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Introduction
There is no argument to the fact that the global pandemic 
of 2019 has affected the global economy harshly. Unlike 
all industries, the corona virus outbreak has had a 
significant impact on all stages of the supply chain and 
value chain of the food & beverage industry. The United 
Nations has warned that the world is facing the worst 
food crisis in 50 years due to the recession caused 
by the pandemic. The pandemic has wholly reshaped 
the food & beverage industry, which is a result of supply-
demand shock, consumers' fear of basic needs 
availability and rise in demand of immunity-boosting food 
items, among others.

Logistics Challenges Impact Overall Supply Chain Activities

Globally, the F&B industry will probably experience a differential impact of the pandemic on each stage of its 
supply chain, majorly in the raw material supply and trade & logistics. The unavailability of specific raw materials 
due to lack of labour and transport issues, have affected the entire food supply chain. Trade restrictions 
imposed by the countries have also resulted in the shortage, which likely led to choked production and affecting 
the availability of food & beverage products at the retail level. Prolonged trade and logistic restrictions will lead 
to increased transaction costs and thus, higher consumer prices. Higher food prices are, in turn, likely to signal 
impending shortages. These effects can compound each other in a vicious cycle.

The sector is also adapting to rapid changes in consumer needs and demand. After the lockdown was in 
place, the demand for on-the-go food has diminished, and the majority of consumers are reliant on 
supermarkets and direct-to-consumer online deliveries. Restaurants across the world have experienced a 
dramatic reduction in custom-er footfall, thereby directly affecting the revenues of foodservice outlets. 

Due to the global recession, consumers are focusing on affordability when making purchase 
decisions. Niche product claims such as clean label, free-from, etc., are being overshadowed by the 
affordability factor, especially in the bakery industry. Manufacturers are also looking for cheaper 
clean-label alternative ingredients, so that they can reach out to the customers with reasonably 
priced, clean-label products. 

COVID-19 has also modified the definition of "clean" beyond the labels. Since the onslaught of the 
pandemic, Majority of the consumers are interested in at-home preparation and server hygiene of the 
food products.



Rapid Changes In Consumption Trends Results In Demand-
Supply Volatility
Demand-supply volatility is at the center of the novel consumer trends that came due to the pandemic. F&B 
manufacturers are severely being affected by factors such as the shortage of labor and the unavailability of food 
ingredients. 

At the onset of the pandemic, there has been a steep increase in demand of food and beverages. In most of 
the cases, consumers resorted to panic buying, causing empty shelves, as consumers were stocking up and 
hoarding. Sales of shelf-stable grocery items including fruit snacks, dried beans and pretzels, spiked in the first 
few weeks of the global shut-down. Sales of frozen and packaged foods in particular increased dramatically in 
the beginning. Following this initial spike, the demand stabilized, but it remains about 15-20% higher than the 
previous year for fresh, frozen or packaged foods.

IR
I C

PG
 D

em
an

d,
 in

 U
S$

200

150

100

50
1 Mar 8 Mar 15 Mar 22 Mar 29 Mar 5 Apr 12 Apr 19 Apr 26 Apr 3 May 10 May 17 May 22 May

Frozen General Food Refrigerated Meat

The IRI CPG Demand Index measures the weekly changes in consumer purchases (in dollar terms) relative to the same period in the 
previous year.
Source: IRI, https://advantage.iriworldwide.com/Engineering/covid19/

As families are adapting to work from home, home schooling and other new routines, the food consumption 
patterns are also evolving accordingly. Before COVID-19, consumers typically used to prefer a mixture of meals 
in and out of home, with lunch and snacks often away and on-the-go. Now, most food service dining rooms are 
closed, leaving fewer options for outsourcing meal prep, including takeout, prepared meals from retailers, and 
frozen prepared. So, more and more and consumers are cooking their own meals. 



According to the International Food Information Council's (IFIC) 2020 Food and Health Survey, 
85% of the consumers reported some kind of change in their consumption habits. Besides, 60% of 
consumers said that they are cooking at home more now than before. This has led to a drastic increase in 
the demand for food ingredients. 

Other exciting trends that arose during the 
pandemic are the rise of snacking and home baking. 
As more and more consumers were spending time 
indoors, they ventured into home baking, resulting 
in a demand surge for small packaged baking 
ingredients such as flour, yeast, etc. Another impact 
of the shutdown was the evolution of snacking, 
froma convenient and com-forting experience 
before COVID-19 to a more food conscious and 
healthy activity during the pandemic. One-third of 
the consumers claim that they are snack-ing more 
than usual, but at the same time are aware of the 
nutritional value of the snacks that they are 
consuming. 

Source: IFIC (International Food Information Council) 2020 Food and Health Survey.
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Nutrition and functional benefits such as lower 
sugar, high fibre, gut health and immune support 
are also vital consumer trends in the current 
scenario.  Around 20% of the consumers reported 
that they are eating healthier than usual. Some 
consumers are even willing to compromise on their 
taste expectations, to get the nutritional benefits 
they desire. This is specifically evident in 
developed countries. Manufacturers and retailers 
now have to think beyond the traditional snacks to 
meet consumers' requirements.



