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This report looks at the following areas:

Non-chocolate confectionery purchase details (type, season)
Non-chocolate confectionery purchase recipients

Influences on change in non-chocolate confectionery consumption
Associations with purchase location

Factors important to non-chocolate confectionery purchase

Frequency of non-chocolate confectionery use for occasions

The non-chocolate confectionery market is a diverse space, including a variety
of flavors and textures, including chewy, gummy and hard, among many others.
Consumers embrace this, and are not significantly loyal to one type of candy,
valuing the different consumption experiences and occasions that candy can
offer. Brands will compete fo provide a product that balances the need for
excitement and comfort, no matter the occasion.

Consumers are most likely fo shop the category for personal consumption,
oftentimes as part of a greater task. Just under half (49%) of consumers turn to
non-chocolate confectionery at least once a week to treat themselves or fulfil
a craving. Competition, then, is critical between non-chocolate confection
brands, making winning the sale in the moment a key consideration, even over
convincing consumers o buy non-chocolate treats.

Non-chocolate candy holds positive associations with fun and indulgence,
even briefly fapping into the inner child. For many, the enjoyment that these
products offer outweighs health concerns, including sugar consumption. The
market for BFY and low-/no-sugar confectionery will remain niche.

While inflation will not miss the non-chocolate confectionery market, its
relatively affordable price point will shield it from significant impact. Some
brands may enjoy a boost from consumers trading down from other categories.
Candy’s role as a comforting treat will further help non-chocolote
confectionery into shopping carts during fimes of sfress.
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“The biggest strengths of non-
chocolate confectionery are
in its variety of taste, texture
and overall experience while
also meeting the need for
personal treating and
snacking. The foundation for
the market is strong, but splif,
as consumers are not
necessarily loyal to brand or
even product attributes.”

- Kelsey Olsen, Food and
Drink Analyst
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Figure 10: Total US sales and forecast of non-chocolate

confectionery market, at current prices, 2016-26

SEGMENT PERFORMANCE

» Just keep chewing
Figure 11: Sales of market, by segment, 2021
Figure 12: Total US retail sales and forecast of non-chocolate
confectionery, by segment, at current prices, 2017-27

« Other retailers outpaced
Figure 13: Total US retail sales of non-chocolate
confectionery, by channel, at current prices, 2017-22

MARKET FACTORS

- Affordability may shield from inflation
Figure 14: US raw sugar price, duty fee paid, New York,
monthly, quarterly, and by calendar year, since 2000

» Recessionary impacts on innovation: a historical
perspective
Figure 15: New item launches of Licorice; Lollipops;
Marshmallows; Mixed Assortments; Other Sugar
Confectionery; Pastilles, Gums, Jellies & Chews; Sticks, Liquids
& Sprays; and Toffees, Caramels & Nougat, 2000-2021

« Personal indulging may counter declining population of
children
Figure 16: Purchase receivers, non-chocolate confectionery vs
chocolate confectionery, 2022

» Confectionery continues to solidify roles in balanced
routines

Figure 17: Change in confectionery consumption vs last year,
2022

MARKET SHARE/KEY PLAYERS

» Legacy brands growing sales across board with some share
changes
Figure 18: Multi-outlet sales of non-chocolate confectionery,
by leading companies, rolling 52 weeks 2021 and 2022

* Hard candy tops growth % year over year
Figure 19: Multi-outlet sales of hard candy, by leading
companies and brands, rolling 52 weeks 2021 and 2022

= Tis the season to be “lolly”
Figure 20: Multi-outlet sales of seasonal candy, by leading
companies and brands, rolling 52 weeks 2021 and 2022

* The comfort of chewy
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Figure 21: Multi-outlet sales of chewy candy, by leading
companies and brands, rolling 52 weeks 2021 and 2022
Licorice led by old identities with some new ideas

Figure 22: Multi-outlet sales of licorice, by leading companies

and brands, rolling 52 weeks 2021 and 2022

Other non-chocolate confectionery is opportunity for fun
success

Figure 23: Multi-outlet sales of other non-chocolate
confectionery, by leading companies and brands, rolling 52
weeks 2021 and 2022

