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“Like many food and drink
categories, after years of
weakening sales, the sugars
and alternative sweeteners
category was the recipient of
a significant tailwind from
COVID-19 as a result of the
dramatic increase in at-home
consumption occasions.
Consumers are turning to a
diverse array of sweeteners,
especially those with a natural
and perceived BFY promise.”
– Billy Roberts, Sr Analyst –
Food and Drink
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• Focus beyond families
Figure 9: Households, by presence of related children,
2009-19

• Impact of COVID-19 on sugar and alternative sweeteners
Figure 10: Short-, medium- and long-term impact of
COVID-19 on sugar and alternative sweeteners, December
2020

• Lockdown
• Reemergence
• Recovery
• COVID-19: US context
• Learnings from the last recession

Figure 11: Total US retail sales and forecast of sugar and
sweeteners, 2007-12

• Alternatives erode sugar’s market share lead
Figure 12: Sales of sugar and alternative sweeteners, by
segment, 2015-25

• Sugar’s sales surge across retail channels
Figure 13: Total US retail sales of sugar and alternative
sweeteners, by channel, at current prices, 2015-20

• Capitalizing on increased cooking at home
Figure 14: Mealtime behaviors compared to last year –
cooking and baking in general, October 2020

• Post-COVID consumers will be encouraged to live healthier
Figure 15: Age-adjusted prevalence of diagnosed,
undiagnosed and total diabetes among adults aged

• Awareness of social awareness
• Heart disease and sugar/artificial sweeteners

• Home in on honey
• Boost health perceptions with more-functional sweeteners

Figure 16: Attitudes toward nutritive sweeteners, October
2020

• Assuage concerns about sugar reduction in food/drinks
Figure 17: Attitudes toward sugar reduction in food/drinks,
October 2020

• Private label capitalizes on commodity perception
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• Nutritional attributes could help overcome substitutes’
stigma

• Sugar sales lead private label to dominate market share
• Sales of sugar and alternative sweeteners by company

Figure 18: Multi-outlet sales of sugar and alternative
sweeteners, by leading companies, rolling 52 weeks 2019 and
2020

• Nutritional boost to alternative sweeteners
• Sweeteners merge natural with keto-friendly
• Honey brands go to the source

Figure 19: US launches of honey, by claim, 2015-20

• Multiple methods used to evaluate sugar content
• Sugar alternatives appeal to younger consumers
• Sugar watchers more likely to use natural sweeteners
• Alternative sweeteners prove problematic

• Only a quarter say they exceed daily recommendations for
sugar
Figure 20: Consumer perceptions of their sugar intake,
October 2020

• Young people overconsume sugar
Figure 21: Consumer perceptions of their sugar intake, by age,
October 2020

• Dads much more likely to overconsume – and know it
Figure 22: Consumer perceptions of their sugar intake, by
parental status, by gender, October 2020

• Motivating those who eat too much sugar to eat less
Figure 23: Evaluating food/drink sugar content, by consumer
perceptions of their sugar intake, October 2020

• Underconsumers make efforts to avoid sugar content
Figure 24: Sugar/sweetener content on shopping behavior,
by consumer perceptions of their sugar intake, October 2020

• Overconsumers wary of efforts to modify sweetener content
Figure 25: Attitudes toward sugar/sweeteners, by consumer
perceptions of their sugar intake, October 2020
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• Go beyond label requirements to guide consumers
Figure 26: Evaluating food/drink sugar content, October
2020

• Activity equivalents resonate strongly with parents and
younger consumers
Figure 27: Evaluating food/drink sugar content, by age,
October 2020
Figure 28: Evaluating food/drink sugar content, by parental
status, by gender, October 2020

• Consumers want to know the impact of the sugar content
Figure 29: TURF Analysis – evaluating food/drink sugar
content, October 2020

• Sugar remains most popular, but honey closes the gap
Figure 30: Sweeteners used, October 2020

• Sweeteners for specific applications could resonate
Figure 31: Sweeteners used, by age, October 2020

• Honey’s natural appeal resonates with parents
Figure 32: Sweeteners used, by parental status, October
2020

• Hot drinks, recipes lead sweetener usage
Figure 33: Usage of sweeteners, October 2020

• Room to increase usage in recipes
Figure 34: Usage of sweeteners, by Hispanic origin, October
2020