Restaurants around the globe are also severely impacted by the shutdown. Most of them witnessed an increase 
for their takeout and delivery orders and have to develop alternative strategies to satisfy the current consumer 
trends. KFC, one of the biggest fast food chains, decided to drop its famous ‘Finger Lickin' Good’ slogan 
in light of the pandemic. The com-pany said that the sloganis not appropriate for the current situation 
that demands for facemasks, sanitisation and social distancing norms. Such marketing strategies will 
be in constant evolution throughout the years, as consumers decide which habits to keep, and which 
return to the “old normal.” These trends are promising for brands in the restau-rant and food service industry. 
Despite having to battle with lingering safety concerns and disconcerting recommenda-tions around re-opening, 
restaurantsare expected to regain momentum.        

Plant-Based Category Sales Shoot Up
An accelerating shift towards a healthier lifestyle has been evident among the consumers in the recent past. 
Consumers are becoming increasingly aware of the nutritional benefits offered by plant-based foods. In a time of 
crisis, when most industries have been experi-encing a hindered growth, the plant-based food industry has 
flourished with significant advancements and increased launches as the COVID-19 pandemic continues to unveil 
the links between meat and animal-borne viral illnesses, which has led more consumers to analyse and re-
evaluate their diets.

The pandemic has exposed the health and sustainability risk of a meat-reliant system, which has 
represented an opportunity for the plant-based sector. The plant-based market in China has been booming 
with exciting announcements during this period.

In the US, during March, the sales of plant-based meat and milk had shot up and outpaced the conventional 
meat. Milk sales as the consumers continued to stock up on food supplies amidst the COVID-19 
shutdown. The sales of plant-based meat, mainly made from soy and pea proteins, grew ~150% in the 
week ending March 14 and the week ending March 21. 
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The pandemic has exposed the health and sustainability risk of a meat-reliant system, which has represented an 
opportunity for the plant-based sector. The plant-based market in China has been booming with exciting 
announcements during this period. 

The plant-based category has remained resilient even in the times of economic uncertainty outperforming 
prior-year growth rates. The shift in consumer perceptions around sustainability, health and nutrition will only 
drive the opportuni-ties for the growth of plant-based options in the future.

Increased Consumer Awareness On Health & Nutrition
As the COVID-19 outbreak hit its peak globally during March 2020, consumer interest in improving immunity 
peaked. Following a plant-based diet, which is associated with high antioxidant, flavonoid and fibres,was 
recommended for vulnerable people during the initial stages of the pandemic situation, which boosted the sales 
of plant-based foods among the consumers.

The similar peak was observed for the dietary supplements, the demand for Vitamin C and D spiked during this 
period. Since the first week of March, the sales of Vitamins, Minerals and Supplements experienced growth of 
~20-140% every week.
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Major food chains such as Starbucks have launched Beyond Meat and Oatly products in their menu; KFC 
has debuted plant-based fried chicken across select chains; Chinese vegan food tech Starfield has 
partnered with 6 major restaurant chains to launch its meat substitute across hundreds of locations in China.



Within the APAC market, India led the highest number of new food, drinks and supplements launch 
that bear immune-system boosting claims. Immunity-based products are expected to have a 
continued demand post COVID-19. 

With social distancing in full effect and lockdowns placed globally, more professionals and students had begun 
working remotely from home spending a lot more time in front of their screens. The surge in screen time has 
also led to the increase in sales of eye care supplements containing lipids and carotenoids with many 
companies such as By-Health, Eyepromise among others profiting from this situation by improving their brand 
image and expanding their sales.

During the lockdown phase in many countries globally, the majority of the manufacturers were struggling to 
meet the growing demand as they were unable to ramp up production. With rising awareness about the impact 
of nutrition and dietetics on one's health and immune system, the nutrition industry has thrived despite COVID-19 
and is expected to grow in the future too.

Food Regulations Shift To Accommodate Increased Nutritional Demand
The lockdowns imposed in certain countries led to increased demand for products, which forced temporary trade 
measures on the imports and exports of particular products such as fresh food, meat, supplements, etc. across 
countries globally.

Export restrictions were imposed by India on vitamins to meet the rising demand for supplements from domestic 
consum-ers to improve immunity. Restrictions on export of food products such as grains, beans, rice, etc. were 
also imposed by countries such as India, Russia, Vietnam, Philippines, Myanmar, and Tajikistan to cater to the 
needs of the local population. 

The situation has brought about changes in food safety and quality standards, with more focus on 
cleanliness and hygiene. The guidelines for food workers became more stringent with maintaining social 
distance, use of disposable gloves and creating awareness among the staff. Adherence to the measures will 
ensure that food safety and health will be prioritized permanently.
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Strong global concerns about the pandemic have drastically influenced the global functioning of the food & 
bever-age industry given the health risks, supply gap, restaurants and foodservice outlet's business, 
consumers' eating habits, food product prices and affordability, trade dynamics among others. With all the 
changes on the food front for consumers, the question becomes which of these trends will stick or even 
accelerate. However, the impacts and the magnitude of the effects of this outbreak for the long term is still 
nebulous, it has opened up new opportunities and challenges at every stage from farmers, ingredient 
manufacturer, food processors, retailers, foodservice outlets and transport and logistics.
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About ChemBizR

ChemBizR team is acknowledged as the most admired business research and consulting partner of chemical companies 
globally, by addressing their critical business challenges and strategic growth initiatives to help them transform their 
enterprise for a sustainable growth in a highly competitive and rapidly evolving environment.

Need to revamp your food ingredient sales and marketing blueprint to respond to the consumer demands since the 
pandemic? Since data alone is not su�icient to develop strategies, ChemBizR o�ers end-to-end perspective about 
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analysis. ChemBizR also provides solutions that can help you identify the right set of distributors & partners for 
strategic collaborations, which can ensure a profitable and sustainable growth for your food ingredient business.
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