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FEEDING GOOD

DACK NO " LOCK' NG OF AMERICANS MENTION
_|ARM FUL DOWN " TH E ; 400/0 THEY HAVE BEEN EATING

MORE SNACKS SINCE THE

‘ DU NCH ‘ CALOR' ES ; OUTBREAK BEGAN.

(NIELSEN DATA)

Snacks and comfort food made a big comeback at the
beginning of the pandemic. Indeed, sales figures were

soaring during the “lockdown” worldwide; consumers
for many years now. Today however, the S S

. feel bored, anxious and stressed and seek relief by
consumer demand goes beyond recycling and

. eating all day. However, consumers preferences are 4 7
calls for biodegradable, compostable or . : + (o)
plant-based pfckaging. Also,pconsumers e now moving towards healthy snacking, as people are ® /o CAGR

; . DTS more conscious of the food they consume.
Increasingly gathering info on how to properly

recycle or dispose of a package.

Communicating about these topics is

subsequently of growing relevance for brands.

The environmental impact of food packaging

has been a relevant topic amongst consumers THE GLOBAL MARKET FOR

SNACK FOODS (2020-2027)

P LEANTY INTERESTING PLANT-BASED

. INGREDIENTS TO LOOK AT IN
packaged and canned goods will probably see ‘ FOO D 2020 INCLUDE LENTILS, PEAS,

Given the current status of the world,

a rise in purchase numbers. Naturally as a

consequence of shelf-life and hygiene .

concerns and the role packaging plays in it. Consumers are eating more plant-based " Tiger Nlljlts (theybare
alternatives than ever before. Global brands QWK Puogerre;; é/ar:]ugse uited
have delighted them with all sorts of plant-based : |

. _ P SR D as a milk, raw,
% Innovations across every category — from e P T, o4 baked fried,
avocado based chocolates to bean based snacks. Y e B o onted and even
%Q Plant-based foods sales grew even further in B # SN i c((cd. They look
recent weeks; sales of oat milk grew 476.7%, o @ like wrinkly chickpeas

where dairy milk sales only grew 32.4%. "oy Y 2 and they taste sweet.
(Nielsen data)

QUINOA, TIGER NUTS.
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Increasingly, shoppers are buying into promotional health
benefits of candies and snacks. Functional food is expected to
becomes even more important and should be a priority for

-YOND

HE CALORIE

brands in the next years.

The current world epidemic crisis will further fuel the craze
around healthy eating. People are seeking to boost their
Immune system in response to the outbreak by eating healthier
and being mindful of what they eat. (ndtv food)

RAVEL

ROUG

Younger consumers crave for adventurous and

TASTE

authentic global flavours, especially during

monotonous lifestyles caused by lockdowns. Two
Asian foods are expected to grow in the next years:

- Bubble Tea a drink from Taiwan, with

a base made from tea and chewy “pearls" inside.
- Ube, the purple and sweet root vegetable from

Philipines.
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FOOD FOR THOUGHT T

CBD (not-psychoactive derivate from the
cannabis plant) is expected to grow across
the snack and candy market. Big players will
need to focus on educating consumers
about its benefits like reducing anxiety and
Insomnia.

At the same time, protectionist measures by
national governments during the pandemic crisis
could provoke food shortages around the world.
We might see less supply for exotic products and
more demand for local products from consumers.
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Social media has greatly influenced the food
Industry, with endless creativity on food
plating, pairing, colouring. This creates
expectations in what people are seeking
offline, from colours to textures, from
flavours to packagings. Innovative snacks
and candy solutions by global manufactures
are the result, where they're hoping to
create an online buzz that finally leads to
increased brand interest & loyalty.
Oreo has been releasing special
limited-edition flavours for years. During
this first half of 2020, the world’s top selling
cookie from Mondelez International,
surprised customers with 2 fashion
partnerships.

- A collaboration with the fashion icon

Chiara Ferragni, through a special

packaging design.

- A limited-edition of red Oreos in
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