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SHIFTS IN ATTITUDES & ACTIONS
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KEY OUTTAKES:
• ‘FORO’ can present an opportunity to get into new consideration sets
• Never previously considered brands & products are entering our shopping baskets
• Distinct shopper mindsets: Cope, Create, Connect
• Trips to the supermarkets are now looked forward to as an ‘outing’

• A return to comfort (processed) food and the decline of ‘healthy’
• Hitherto forbidden foods & recipes are trending
• The rise of home cooking: the top searched recipes
• Hello banana bread

4

‘FORO*’ MEANS A WHOLE NEW
CONSIDERATION SET
As a nation stockpiles, and shelves are left bare, our usual shopping list
of brands are no longer available to us. Rather than go without, brands
never previously considered are entering our shopping baskets.
Across some FMCG categories, a fear of running out has meant that
consumers are picking up anything that they can get their hands on;
therefore one marketer’s nightmare can be another’s dream.
While much marketing in the category aims to encourage System 1
thinking – i.e. to skip any rational process and automatically reach for
our preferred brands – the sudden lack of availability of SKUs may just
shake up consumer perceptions of total categories.
Suddenly the rule book is thrown out, and customer need for a particular
product may result in them choosing a hitherto unconsidered brand and
potentially preferring that.

*Fear Of Running Out
Source: WARC
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THE RISE OF THE ‘ELEVATED
NECESSITY’
Everyday products have taken on a whole new value in consumers
minds. Sustained weeks without toilet roll made many households reassess just what is now regarded as a ‘must-have’ in the kitchen
cupboard.

The FMCG category is traditionally one that is low involvement, however
stockpiling and empty shelves created unexpected scarcity value
around whole product categories, from dried pasta to instant coffee.
Consumers are looking at certain products in a whole new light.
On the flip side, the introduction of social distancing and staying home
has meant there is a decreased requirement for product categories
such as cosmetics that were previously high in usage occasion.

Source: WARC

C A R A T

/

C O R O N A V I R U S

P A N D E M I C

6

A SHIFT FROM STOCK-UP TO TOP-UP
Many Australians now view trips to the supermarkets as their only exposure
outside of their homes and come to look forward to them.
Supermarket and product brands within in these stores will be seen with
positivity, especially premium ones that people are buying to ‘treat’ themselves
while stuck at home.
In fact, spend data from the last few weeks has shown a slow down in
Australian spend at supermarkets, with people feeling a little more at ease
and in control.
Credit and debit card data from the Commonwealth Bank of Australia shows
food spending growth in the week to March 27 has slowed compared to the
week prior (40% vs 74.1%).
Shopper Media Group have released a study showing panic buying has
eased;
• 63% of shoppers are starting to ‘feel calm and under control’
• 70% of shoppers are now visiting the supermarket more often for a top-up
shop rather than stockpiling essentials.

Sources: Australian Financial Review, ‘Card data shows panic buying slows, services crashing’, March
31st 2020 & Shopper Media Shopper Study, 30th March 2020.
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3 SHOPPER MINDSETS
Our relationship with the supermarket has fundamentally changed, with 3 clear mindsets: to cope, to create, or to connect.

CONTENT TREND

MINDSET

COPE

THE PREPPER:
The weekly shop is back. People are filling their
pantries, and then trying to figure out what to
do with the ingredients they bought.
They need help.

TASTE.COM.AU
‘Easy Dinners Made From Pantry Staples’
Most successful gallery ever
DELICIOUS
‘How Top Chefs Use Instant Noodles’
Top performing Food File article

AUSTRALIA’S BEST RECIPES
‘14 Foods You Should Have in the Pantry’
#1 article on site

Sources: Foodcorp Trend Forecast ‘The New Normal’

CREATE

THE OPTIMIST:
These guys are ready for what’s to come. They
are prepped, they are happy the government
is taking action, they are on board with the
restrictions.
Now all they need is something to keep them
busy.

