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COVID-19 has sent a tremor through society.  
Our lives have been turned upside-down, as have 
our existing behaviours. Currently, this is having a 
huge impact on our food and drink buying, eating and 
socialising habits. But, lockdown won’t last forever, and 
it will soon be time to face the ‘new normal’. But what 
does that mean? What it probably doesn’t mean is that 
everything will go back to exactly the way it was before.

As a creative agency specialising in food & drink,  
we wanted to look at what might lie ahead. So,  
we’ve observed, researched, discussed and applied 
our experience in food & drink to piece together 10 
longer term impacts that COVID-19 could potentially 
have on the food and drink industry.

These aren’t predictions as such (although we  
believe they’re all variously possible), rather a list of 
potential outcomes flowing from the consequences  
of the COVID-19 pandemic.  

 HELLO 
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MEALTIMES HAVE 
BECOME THE THING 
THAT PUNCTUATES 
OUR DAYS AND A 
MOMENT TO LOOK 
FORWARD TO 
WHEN THE WORLD 
AROUND US HAS 
BECOME DIFFICULT 
TO COMPREHEND. 

Andrew 
Kenny, 
Just Eat UK 
Managing 
Director

FAMILY MEALTIMES 

Changing consumer lifestyles 
pre-COVID-19 variously saw the 
rise of TV dinners and breakfast 
on-the-go – essentially the 
disintegration of family mealtimes.

But COVID-19 has confined us all 
to our homes more so than ever 
before. With out-of-home social 
engagements currently not an 
option, and many people working 
from home, it means we’re all in 
the same space at mealtimes. 
And, says, Just Eat, people are 
making the most of mealtimes to 
come together:  

Two key factors may sustain a 
resurgence in family mealtimes, 
post-pandemic: (1) an enduring 
appreciation for family life having 
lived through a crisis together; 
and (2) a predicted long-term 
increase in people working 
from home or working from 
home more frequently. 

If an increase in family mealtimes 
like breakfast and dinner is 
sustained post-pandemic, it 
could lead to changes in our 
food and drink buying habits. 
For example, we could see a 
decrease in sales of on-the-go 
breakfast products bought in 
convenience stores and coffee 
chains, and a corresponding 
increase in sales of more 
traditional breakfast products 
consumed around the table.

 1. GATHER  
 ROUND 
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https://www.just-eat.com/news-and-media/press-releases/quarantine-cravings-just-eat-uk-reveals-britains-lockdown-food-delivery-trends
https://www.theguardian.com/money/2020/apr/18/from-boardroom-to-spare-room-the-working-from-home-revolution-coronavirus
https://www.theguardian.com/money/2020/apr/18/from-boardroom-to-spare-room-the-working-from-home-revolution-coronavirus
https://www.theguardian.com/money/2020/apr/18/from-boardroom-to-spare-room-the-working-from-home-revolution-coronavirus
https://www.theguardian.com/money/2020/apr/18/from-boardroom-to-spare-room-the-working-from-home-revolution-coronavirus


SCRATCH-COOKING 

The pandemic has seen most of 
us spend more time at home – a 
combination of redundancy, 
furlough and home-working. 
For some, that will mean more 
time to spend on cooking and 
baking. Anecdotally, we’ve seen 
yeast and flour in short supply 
(Kantar reports that bread- and 
cake-baking is on the rise) and 
friends’ sourdough-debuts 
shared on social media.

Once again, two key factors may 
see this trend continue once 
lockdown ends: (1) we face a very 
uncertain financial climate in the 
near future, and scratch-cooking  
is considered cheaper than  
buying prepared meals. During the 
early days of the last recession, 
scratch-cooking reportedly 
increased (2) as per our Gather 
Round scenario, a predicted long-
term increase in people working 
from home or working from home 
more frequently means people are 
– in theory at least – able to spend 
more time in and around  
the kitchen.

 2. FLOUR POWER 
CONSUMERS 
ARE NO 
LONGER TIME 
POOR, SO 
BREAD AND 
CAKE BAKING 
IS ON THE RISE.

Giles Quick, 
consumption 
expert  
Kantar 
Worldpanel
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https://inews.co.uk/inews-lifestyle/food-and-drink/how-peoples-cooking-habits-changing-lockdown-coronavirus-from-batch-bolognese-to-sag-aloo-pie-2539508
https://inews.co.uk/inews-lifestyle/food-and-drink/how-peoples-cooking-habits-changing-lockdown-coronavirus-from-batch-bolognese-to-sag-aloo-pie-2539508
https://inews.co.uk/inews-lifestyle/food-and-drink/how-peoples-cooking-habits-changing-lockdown-coronavirus-from-batch-bolognese-to-sag-aloo-pie-2539508
https://www.kantarworldpanel.com/en/PR/Covid-19-What-consumers-are-doing-with-extra-groceries
https://www.foodnavigator.com/Article/2020/04/27/Increased-demand-for-shelf-stables-could-stick-analyst
https://www.foodnavigator.com/Article/2020/04/27/Increased-demand-for-shelf-stables-could-stick-analyst
https://www.foodnavigator.com/Article/2020/04/27/Increased-demand-for-shelf-stables-could-stick-analyst
https://www.foodnavigator.com/Article/2020/04/27/Increased-demand-for-shelf-stables-could-stick-analyst