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

Some like it hot

Figure 24: Unique flavored candy products, 2022

BFY looks to low sugar and beyond

Figure 25: Better for you candy products, 2022

Better for “us”

Figure 26: candy brand initiatives, 2022

Create a buzz with descriptors

Figure 27: Descriptive product examples, 2022

Extend the Brand connects to now and (back) then

Figure 28: Extend the brand product examples, 2022
Consumers crave experience

Figure 29: Starburst Airs Market — Los Angeles pop-up shop,
2022

Sharable snacking options offer variety

Figure 30: Candy Platters — packaged product and tiktok
creation

Marshmallows inspire beyond the classic summertime treat
Figure 31: Marshmallow product innovation, 2022

Licorice with a twist

Figure 32: Wiley Wallaby's Licorice Innovation, 2022

THE NON-CHOCOLATE CONFECTIONERY CONSUMER - FAST
FACTS

Variety is the name of the game

Support strong role as personal treat

Non-chocolate confectionery’s positives are winning, while
interests in subtractions are niche

Sweet, sweet convenience

PURCHASE OF NON-CHOCOLATE CONFECTIONERY

Expand repertoires as consumers are less tied to one type
Figure 33: Non-chocolate confectionery purchases, 2022
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« Kids tip the scale on gendered differences in purchasing
Figure 34: Non-chocolate confectionery purchases, by
gender, 2022

« Versatility wins younger candy consumer
Figure 35: non-chocolate confectionery purchases, by age,
2022

HOUSEHOLD NON-CHOCOLATE CONFECTIONERY RECIPIENTS

» Embrace candy’s role as personal purchase, explore
sharable opportunity
Figure 36: Non-chocolate confectionery recipients — NET —
any non-chocolate candy purchased, 2022

e Like an adult in a candy store
Figure 37: Non-chocolate confectionery recipients, NET — any
chocolate candy, by parental status, 2022

* Sharing is caring for Gen Z
Figure 38: Non-chocolate confectionery recipients — NET —
any non-chocolate candy purchased, by generation, 2022

» Tightened budgets dont hamper personal purchase
Figure 39: Non-chocolate confectionery recipients — NET —
any non-chocolate candy purchased, by household income,
2022

NON-CHOCOLATE CONFECTIONERY PURCHASE DETAILS

» Consumer purchases are not sticky
Figure 40: Non-chocolate confectionery purchase details,
2022

* Non-chocolate can meet the “me moment” with different
sizes
Figure 41: Non-chocolate confectionery purchase details, by
age, 2022

« Open up ideas and inspire occasions specific to formats
Figure 42: Non-chocolate confectionery purchase details, by

parental status, 2022

SEASONAL NON-CHOCOLATE CONFECTIONERY PURCHASES

« Consistent, yet much to be desired across holiday purchases
Figure 43: Seasonal non-chocolate confectionery purchases
— NET — any holiday themed, 2022

» Foster festivity beyond kids with nostalgia
Figure 44: Seasonal non-chocolate confectionery purchases
— NET - any holiday themed, by parental status, 2022
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CHANGE IN NON-CHOCOLATE CONFECTIONERY
CONSUMPTION

« A small, sweet treat to meet the occasions
Figure 45: Change in non-chocolate confectionery
consumption, 2022

¢ Men are finding room for sweets
Figure 46: Change in non-chocolate confectionery
consumption, by gender, 2022

* Provide sweet moments to parents
Figure 47: Change in non-chocolate confectionery
consumption, by parental status, 2022

= Accessibility will win as budgets tighten
Figure 48: Change in non-chocolate confectionery

consumption, by income level, 2022

REASONS FOR DECREASED NON-CHOCOLATE
CONFECTIONERY CONSUMPTION

*  While small, don't disregard sugar concerns
Figure 49: Reasons for decreased non-chocolate

confectionery consumption, 2022

REASONS FOR INCREASED NON-CHOCOLATE
CONFECTIONERY CONSUMPTION

» Convenience drives increased consumption
Figure 50: Reasons for increased non-chocolate
confectionery consumption