• Just under half of consumers check food labels for sugar
Figure 35: Sugar/sweetener content and shopping behavior,
October 2020

• Alternative sweetener users prone to check labels for sugar
content
Figure 36: Sugar/sweetener content and shopping behavior,
by Hispanic origin, October 2020

• Consumers taking a long view when it comes to sugar’s
health concerns
Figure 37: Reasons for limiting sugar, October 2020

EVALUATING FOOD/DRINK SUGAR CONTENT

SWEETENERS USED

USAGE OF SWEETENERS

SUGAR/SWEETENER CONTENT AND SHOPPING BEHAVIOR

REASONS FOR LIMITING SUGAR
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• Sugar alternatives with a BFY claim appeal to younger
consumers
Figure 38: Reasons for limiting sugar, by age, October 2020

• “Plant-derived” sweeteners resonating
Figure 39: Correspondence analysis – Perceptions of select
types of sugars and sweeteners, October 2020
Figure 40: Correspondence analysis – Perceptions of select
types of sugars and sweeteners, October 2020

• Natural, BFY sweeteners may improve consumers’ negative
perceptions of sweetened beverages
Figure 41: Sweetener concern by category, October 2020

• Young people’s sweetener concern notably in juice, energy
drinks
Figure 42: Sweetener concern by category, by age, October
2020

• Consumers look to avoid sweeteners, particularly artificial
ones
Figure 43: Attitudes toward sugar/sweeteners, October 2020

• Dads much more likely to accept “natural sugars”
Figure 44: Attitudes toward health and sugar/sweeteners, by
parental status, by gender, October 2020

• Natural alternatives will face price sensitivity challenges in
the recession
Figure 45: Attitudes toward use of sugar alternatives, by
household income, October 2020

• Data sources
• Sales data
• Forecast
• Consumer survey data
• Abbreviations and terms
• Abbreviations

Figure 46: Total US retail sales and forecast of sugar and
alternative sweeteners, at inflation-adjusted prices, 2015-25
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Figure 47: Total US retail sales of sugar and alternative
sweeteners, by segment, at current prices, 2018 and 2020
Figure 48: Total US retail sales and forecast of sugar, at
current prices, 2015-25
Figure 49: Total US retail sales and forecast of sugar, at
inflation-adjusted prices, 2015-25
Figure 50: Total US retail sales and forecast of syrup and
molasses, at current prices, 2015-25
Figure 51: Total US retail sales and forecast of syrup and
molasses, at inflation-adjusted prices, 2015-25
Figure 52: Total US retail sales and forecast of sugar
substitutes, at current prices, 2015-25
Figure 53: Total US retail sales and forecast of sugar
substitutes, at inflation-adjusted prices, 2015-25
Figure 54: Total US retail sales and forecast of honey, at
current prices, 2015-25
Figure 55: Total US retail sales and forecast of honey, at
inflation-adjusted prices, 2015-25

Figure 56: Total US retail sales of sugar and alternative
sweeteners, by channel, at current prices, 2015-20
Figure 57: Total US retail sales of sugar and alternative
sweeteners, by channel, at current prices, 2018 and 2020
Figure 58: US supermarket sales of sugar and alternative
sweeteners, at current prices, 2015-20
Figure 59: US sales of sugar and alternative sweeteners
through other retail channels, at current prices, 2015-20

Figure 60: Multi-outlet sales of sugar, by leading companies
and brands, rolling 52 weeks 2019 and 2020
Figure 61: Multi-outlet sales of syrup and molasses, by leading
companies and brands, rolling 52 weeks 2019 and 2020
Figure 62: Multi-outlet sales of sugar substitutes, by leading
companies and brands, rolling 52 weeks 2019 and 2020
Figure 63: Multi-outlet sales of honey, by leading companies
and brands, rolling 52 weeks 2019 and 2020

Figure 64: Correspondence analysis – Perceptions of select
types of sugars and sweeteners, October 2020

APPENDIX – COMPANIES AND BRANDS
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Sugars and Alternative Sweeteners: Incl Impact of COVID-19 - US - December 2020

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/987314/


Figure 65: TURF Analysis – evaluating food/drink sugar
content, October 2020
Figure 66: Table – TURF Analysis – evaluating food/drink
sugar content, October 2020

TURF ANALYSIS – METHODOLOGY
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
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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