SHOPPING LOCALLY  

COVID-19 has meant that local 
food businesses once supplying 
the restaurant trade – or reliant 
on passing trade - have been 
forced to adapt to survive. 
For example, butchers and 
bakers have sharpened up 
their online capabilities. And 
food specialists are stocking 
groceries they wouldn’t normally 
sell. Meanwhile, consumers’ 
eyes have been opened to their 
neighbourhood grocery stores, 
as a way of navigating the queues 
and availability issues seen in 
some supermarkets. 

The result of this may be to shift 
the balance slightly between 
small local businesses and 
the national grocery chains. A 
greater sense of community and 
supporting each other locally 
would only make this more likely. 
As would an increase in people 
working from home or working 
from home more frequently, who 
may have the time to pop out to 
a local shop more frequently. It 
is, however, important to note 
that neighbourhood stores have 
seen mixed fortunes so far. For 
example, The Guardian reports 
that some stores have struggled 
to source goods and seen sales 
declines.

 3. KEEPING IT LOCAL 
A LOT OF US ARE 
FINDING SHORTER 
QUEUES, FRIENDLIER 
SERVICE AND 
BETTER STOCKS OF 
NECESSITIES AT OUR 
LOCAL CORNER SHOP.

Wendell 
Steavenson, 
1843 
Magazine 
The 
Economist
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https://www.1843magazine.com/food/panic-at-the-supermarket-how-covid19-rewrote-the-shopping-list
https://www.1843magazine.com/food/panic-at-the-supermarket-how-covid19-rewrote-the-shopping-list
https://www.1843magazine.com/food/panic-at-the-supermarket-how-covid19-rewrote-the-shopping-list
https://www.theguardian.com/business/2020/apr/22/corner-shops-describe-life-under-lockdown-as-they-stay-open-for-their-community


FOOD WASTE 

There has been a growing 
effort in recent years by various 
stakeholders in the food chain 
to reduce food waste, and with 
some success. But shortages of 
certain foods and queues outside 
grocery stores, caused by the 
COVID-19 pandemic, have really 
highlighted the value of food. 
Coupled with this there has been 
a focus on food waste prevention 
through the mainstream and 
social media, with experts and 

ROCKET OR SPINACH THAT’S BEEN 
LEFT A LITTLE LONG AND IS STARTING 
TO WILT? INTO THE FOOD PROCESSOR. 
HERB STALKS? IN THEY GO. BEET AND 
CARROT TOP GREENS? BOSH.

celebrities offering tips on 
how to use things up. A recent 
YouGov survey, commissioned 
by the Food, Farming and 
Countryside Commission, 
found that 33% of those 
questioned said they are 
throwing away less food

With an uncertain financial 
climate ahead, consumers  
may take more care in future 
to use food before it goes off, 
store it properly and buy only 
what they need. 

 4. WASTE NOT  
 WANT NOT 

Oddbox co-founder  
Emilie Vanpoperinghe,  
Femail / Mail Online
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https://www.dailymail.co.uk/femail/article-8205295/Food-waste-expert-reveals-make-groceries-further.html
https://www.unenvironment.org/news-and-stories/story/food-thought-instagram-cooking-show-targets-food-waste-during-italy-lockdown
https://www.thersa.org/discover/publications-and-articles/rsa-blogs/2020/04/finding-the-road-to-renewal
https://www.thersa.org/discover/publications-and-articles/rsa-blogs/2020/04/finding-the-road-to-renewal


WORKING  
FROM HOME  

Some predict the current 
lockdown will accelerate greater 
uptake of home working in the 
longer term. If this pans out, it 
could lead to the development 
of new ‘home working’ food 
shopping habits and eating 
behaviours. For example, a shift in 
the purchase of sandwiches and 
salads via On the Go / Impulse 
channels i.e. coffee, sandwich 
shops and c-stores (purchased 
to consume at work), to the 
purchase of loaves of bread and 
bags of salad via the weekly shop 
i.e. supermarkets (to consume 
at home). It could mean batch-
cooking lunches at the weekend, 
to heat up during the week in 
the oven, unstifled by fears over 
making the office smell. 

