"COVID-19 Drivers"
January, 2021

Industry Trends & Insights
Wizard of Lightbulb Moments
With 2020 in the rearview mirror, many are hopeful that 2021 will paint a different
picture. However, battles still lay before all aspects of the food industry and
consumers are looking to you as an ally. They don’t want you to be the hero though.
73% would get a COVID-19
They are the hero in their lives. What they need now more than ever is a guide. You vaccine if available – down 4
are the guide that will allow them to be the hero in their own lives.
points since August
By buying or using your products, they become the hero in their lives.
The Recession and COVID-19 are behaving as two independent parents, each having
their effect on consumers. They are expected to resolve at different rates which will
directly influence consumer behavior. Whether the two newest strains of COVID-19 –
UK and African- are susceptible to the current COVID-19 vaccines will also affect
consumer behavior. What has consistently been found in research is that there will be
a hangover effect. Regardless of how safe the environment becomes, consumers
54% of employed adults
have consistently reported they will continue to stockpile items, avoid public spaces, across 27 countries fear they
and continue to make fewer trips to grocery and restaurants – despite desire.
will lose their jobs within the
Two spaces that are benefiting during this time are private label and e-commerce.
next 12 months
Private label rises primarily because of the Recession. The rise of e-Commerce is
more directly linked to COVID-19. Both will reverse course, to an extent when
COVID-19 and the Recession resolves. Research shows that people want to see, feel,
and touch products themselves, they want to go back to grocery stores and restaurants,
and they want to return to the brands they loved. What you need to consider is:
 How can you align now with consumers to outlast COVID-19 & the Recession?
 Beyond empathy, what are you doing to instill trust in consumers?
54% will always have a
 As COVID-19 and the Recession resolves, how will you re-adjust your strategy stockpile of key items going
to meet consumers where they will be tomorrow?
forward

Rising Vaccine Hesitancy Threatening COVID-19 Recovery
In a World Economic Forum/Ipsos survey of 18,526 adults
from 15 countries, only 73% say they would get a COVID-19
vaccine if available – down 4 points since August. A World
Economic Forum/Ipsos survey revealed that across 15
65% will be reluctant to
countries, 77% of adults strongly or somewhat agreed with
return to large food halls or
the statement “if a vaccine for COVID-19 were available, I
would get it”. Since August, vaccination intent has declined marketplace environments
in 10 of the 15 countries. More than 80% in India, China, South Korea, and Brazil say
they would get a vaccine if available, compared to just over half in France and about
66% in the US, Spain, Italy, South Africa, Japan, and Germany. Reasons for not taking a
vaccine in nearly equal proportions, those who do not intend to take a vaccine for
COVID-19 say that they are worried about the side effects (34% globally) and that they
are worried that a vaccine is moving through clinical trials too fast (33%). Fewer say
they don’t think the vaccine will be effective (10%), they are against vaccines in
general (10%), and that the risk they’ll get COVID-19 is too low (8%). Concern about
side effects is highest in Japan (62%) and China (46%). Worry that the clinical trials are
Find out how Culinary Tides, Inc.
rushed is highest in Brazil and Spain (48% in both). Nearly half of adults globally
can help you navigate trends.
would get vaccinated within three months after the COVID-19 vaccine is available.
Source: WEF, Ipsos

Continue reading article here.
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Only 28% of Workers Expect Return to Workplace by End of 2020
As new COVID-19 cases continue rising, a Conference Board survey of US employees finds that only 28% expect
returning to the workplace by the end of 2020. It is an expectation also more greatly felt among more low-ranking
employees: 20% of individual contributors feel such pressure, compared to 4% of C-suite executives. Another 38%
expect to return at some point in 2021 or beyond. Only 7% expect to return after a vaccine is widely available. Only
17% feel very comfortable returning, and even want to return while 70% indicated they are only moderately
comfortable returning, if at all. Moderately comfortable: 39 percent; Not comfortable: 31 percent. Individual
contributors (20%) and front-line managers (21%) are most likely to feel pressure to return to keep their jobs. Only
4% of C-Suite executives feel the same. While individual contributors feel the most pressure to return to keep their
jobs, they also feel the least comfortable with returning (42% vs 31% overall). Feel more pressure to return to keep
their jobs (men: 10 percent; women: 17%). More concerned with the risk of personally contracting COVID-19 (men:
61 percent; women: 67%). More concerned with a lack of adherence to safety guidelines by colleagues (men: 32
percent; women: 39%). There is a trust gap - 29% of respondents have little faith in their colleagues’ ability to
adhere to safety protocols and guidelines.
Continue reading article here.