TASTE.COM.AU
‘100 You Got This Recipes to See You Through
Shut Down’
One of top performing articles in Mar 2020
AUSTRALIA’S BEST RECIPES
‘Cakes, slices, biscuits and baking recipes to
make when stuck at home’
240K+ views

CONNECT

THE SOCIALITE:
It’s official. ‘Staying in’ is now legally binding.
First it was going out to dinner, then going to the
gym and cinema. Now even weekends
away, visiting friends and going to the park are
no longer possible, with possibly more
restrictions to come.
These guys are looking for new ways to connect
and they are heading online.
TASTE.COM.AU
‘Keep Calm Kitchen’
Best ever Facebook Live.
DELICIOUS
Facebook engagement up 34% MoM
AUSTRALIA’S BEST RECIPES
Social referrals were +244% YoY in March
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PROCESSED FOOD MAKES
A COMEBACK
Importantly, we are in some ways seeing a total reversal of the rising trend in how
people eat. The increased purchase of fresh or organic foods in grocery stores has
been flipped on its head. Increasingly, shoppers are reaching for frozen pizza and
packets of chips instead of organic veg and quinoa. In a moment of crisis, people are
turning to old favourites that they haven’t had in years.
In the US, Campbell Soup, which had been in steady decline for years, are
now ramping up production, with sales up 59% YOY. Kraft Heinz, has some of its
factories working three shifts to meet high demand. The company’s stock rose after it
said first-quarter sales would be up 3%.
And Conagra Brands, which had reported a decline of more than 5% in net sales for
the preceding quarter, stated both shipments to retailers and in-store sales in March
had grown 50% in response to increased demand for Slim Jim jerky snacks, Birds Eye
frozen vegetables and Chef Boyardee pastas.
What’s driving the trend? For some it’s stocking up on food with a long shelf life as they
don’t know how long social distancing measures will continue. For others, it’s about
comfort: “We don’t normally have chips at home. But now we have Doritos and
Cheetos. Chips made with orange stuff and all sorts of seasonings that we normally
don’t eat,” said a shopper. “We are relaxing some of the rules during this stressful time
just to get through it.”
Sources: New York Times ‘‘I Just Need the Comfort’: Processed Foods Make a Pandemic Comeback’
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BEING HOME BOUND
DRIVES HOME COOKING
Perhaps as an extension of this longing for comfort, home cooked
meals are increasingly becoming the norm.
Some are thriving with the extra time to create (hello banana
bread).
Others are desperately seeking inspiration as they exhaust their
repertoire and need to get creative with what’s in their pantry,
rather than making additional, unnecessary trips to the shops.
Either way, Aussies are turning to the internet for help.
The following slides outline what’s trending in the current COVID
climate in terms of recipe content across Newscorp’s Food
publishing arm: Food Corp.
One thing is for sure, baking is definitely trending right now.

Sources: Newscorp ‘Adapting to the cautious consumer in the COVID-19 era’
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CONTENT TRENDS IN FOOD
BACK TO
BASICS

THE ‘NANA’
REVIVAL

MAKING
DO

THE BRIGHT
SIDE

THE
QUARANTINI

CONSUMERS ARE
REINVENTING THE MEAT AND
THREE VEG MANTRA

WHEN THE GOING GETS
TOUGH, THE TOUGH ASK
NANA

MAKING DO WITH THE
MONEY AND INGREDIENTS
YOU HAVE ON HAND

KEEP CALM
AND CARRY ON
IN THE KITCHEN

YOUR SPIRIT MIGHT BE
SHAKEN
BUT NOT STIRRED

Consumers have stocked
the pantry with dry staples
and the freezer with meats
and frozen veggies as the
basis for future
basic, simple meals.
All types of mince - beef,
chicken and pork are
trending across recipe sites.

Old style sweet baking
recipes your Nana used to
make are on the rise as
people seek comfort in the
known, tried and tested.
Sweet content is
accounting for 50% or more
of top 10 search terms on
taste and Australia’s Best
Recipes

Sources: Foodcorp Trend Forecast ‘The New Normal’

With a lack of supplies in
supermarkets, resourceful
customers are starting to
make their own products,
like bread.
Others are looking to make
their money stretch further
with budget meal plan
content trending.

Staying positive and calm is
a key consideration for all
Aussies at the moment.
Right now, there is nothing
as powerful as cooking and
baking to offer solace,
comfort, stress-relief and the
sensory delights needed to
take the mind of anxieties
and concerns.
Cooking for relaxation is
absolutely trending.
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Every cloud has a silver
lining, or in this case a
powdered vitamin C rim.
With social isolation virtual
parties on the rise, we are
seeing the invention of new
cocktails from the
Quarantini and Aper-solo
Spritz to the Long Is-olation
Iced Tea and the Lonely
Mary.
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WHAT’S TRENDING: SEARCH TERMS
March 15-31, YOY
RANK

