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Future Proofing is core to our Covid-19 Response plan at Bord Bia.

Planning for your business future in a time of such uncertainty will not be easy.

Our ambition is to deliver industry timely consumer and market insights,
robust data and assistance with strategic planning.

By downloading our Future Proofing Toolkit youôvetaken the first step in
beginning your businessôplans for a successful Post-Covid futureé



How to use the toolkit.

The toolkit is built around three key elements, each of which will help you
navigate your way through the changed reality in the marketplace.

The menu for these elements is shown below. Simply click on item 1, 2 or 3 for
more explanation on how to use them and if at anytime you wish to return to
this page simply click the óhomeôitem in the bottom left corner of each page.

2. Validators1. Indicators 3. Planners



Indicators

Welcome to the Indicators section of the toolkit.

Understanding each of these indicators is your first step in developing a future
proofed plan for your business. You can read each individually by clicking on
their icon below:

General 
Behaviours

Shopper 
Behaviours

Consumption 
Behaviours



Indicators
From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October

#1 Shielding.
Consumers are shifting to protection 

for their insides and outsides

Image by PublicDomainPicturesfrom Pixabay



#1 Shielding surges forward
Itôs all about immunity, as many people believe the virus is here for some time yet and, itôs likely not 
just for now, as pandemic conversations are likely to continue, even in a Post Covid world.

NBJ estimates that sales of cold, flu and 
immunity supplements will reach $5.2 bn 
this year with growth of 51.2% over 2019.
According to NBJ, nearly 10% of all US 
supplement sales in 2020 will be for 
immune support.

Even with the growth curve normalizing in 
the coming years, NBJ expect a lasting 
increase of $1.5 billion  over pre ςCovid
forecasts for cold, flu and immunity.

27% 
Of US adults are taking specific 
supplements to fend off Covid19

BB Indicators Barometer, Oct 2020



#1 Shielding surges forward
People are shielding more through the foods that they choose.

With a growing focus on food, people are also looking at adding healthier ingredients to eat better. As health

care services struggle across the globe, many people are battling to take control where possible and food is

one area where they can. This presents an opportunity for food and drinks businesses to engage with

consumers through the adaptation of recipes to create ñherohealthyòingredients and products.

THE INDICATOR

Eye Protection Claims

Will new innovations emerge?

Will protection claims emerge?

26% 
Of US adults are choosing foods 
that boost immunity MORE now 
due to Covid19
BB Indicators Barometer, Oct 2020

Daria Shevstova@pexels.com



#1 Shielding specifics
Vitamin C, Vitamin D and probiotics are the star players in this battle ground, with growing 
awareness around the benefits of these nutrients ensuring their continued growth for the 
foreseeable future

According to an article in newhope.com, Vitamin C is a 
leading player contributing  $798 million to immunity 
supplement sales in  the US in 2020 (NBJ) with, according to 
a nationally representative survey undertaken in the market,  
47% of consumers taking Vitamin C for immunity purposes

Probiotics continue to emerge with 30% of those surveyed 
reporting use of probiotics with projected growth of 40% as 
it continues to drive growth outside of gut health

https://www.newhope.com/market-data-and-analysis/analysts-take-immunity-supplement-sales-expected-reach-5b-2020

άtŜƻǇƭŜ ƘŀǾŜ ƴƻǘƘƛƴƎ ǘƻ ƭƻǎŜ ŀƴŘ ƳǳŎƘ ǘƻ Ǝŀƛƴ ōȅ ǘŀƪƛƴƎ 
Vitamin D as protection during the Covid19 Pandemic, 
according to a paper by Irish and UK Scientists, making clear 
that its for a healthy immune not soleyfor bone and muscle 
ƘŜŀƭǘƘέPaul Cullen, Irish Times, October 5th

ά!ƭƳƻǎǘ ƘŀƭŦ ǘƘŜ LǊƛǎƘ ǇƻǇǳƭŀǘƛƻƴ ƛǎ ŘŜŦƛŎƛŜƴǘ ƛƴ 5 ǿƘƛŎƘ ƛǎ 
produced in the skin. People should be taking 800 IU, twice 
ǘƘŜ ǊŜŎƻƳƳŜƴŘŜŘ ŀƳƻǳƴǘ ƛƴ 9ƴƎƭŀƴŘΣ {ŎƻǘƭŀƴŘ ŀƴŘ ²ŀƭŜǎέ

TCD Scientist Prof Rose Anne Kenny , Irish Times, October 5th  

https://www.newhope.com/market-data-and-analysis/analysts-take-immunity-supplement-sales-expected-reach-5b-2020


Indicators

#1 Shielding.