- BFY brands may make gains with male consumers
Figure 51: Reasons for increased non-chocolate
confectionery consumption, by gender, 2022

 Indulgence will win over the nonparent
Figure 52: Reasons for increased non-chocolate

confectionery consumption, by parental status, 2022

NON-CHOCOLATE CONFECTIONERY PURCHASE LOCATION

 Inspire purchase beyond the impulse buy
Figure 53: Non-Chocolate confectionery purchase location,
2022

« Appeal to genders through appealing stores
Figure 54: Non-chocolate confectionery purchase location,
by gender, 2022

* Gen Z and the impulse purchase
Figure 55:: Non-chocolate confectionery purchase location,
by generation, 2022
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NON-CHOCOLATE CONFECTIONERY PURCHASE FACTORS

» Ease the purchase decision with familiarity and fun
Figure 56: Non-chocolate confectionery purchase factors,
2022

* Ease uncertainties with trial opportunities
Figure 57: Non-chocolate confectionery purchase factors, by
gender, 2022

* Familiarity with a twist can appeal to young adults
Figure 58: Non-chocolate confectionery purchase factors, by
age, 2022

NON-CHOCOLATE CONFECTIONERY CONSUMPTION
OCCASIONS AND FREQUENCY

* Non-chocolate confectionery is a positive addition to
routines
Figure 59: Non-chocolate confectionery consumption
occasions and frequency, NET — At least once a week, 2022

« Solidify “treat yourself” messaging with younger consumers
Figure 60: Non-chocolate confectionery consumption as a
freat frequency, by age, 2022

* Find the convenience and indulgence sweet spot
Figure 61: Non-chocolate confectionery snacking frequency,

by gender and age, 2022

APPENDIX - DATA SOURCES AND ABBREVIATIONS

¢ Data sources

* Sales data

¢ Forecast

« Consumer survey data

- Abbreviations and terms
> Abbreviations

APPENDIX - THE MARKET

Figure 62: Total US retail sales and forecast of non-chocolate
confectionery, at inflation-adjusted prices, 2017-27

Figure 63: Total US retail sales and forecast of hard candy, at
inflation-adjusted prices, 201/-27

Figure 64: Total US retail sales and forecast of seasonal
candy, af inflation-adjusted prices, 2017-27

Figure 65: Total US retail sales and forecast of chewy candy,
at inflation-adjusted prices, 2017-27

Figure 66: Total US retail sales and forecast of licorice, at
inflation-adjusted prices, 201/-27
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Figure 67: Total US retail sales and forecast of other non-
chocolate confectionery, at inflation-adjusted prices,
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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
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mintel.com.

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


https://www.mintel.com/

	Non-chocolate Confectionery - US - 2022
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	Buy this report now

	Table of Contents
	Overview
	Executive Summary
	Market Size and Forecast


	Non-chocolate Confectionery - US - 2022
	Report Price: £3695 | $4995 | €4400
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	What's included

	Did you know?
	Buy this report now
	Segment Performance
	Market Factors
	Market Share/Key Players
	Competitive Strategies and Market Opportunities
	The Non-chocolate Confectionery Consumer – Fast Facts
	Purchase of Non-chocolate Confectionery
	Household Non-chocolate Confectionery Recipients
	Non-chocolate Confectionery Purchase Details
	Seasonal Non-chocolate Confectionery Purchases
	Change in Non-chocolate Confectionery Consumption
	Reasons for Decreased non-Chocolate Confectionery Consumption
	Reasons for Increased Non-chocolate Confectionery Consumption
	Non-chocolate Confectionery Purchase Location
	Non-chocolate Confectionery Purchase Factors
	Non-chocolate Confectionery Consumption Occasions and Frequency
	Appendix – Data Sources and Abbreviations
	Appendix – The Market

	About Mintel