Nearly One-Third of US Adults Expect to Lose Employment Income:
Almost 31% of respondents to the Census Bureau’s Household Pulse Survey conducted Nov. 11 through Nov. 23 rd
said they expected someone in their household to suffer a loss of employment income. Another 33.2% said they
expected to face foreclosure or eviction within the next two months, 34.5% said they have struggled to pay basic
expenses, and roughly 12% said there was sometimes or often not enough food to eat in their homes during the
week leading into the survey.

Continue reading article here.

More Than Half of Global Workers Fear Possible Job Loss
Fully 54% of employed adults across 27 countries surveyed by the World Economic Forum
fear they will lose their jobs within the next 12 months as the COVID-19 pandemic
continues. Conducted by Ipsos, the survey of more than 12,000 people also found that
67% of respondents think their current employers will help retrain them to develop skills
required for future jobs. The magnitude of job worries depended greatly on where the
respondents lived. In the USA, 36% of US workers were worried about losing their jobs.
Continue reading article here.

US consumers preparing for second wave of stockpiling
Inmar Intelligence reported that 57% of shoppers surveyed are now deciding whether to replenish their stock of
goods gathered at the start of the coronavirus pandemic. Meanwhile, another 54% of respondents said they aim to
be prepared by always having a stockpile of key items going forward, in case of
safety issues and supply outages at stores. Of those polled, 27% said they’re
considering a winter stockpile because certain products might not be in stock
when needed. Of consumers surveyed, 55% said they aim to buy goods for their
stockpile in-store. The top two products cited by survey respondents were
toilet paper (67%) and hand sanitizer (57%). Other products that consumers
have stockpiled or plan to stockpile include paper towels (cited by 52% of those
polled), disinfecting wipes (53%) and canned goods (54%). And 45% of
respondents said the second round of stockpiling will include items not in the
first round, such as frozen dinners, pasta, snacks and cleaning products.
Continue reading article here.
Sources: Conference Board, Census Bureau, WEF, Inmar Intelligence
Find out how Culinary Tides, Inc. can help you navigate trends. www.culinarytides.com
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Study Reveals Evolving Need of Pandemic-Conscious Young Consumers
The latest Y-Pulse survey looks at the dining habits of COVID-era consumers ages 34 and under. They found that 59%
agreed with the statement “I find myself eating the same foods every day,” yet 79% crave the variety they can get
when dining out. While 57% of those surveyed prefer purchasing fully prepared foods over making food from
scratch, 62% of young consumers disagreed with the statement “I do not like to cook.” Fully 78% have found
opportunities to explore cooking new recipes during stay-at-home periods and 80% have been inspired to learn
more cooking techniques. And 69% of those surveyed said that indulgent comfort food was their salvation in recent
months, yet 83% are looking forward to returning to healthier eating, implying that indulgence needs to be
balanced with fresh, healthy options. Yet young consumers are not about to adopt strict dieting rules as 71% agreed
that a little bit of indulgence was likely to become part of their daily routine and 76% say that life is too short to skip
dessert. Also, 70% said they have missed being around other people when dining in a foodservice establishment,
but 65% will be reluctant to return to large food halls or marketplace environments. Now 77% say they have a
greater appreciation for all of the restaurant experiences they used to take for granted and 79% agreed that chefs
have become heroes serving their communities in these difficult times. Importantly, 75% plan to patronize
restaurants that were known for taking care of their employees during these difficult times. In the meantime, the
drive through window at young consumers’ favorite restaurants feels like home for 48%.
Continue reading article here.

Source: Y-Pulse

Culinary Tides, Inc. acts as a side-along Think Tank to industry partners to help accelerate marketing and
product innovation by getting new products to market faster and more successfully.

Where We Fit …
With your Forecasting Department:
 Strategy, M arketing, Consumer Insights
We work with the team responsible for
pushing trend information out to other groups

Methodology
Culinary Tides, Inc. practices Chaos Forecasting and uses Military Intelligence analytics.
We foretell a trend’s birth and forecast its trajectory, personality, & longevity to aid strategy. It allows for
successful entrance, navigation, and exit strategies and safeguards corporate stability.
The Bottom Line

Many forecast services can answer the question “What” … What is:
• The trend? New products? Sales? Consumer opinion?
Can your current forecast services tell you:
• When the trend was born & Who are its parents?
• What is its personality?
• Who are its allies & adversaries?
• How long will it live, How disruptive will it be, How to navigate it?
• Where else will it materialize…what other categories?
• What is coming next? BEFORE surveys & sales data can report its birth.

This Is Where We Fit In
Find out how Culinary Tides, Inc. can help you navigate trends. www.culinarytides.com
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