Implications for Irish Food & Beverages

Å A greater focus on food functionality
Å A greater focus on the science of food function
Å Even greater scrutiny on immunity claims
Å Innovations in hand held snacking
Å Innovations in eye protection functional foods

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



Indicators

#2 Comfort Cooking.
Consumers are retrenching to familiar 
old favourites and forming new habits

Image by PublicDomainPicturesfrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



#2 Comfort In Cooking 

Anna Guerrero @ pexels.com

Consumers are still retrenching to familiar old favourites and forming new 
habits with comfort cooking still as important as it was since May

27% 
Of US adults are choosing MORE 
familiar favourite foods due to 
Covid19
BB Indicators Barometer,Oct2020

42% 
Say the will continue to choose 
these familiar favourites post 
Covid19
BB Indicators Barometer, Oct 2020



Indicators

#2 Comfort Cooking.
Early Implications for Irish Food & Beverages

Å Consumers embrace comfort foods
Å Consumers replicate their take-out favourites
Å Consumers reject convenience cooking
Å Consumers are looking for ñhealthier ñ comfort 

food options

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



Indicators

#3 Simply Safe.
Consumers are looking for security in 

simplicity, transparency and familiarity

Image by PublicDomainPicturesfrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



#3 Simply Safer

Personal safety has become a part of the daily ritual

88% 
of US adults are washing their hands well 
and often with soap & water /or sanitizer (-
4%)
Bord Bia Indicators Barometer, Oct 2020

9 in 10
of US adults are wearing a mask while doing 
the grocery shopping for the household
Bord Bia Indicators Barometer, Oct 2020

Anna Shvets @ pexels.com



#3 Simply Safer

Food Safety is continuing to play a role of growing importance for 
consumers

34%
of US adults are choosing their supermarket 
MORE SO on their safety than they did 
before
Bord Bia Indicators Barometer, Oct 2020

44%
ƻŦ ¦{ ŀŘǳƭǘǎ ōŜƭƛŜǾŜ ǘƘŀǘ ƛǘΩǎ ahw9 ƛƳǇƻǊǘŀƴǘ 
now that the food and drink they buy is 
ǎŜŀƭŜŘ ŀƴŘ ƘŀǎƴΩǘ ōŜŜƴ ǘƻǳŎƘŜŘ
Bord Bia Indicators Barometer, Oct 2020

Anna Shvets @ pexels.com



Indicators

#3 Simply Safe.
Consumers are looking for security in 

simplicity, transparency and familiarity
and more formal guarantees of safety

Image by PublicDomainPicturesfrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



Indicators

#4 Trace Tech.
Consumers are sharing their data in new ways

Image by PublicDomainPicturesfrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



With safety a high priority, people want to know more than ever about 
where their food comes from. Behind the scene stories are going to 
become ever more important and it may mean more people embrace 
ñtrace techò.

#4 Trace Tech

Pixabay.com

27% 
Of US adults are choosing local 
grocery brands MORE now 
because of Covid19 (-2%)
BordBia Indicators Barometer, Oct 2020



Indicators

#4 Trace Tech.
Early implications for Irish Food & Beverages

Consumers embrace data-sharing for health purposes
Consumers adopt óvirtual shopping listsô via AI

Consumers allow wearable data to change their diets
Consumers embrace contactless retailing

Image by PublicDomainPicturesfrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



Indicators

#5 The New Social.
Consumers are embracing technology to fight 
social distancing.

Photo bySergey Zolkinon Unsplash

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



#5 The New Social

With nearly one in two  in the US now working from 

home in  some capacity and 29% missing colleagues, 

people are craving real company.  

Itôs likely that we will have expended our personal 

bandwidth on ñonline socialò. Getting back to being with 

our friends is what people really want. The top thing people 

miss, is spending time with friends. 

mentatdgt@pexels.com

70% 
TOP THING PEOPLE MISS,
spending time with friends
Bord Bia Indicators Barometer, Oct 2020

51% 
of US adults miss out on 
eating in fast food  
restaurants
Bord Bia Indicators Barometer,
Oct 2020

60% 
of US adults miss out on 
eating in formal restaurants
Bord Bia IndiatorsBarometer.
Oct 2020



Virtual interactions can actually be hard on the brain saysAndrew Franklin, an 
ŀǎǎƛǎǘŀƴǘ ǇǊƻŦŜǎǎƻǊ ƻŦ ŎȅōŜǊǇǎȅŎƘƻƭƻƎȅ ŀǘ ±ƛǊƎƛƴƛŀΩǎ bƻǊŦƻƭƪ {ǘŀǘŜ ¦ƴƛǾŜǊǎƛǘȅΦ 

In a National Geographic Article published this year, Franklin explains how a 
typical video call impairs our natural abilities to read body language. This in turn 
forces people to work harder to communicate. Your brain is often forced to 
multitask the article states, often moving between conversations which in itself 
is exhausting.

