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American Food and Grocery Shopping Patterns Have
Changed One Year Into the Covid Pandemic According to
Latest NCSolutions Consumer Survey and Consumer
Purchase Data
- 14% increase in American household grocery spending since the start of the pandemic
- 32% of consumers don't plan to go back to pre-pandemic rates of cleaning
- 47% of Americans say they are eating healthy food
- Almost 50% of Americans say they are cooking more often
- 69% of Americans say they are watching TV/movies at home as a form of self-care

NEW YORK, March 15, 2021 /PRNewswire/ -- Since the emergence of the COVID-19 global health crisis, 96% of Americans
say they clean and disinfect their homes as much or more than before; nearly half (47%) are eating healthier and half are
cooking more; and almost one in seven are watching more television as a form of self-care and snacking while they do it. These
new or increased consumer behaviors have contributed to a 14% increase in American household grocery spending, according
to NCSolutions (NCS), the leading company for improving advertising effectiveness for the consumer packaged goods (CPG)
ecosystem.

Marking the one-year anniversary of the COVID-19 pandemic, NCSolutions conducted an analysis of 12 months of its consumer
purchase data as well as findings from a newly fielded (March 2021) nationally representative consumer survey with 2,017
respondents, ages 18 or older. The combination of these two data sources demonstrate how the American grocery basket has
evolved over the past year. The insights also point to what other consumer behaviors have changed as a result of this
pandemic, which could potentially have a lasting impact. 

IS OBSESSIVE CLEANING THE NEW NORM? (graphic available here)
Since the start of the pandemic, Americans have made it a top priority to clean and disinfect their homes as a way of preventing
spread of the virus. Nearly all respondents – 96% – say they spend the same (55%) or more time (41%) cleaning now than pre-
pandemic, according to the consumer survey.

In terms of how much they spend for products for cleaning and disinfecting their homes, 89% say they spent the same (54%) or
more (35%) since the pandemic began. Notably, almost a third of consumers (32%) say they have no plans to go back to their
pre-pandemic rates of cleaning.

NCS consumer purchase data supports this consumer sentiment. Spending on cleaning products is up 36% year-over-year
(March 2020-February 2021) compared to the same period a year prior.  The increase is more than in any other grocery
category.

STAYING HEALTHY IN A PANDEMIC
Consumers also indicate they're placing a high priority on maintaining physical health. Eating healthy foods is one way that 47%
of survey respondents say they've taken care of themselves during the pandemic, and 38% say they're regularly exercising.

A significant number of respondents are following expert guidelines. Eight in 10 consumers report wearing masks, three-
quarters of respondents practice social distancing and more than half say they take vitamins and supplements (55%), according
to the NCSolutions consumer survey.

These behaviors carry over into how and where consumers shop for groceries. According to the survey findings, 42% of
consumers say they visit the grocery store so they can get out of the house and feel normal – a sign they are taking care of
their mental health. On the other hand, more than one in four consumers say they find in-person shopping at the grocery store
to be stressful.

No matter where they shop, Americans are adding healthy food and supplements to their baskets. Spending on fresh produce is
up 24% compared to the year prior, and purchases of vitamins and supplements are up 21% year-over-year, according to NCS
consumer purchase data.

"The big question on everyone's minds is: Which of these newly formed behaviors will stick? Looking back at history, we see
numerous examples of behaviors changing post-crisis. After the excesses of the Roaring Twenties and the poverty of the
Depression, for instance, many people became extremely cautious about money. Some went as far as to save money in their
mattresses – behavior that lasted for decades," said Linda Dupree, chief executive officer, NCSolutions.

"We expect Americans to sustain their higher interest in CPG products and activities that foster self-care and well-being – both
physical and emotional – for some time."
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CAUTIOUS OPTIMISM PREVAILS (graphic available here)
The survey reveals more than half of Americans (56%) don't believe the pandemic will subside until 2022 or later, while a
resounding 80% are optimistic about the post-vaccine environment.

Looking forward to the spring and summer, 41% of consumers say they plan to drive to destinations away from home, while
38% say they plan to have outdoor social gatherings. One in three (34%) Americans plan to eat out more at restaurants.
However, only 30% say they plan to visit public venues.

DINNER IS IN 
Cooking at home is now a staple of the American diet. Almost half (47%) of respondents say they cook more frequently now
than before the pandemic.

Frozen foods (29%), staples such as dry grains and beans (28%) and baking ingredients (27%) were the food categories with
the highest growth during the pandemic, according to NCS consumer purchase data. Many of these high-growth categories
reflected the need to keep pantries stocked and to support more cooking at home.

TELEVISION AS AN EMOTIONAL SALVE (graphic available here)
Home entertainment played an important role as an emotional healer during the pandemic. According to the consumer survey,
69% of Americans say watching television and movies is the top activity they engage in to take care of themselves emotionally
since the start of the pandemic. In terms of other media, Americans are using it as a coping source, 33% of Americans are
using social media more and 28% say they are doing more reading of magazines and books.

Forty-two percent of consumers say they enjoy more meals and beverages at home, a sign of the convergence of home
cooking and entertainment. Dinner and a movie "out" has turned into dinner and a show "in."

ENTERTAINMENT AND SNACKING GO TOGETHER 
Snacking while engaging in entertainment options is another way Americans are coping while being more homebound. Ninety-
one percent of Americans say they snack while watching TV or while doing other forms of home entertainment, and 67% say
they snack while enjoying some form of home entertainment.

A FULL PANTRY
The top 10 food and household items Americans say they must always have a supply of in their homes include cleaning
supplies (81%), which ranked number one. But six other items related to managing physical and emotional health were also
deemed necessary. These include healthcare items such as painkillers and thermometers (63%); proteins such as chicken, fish
and eggs (63%); fresh fruits and vegetables (63%); snack foods (58%); baking ingredients (55%); and vitamins and
supplements (54%).

"Pandemic pantries, home-centric entertainment, cleaning mania, fixation on health and wellness and an increase in spending
on groceries, this is the American sensibility today," said Lance Brothers, chief revenue officer, NCSolutions. "These consumer
spending and sentiment insights are indicators for CPG advertisers about the market's evolution. As spring and summer
approach, Americans view the pandemic with a light at the end of the tunnel. They will continue to adapt to the next market
phase, making it an ideal time for CPG brands to increase their presence in market to elevate their market share."

CPG SPENDING TRACKER: YEAR-OVER-YEAR
After one full year of pandemic shopping, consumer packaged goods (CPG) spending grew an average of 14% year-over-year
from March 2020 through February 2021, as compared to the prior year (March 2019 - February 2020), according to the latest
NCS purchase data.

ABOUT NCS
NCSolutions (NCS) makes advertising work better. Our unrivaled data resources powered by leading providers combine with
scientific rigor and leading-edge technology to empower the CPG ecosystem to create and deliver more effective advertising.
With NCS's proven approach, brands are achieving continuous optimization everywhere ads appear, through purchase-based
audience targeting and sales measurement solutions that have impacted over $25 billion in media spend for our customers.
NCS has offices in NYC, Chicago, Tampa, and Cincinnati. Visit us at ncsolutions.com to learn more.

ABOUT THE CONSUMER SURVEY
The online survey was fielded from February 26 to March 2, 2021. It has 2,017 respondents, ages 18+, with the results
weighted to be representative of the overall U.S. population (variables available upon request). NCS provides data and regular
insights to brands to help them optimize their advertising outreach and achieve improved return on advertising spend.
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