TERM

MOVEMENT

1

Chicken

-10.88%

2

Banana Bread

+157.23%

3

Pumpkin Soup

+274.09%

4

Pasta

-22.74%

5

Cookies

+53.38%

6

Cake

+10.96%

7

Biscuits

+44.36%

8

Soup

-24.10%

9

Bread

+273.68%

10

Vegetarian

-50.97%

11

Banana

+165.09%

12

Cheesecake

-21.21%

13

Banana Muffins

+113.92%

14

Dessert

-13.62%

15

Mince

+29.41%

Sources: Foodcorp Trend Forecast ‘The New Normal’

SEARCH THEMES:
BAKING + SWEET
8 out of top 15 searches
BREAD
sweet and savoury recipes are trending
BANANA
appears 3x in the top 15 results
SEARCH TERM MOVERS AND SHAKERS:
RUMP STEAK | from #112 to #76
CABBAGE | from #280 to #170
LENTILS | from #299 to #208
THICKENED CREAM | from #155 to #77
TOMATO SAUCE | from #297 to #191
SOUR CREAM | from #160 to #91
C A R A T
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WHAT’S TRENDING: TOP RECIPES
March, YOY
RANK

TERM

MOVEMENT

1

Banana Bread

+94.16%

2

Basic Scones

+155.11%

3

Zucchini Slice

-10.03%

4

Easy Pancakes

-30.17%

5

Basic Pancakes

+33.52%

6

Choc Chip Cookies

+57.05%

7

Classic Shepherd’s Pie

+43.80%

8

Pizza Dough

-5.65%

9

Easy Fried Rice

+21.13%

10

Quick Mix Choc Cake

+373.11%

11

Easy Banana Cake

+325.05%

12

Curried Sausages

+41.35%

13

Pumpkin Soup

+14.75%

14

Classic Chewy Brownie

+38.18%

15

Impossible Quiche

+17.48%

Sources: Foodcorp Trend Forecast ‘The New Normal’

RECIPE THEMES:
CLASSIC | Appearing 2x in Top 15
BASIC | Appearing 2x in Top 15
EASY | Appearing 3x in Top 15

RECIPE MOVERS AND SHAKERS:
BEEF PUMPKIN CURRY | from #225 to #59
VERY CREAMY POTATO BAKE | from #379 to #21
QUICK MIX CHOCOLATE CAKE | from #144 to #39
CREAMY CHICKEN RISONI TRAY BAKE | from #141 to #46
DAMPER | from #211 to #55
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WHAT’S NOT TRENDING: HEALTH
March, YOY
RANK

TERM

MOVEMENT

1

Vegetarian

+15.34%

2

Healthy

-19.66%

3

Gluten Free

+8.97%

4

Vegan

+19.25%

5

Keto

-5.47%

6

Dairy Free

+4.33%

7

Low Carb

-32.70%

8

Low Fat

-24.55%

9

Sugar Free

-18.10%

10

Mediterranean

-14.40%

11

Low cal

-3.53%

12

High Protein

-4.07%

13

Paleo

-55.49%

14

High Fibre

-21.65%

15

Low GI

-30.08%

Sources: Foodcorp Trend Forecast ‘The New Normal’

Where ‘healthy’ search terms are trending upwards, they relate back to a
dietary requirement (e.g., vegetarian) and therefore follow the general trend
upwards for recipe searches as more people are cooking at home.

Where these terms are purely diet/health focused, we are seeing a
downward trend

“Health has not gone away. It’s just moved focus to
survival for now. Things like making sure there will be
dinner – and toilet paper – are taking precedence.
Expect to see immunity surge even higher [currently #17
on health search term list] as the situation escalates
and consumers look to boost their resilience. It’s time to
pivot health content and messaging to suit the times.”
BRODEE MYERS-COOKE
EDITOR IN CHIEF
TASTE.COM.AU AND BESTRECIPES.COM.AU
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OUR RECOMMENDATIONS
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KEY OUTTAKES:
• The role of all brands has fundamentally changed
• How you act now will influence how you are perceived post
• People expect brands to respond, but must be in line with your position
• Rapidly (re)define your role

• New behaviours (and restrictions!) present new opportunities for distribution

16

THE ROLE OF ALL BRANDS HAVE
FUNDAMENTALLY CHANGED
People are not just consumers. As we enter a once-in-a-lifetime situation
globally, the need to remember the broader context within which our messaging
is seen has never been so important.
People have a lot on their mind at the moment, their health, job security,
finances, their friends and family, and it can be overwhelming. During this time
of mental vulnerability, we don’t need to feel that brands are taking advantage
of that vulnerability.
INSERT BRAND HERE

Be human. The world at the moment isn’t polished, and neither should you be.
When anyone engages with your brand, it’s important to be real, be personable,
and to listen – don’t give a stock answer.