There  is often a  prolonged split in attention  on such a platform which creates a 
sense of being drained while having accomplished nothing. Multi viewing 
screens can make this all the more complex and the brain can become 
overwhelmed by too much unfamiliar stimuli while being ever more focused on 
searching for non-ǾŜǊōŀƭ ŎǳŜǎ ǘƘŀǘ ƛǘ ŎŀƴΩǘ ŦƛƴŘΦ

And so a traditional phone call may be less taxing on the brain, Franklin says, 
because it delivers on a small promise: to convey only a voice and so its less 
ƭƛƪŜƭȅ ǘƘŀǘ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ ōŜ άōƻƻƪƛƴƎέ ȊƻƻƳ ǘƛƳŜ ŦƻǊ ŎƘŀǘǎ ǿƛǘƘ ŦǊƛŜƴŘǎ ƛƴǘƻ 
the future.

https://www.nationalgeographic.com/science/2020/04/coronavirus-zoom-fatigue-is-taxing-the-brain-here-is-why-that-happens/

In fact, online social has proved challenging for the brain

#5 The New Social ñZoomò online social fatigue is now a ñthingò

Andrea piacquadio@pexels.com

http://www.nsu.edu/andrew-franklin
https://www.nationalgeographic.com/science/2020/04/coronavirus-zoom-fatigue-is-taxing-the-brain-here-is-why-that-happens/


#5 The New Social: Working out from home no more

While online fitness took off during Covid 19 and we had the Joe Wicks 
phenomenon, people embraced the reopening of gyms across the world once 
more. Even before gyms reopened ñexercise speakeasiesò  emerged stateside 
and where people could exercise outside, many makeshift open air gym 
sessions took place.

The closing of gyms and fitness classes  only served to highlight how everyone 
actually likes going to their gyms, according to Amanda Pull (The Atlantic, Sept 
2020) and so even if some concerns remains about their safety given the nature 
of  its pump and  sweat environs, people are as eager to get back to the gym as 
to restaurants and barséso what is the appeal?

Going to the gym is now an engrained part of our culture and important for self worth, it doesnôt 

quite translate online, given our  personal need to demonstrate success  

άWe live in a  culture in which being industrious is highly valorised. Many people want to be 
ǇŜǊŎŜƛǾŜŘ ŀǎ ǇŜƻǇƭŜ ǿƘƻ ǾŀƭǳŜ ŜȄŜǊŎƛǎŜΣ ōŜŎŀǳǎŜ ƛǘ ǎƘƻǿǎ ǘƘŜȅΩǊŜ ŎƻƳƳƛǘǘŜŘ ǘƻ ǎŜƭŦ-
improvement, and to hard work. Above and beyond movement itself, part of the satisfaction of 
gym-going comes from performing those values around other people who share them, and 
ŦǊƻƳ ŀŎƘƛŜǾƛƴƎ ǿƘŀǘ ǘƘŀǘ ŎƻƳƳǳƴƛǘȅ ǊŜƎŀǊŘǎ ŀǎ ǎǳŎŎŜǎǎέ
Prof Natalia Melham Pertrzela, NYC, The Atlantic

meghanholmes@unsplash.com

15% 
Of US adults taking more online 
fitness classes now since Covid
which is down 4% vs May 2020 
Bord Bia Indicators Barometer



#5 The New Social

To coincide with the Olympics, Asics were due to

launch a new range of runners to the media.

With the cancellation of the Olympics and no press

launches, Asics went virtual creating their own

innovation lab for the lock down launch.

The experience required the wearing of a VR

headset. Users were invited to participate in

exercises that emphasised the shoes featuresé

Asics is now considering bringing this experience

into their retail outlets to create an enhanced

customer involvement in store.

Source: Wikipedia
www.stylus.com

The Show Must Go On: HOWEVER, instore virtual ñshoppingòentertainmentis likely 

something we will see more of..Asics success of going virtual during lockdown has made 

them consider bringing the virtual store at home.

11% 
Of Japanese consumers are 
engaging with robots and 
automated solutions to avoid 
human contact
Bord Bia Indicators Barometer

73% 
of consumers agree 
with the statement that 
they use augmented 
reality to enhance their 
shopping experience
Euromonitor International Lifestyle
Surveys 2019



Indicators

#5 The New Social.
Consumers are embracing technology to fight 
social distancing.

Implications for Food and Beverages

¶ An even greater focus on brands ótalking directlyô to consumers

¶ An ability to have deeper conversations with consumers

¶ An opportunity to create ósharedô experiences around brands

¶ Brands can link into healthy lifestyle routines more overtly

¶ Brands can encourage consumers to óget creativeô

¶ Consumers may expect more entertainment from shopping

Photo bySergey Zolkinon Unsplash

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



Indicators

#6 Stocking-In.
How grocery shopping evolves from 
panic to preparedness.

Image byAlexas_Fotosfrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



#6 Stockpiling surges though not as
much as in the early phases in the US

Annie Spratt
www.unsplash.com

With second waves happening across many countries, a rolling stockpile is 
becoming a part of life

According to IGD UK, reports of some shoppers purchasing extra products due to 
fears of a second national lockdown has seen Morrisons, Tesco and Aldi 
reintroducing rationing on some products. 

Over the weekend (25-27th September) there was a significant increase in claimed 
stockpiling to 47% from 39% recorded a few days earlier. In the UK claimed 
ǎǘƻŎƪǇƛƭƛƴƎ ƛǎ ƘƛƎƘŜǎǘ ŀƳƻƴƎǎǘ ȅƻǳƴƎŜǊ ŀŘǳƭǘǎ όғорΩǎύ ŀƴŘ ǘƘƻǎŜ ǿƛǘƘ ŎƘƛƭŘǊŜƴΣ ŀǎ 
well those living in London. 

Interestingly, according to bbc.com, freezer sales jumped 200%on last year, in 
March alone. Improved storage suggests the likelihood that we will see more 
emphasis on stockpiling/bulk buying behaviours in the future

In the US, we are seeing more purchasing of frozen foods and foods with a longer 

shelf life and larger packs are all growing in importance

25% 
of US consumers are buying 
beef in larger packs or in bulk 
for stocking up
BordBia Indicators Barometer, Oct 2020

40% 
of US consumers are stocking up 
MORE on essential food and 
drink for their home since Covid
19 though this is down 10% since 
May
BordBia Indicators Barometer, Oct 2020



#6 Stockpiling surges once more

The pandemic pantry is full once more with tinned foods 
and carbs, however perhaps the panic on toilet paper has
abated..

Annie Spratt
www.unsplash.com

34%
of US consumers say that its more important 
now that the food and drink that they buy 
has a long shelf life
Bord Bia Indicators Barometer, Oct 2020



Indicators

#6 Stocking In.
How grocery shopping evolves from 
panic to preparedness.

Early Implications for Irish Food and Beverage:

Å A marketing opportunity for long-life foods
Å Innovation opportunities in packaging -new formats/storage
Å Promotional opportunities to manage scarcity
ÅtǊƛŎƛƴƎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ΨƴǳŘƎŜΩ ǎƘƻǇǇŜǊ ōŜƘŀǾƛƻǳǊ
Å Opportunities in frozen foods

Image bySteve Buissinnefrom Pixabay

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



Indicators

#7 Risky Business
Shoppers are shying away from produce 

on open display and touchable

Photo by EVG Photos at Pexels

From early clues on the post-crisis consumer & market 
realities to how they have evolved 260 days on
From 30th March ï25th October



#7 Risky Business 

Both Co-op and CVS have rolled out robots in recent months.

Eight Co-op stores are now making this service available and 

correspondingly Co-op has seen the number of customers 

availing of this service more than double since the start of lock 

down with the value of transactions increasing four fold as 

shopping habits change. Shoppers order their products via an 

app. Their products are then picked in-store and packed in the 

robot after which they are delivered for a fee varying on the 

distance travelled. Deliveries are free of charge for CVS 

Pharmacy customers. 

Strategies to minimise retail visits are becoming more prevalent in different 
markets.

50% 
Of US adults are doing MORE minimising of 
trips to the shops
Bord Bia Indicators Barometer, Oct 2020












































































































































