Consumption will change, behaviour will change, perceptions will change, the
strength of a brand will be to deemed by its ability to be empathetic to those
situations and resonate with people, not sell products.
The brands that have been able to maintain a presence in people’s minds
throughout, will be those that will also see the subsequent benefits.
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RAPIDLY DEFINING YOUR POSITION
FUNCTIONAL

“What do we need to tell
our consumers to keep
serving them best?”

1. Essential Services &
Supplies
• Active & essential roles
• Under pressure
• Continue to serve

3. Restricted Behaviours &
Industries
• Encourage pro-social
behaviours
• Damage limitation

HELPING

“How can we keep spirits
up without being tactless
or tasteless?”

“How can we hang in
there and help end this
crisis?”

HURTING

2. Entertainment &
Comfort
• Inform, reassure,
entertain
• Public morale & spirit

4. Discretionary Luxury
• Shift focus
• Get tone right
• Focus on future

“What else can we do
to help?”

EMOTIONAL
Source: WARC.
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ESSENTIAL SERVICES & SUPPLIES: PLAYING A DIRECT ROLE IN THE
COVID-19 RESPONSE
Where brands provide key national services, clarity is key.
Communication takes on the reassuring role of a public service announcement.
Directness is fine: if regular services are suspended, or you need people to stop calling for the greater good, tell them that.
Doing so in a branded, positive way is also fine, and often better - people want trust and reassurance, and brand messages may cutthrough more powerfully.
In times of disrupted supply chains and potential shortages, introducing your brand or communicating availability is important - but it
shouldn’t feel opportunistic.
Use the brand as a powerful way to amplify what you need to say.

Source: WARC.
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PEOPLE EXPECT BRANDS TO RESPOND
The vast majority of consumers do not think brands need to stop advertising during the
Covid-19 outbreak, although they do expect companies to think about their tone and
messaging, and communicate around values.
A new survey of more than 35,000 consumers globally by Kantar found that just 8%
thought brands should stop advertising. However, there is a clear expectation that
companies should play their part, with 78% of consumers believing brands should help
them in their daily lives, but 74% cautioning that companies should not exploit the
situation.

There is a high level of agreement that brands should use a reassuring tone, offer a
positive perspective and communicate brand values.
Only 30% want to see brands offering discounts and promotions, while 19% want to see
them setting up call centres to help with customer queries. This suggests consumers
understand the difficult position many companies find themselves in.

Source: Kantar COVID-19 barometer report March 2020 .

75%
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PEOPLE WANT HELP RATHER THAN DEALS / PROMOTIONS
Q: “How should brands respond?”
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
Should talk about
how they are
helping with our
new daily lives

Should inform
Should NOT exploit
about their efforts
the coronavirus
to face the
situation to
situation
promote the brand

Source: Kantar COVID-19 barometer report March 2020 .

Should use a
reassuring tone

Should offer a
positive perspective

Should
communicate
brand values
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CONSIDER NEW DISTRIBUTION
MODELS
Feel free to use this as an opportunity to talk directly to customers, not
just via normal distribution channels such as supermarkets and
restaurants.
With an increasing number of people comfortable with online shopping
and home delivery, brands can use this as a time to encourage
purchase direct from their site and build more direct engagement.
We’re seeing many B2B and wholesaler brands pivot into delivering
direct to consumers. In the UK, Smith and Brock was impacted by a drop
in demand in sectors like hospitality, so moved to delivering fruit,
vegetables, dairy and bread directly to local shoppers.

Source: Foresight Factory.
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BEST & BAD PRACTICE
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KEEP CALM AND CARRY ON

Cadbury’s have just launched their Easter
campaign, still championing their emotive TVC,
whilst moving the traditional Easter Egg hunt from
the outside to the virtual.

Source: Vimeo.

Doritos are launching their new food truck classics,
complete with experiential – however they’ve also
pivoted to throw the party online, partnering with
Junkee.
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APPRECIATE THAT IT’S BIGGER THAN JUST YOU

Source:.
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NO MORE SPLIT LOGOS

It’s too facile considering the times that we’re facing,
coming across as self-interested rather than
empathetic to the cause.

DON’T BE GREEDY

Australian brand Crossroads was seen to be taking
advantage of panic buying behaviours and
encouraging customers to stock up in their comms.
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