Or it could open the door 
to lunch / lunchtime meal 
kit / lunchbox subscription 
services, similar to how Graze.
com cornered the snacking 
subscription market. One 
business, Honest Kitchen 
recently launched in Norwich 
off the back of COVID-19, 
specifically to deliver nutritious 
lunches to those at home. It 
might actually drive more direct-
to-consumer services from 
FMCG brands – for example, 
a chilled lunch bowl operator 
delivering five bowls each week 
to someone’s home.

 5. WORKING  
 LUNCH  

WE STARTED 
HONEST KITCHEN 
AS WE WANTED TO 
SUPPLY NUTRITIOUS 
LUNCHES TO 
FRONTLINE 
WORKERS, WHICH 
WILL MAKE THEIR 
IMMUNE SYSTEMS 
STRONGER, AND 
ALSO THOSE AT 
HOME WHO WANT 
A NICE MEAL THAT 
THEY DON’T HAVE 
TO COOK.

Emily 
Holdcroft, 
co-founder 
of Honest 
Kitchen
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https://www.edp24.co.uk/going-out/honest-kitchen-delivery-by-norwich-chefs-launches-1-6616296


EATING OUT  

The hospitality sector will be 
hoping for a surge in dining out 
once we are ‘let out’, and it’s hard 
to believe that we’ll be anything 
other than itching to eat out 
again. But lessons learned during 
lockdown may impact the eating 
out market in the longer term. For 
example, buying most of their 
food via the retail channel may 
have reminded consumers of the 
price difference in eating out vs 
eating in. Likewise, prices paid 
for alcohol. On top of that, we 
are facing an economically very 
uncertain time ahead. And even 
when lockdown officially ends, 
there may be some hesitancy 
by diners in socialising outside 
of the home because of fear of 
reinfection. For example, in the 
Chinese city of Wuhan, where 
COVID-19 started, the restaurant 
industry is by no means back to 

normal, despite lockdown ending, 
according to Bloomberg. One 
operator that the newswire spoke 
to reported people were more 
likely to eat in than go out, and 
have a lunchbox instead of eating 
lunch out with colleagues. 

Combined, these factors could 
impact diners’ willingness to part 
with their money in eating out. 
It therefore seems incumbent 
on restaurateurs more so than 
ever before, to enhance the 
eating out experience and to give 
consumers a reason to eat out 
over staying in and saving money. 
Differentiating their offer from 
anything that diners can access at 
retail coupled with implementing 
– and communicating - robust 
hygiene practices should be 
areas of focus.   

 6. EXPERIENCE IS   
 EVERYTHING 

THERE DEFINITELY 
WILL BE 
RESTAURANTS 
SIFTED OUT. THE 
MARKET JUST 
FOLLOWS NATURAL 
SELECTION, AND 
ONLY THE FITTEST  
WILL SURVIVE.

Wuhan 
restaurateur, 
Xiong Fei, 
Bloomberg
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https://www.bloomberg.com/news/articles/2020-04-15/wuhan-s-life-after-lockdown-isn-t-business-as-usual


SOCIALISING  
BY VIDEO CALL

COVID-19 has made the use of 
video conferencing software, 
such as Zoom, an acceptable way 
to socialise with friends and family 
– for example, by having a drink 
together or doing a quiz. Summing 
up this trend, The Washington 
Post notes the emergence of the 
‘quarantini’ cocktail,

THERE’S EVEN A NEW COCKTAIL 
EMERGING ONLINE: THE 
“QUARANTINI.” ALTHOUGH ITS 
RECIPE VARIES, IT IS BEST SERVED 
CHILLED IN FRONT OF A LAPTOP 
OR SMARTPHONE CAMERA AND 
ENJOYED WITH A TWIST OF LEVITY

 7. REMOTELY  
 SOCIABLE  

Post-lockdown, whilst friends 
who live close by each other will 
likely meet up physically once 
again, there may be some who 
wish to refrain from going into 
crowded places for a while for 
fear of infection. And those who 
live far apart or find it difficult 
to get out for other reasons 
(e.g. new parents) may find that 
socialising remotely via a video 
better suits their needs. 

Our take-up of remote 
socialising could mean a shift to 
some degree in sales of alcohol, 
from the on-trade to the off-
trade. But it could also open up 
a whole new market in food and 
drink experiences via video link 
either within a household, or as 
a group in different locations. In 
fact, some brands have already 
capitalised on the opportunity, 
by offering virtual tastings, of 
wine, gin etc.

Heather  
Kelly,  
The 
Washington 
Post
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https://www.washingtonpost.com/technology/2020/03/17/video-happy-hour-coronavirus-st-patricks-day/
https://www.washingtonpost.com/technology/2020/03/17/video-happy-hour-coronavirus-st-patricks-day/
https://www.edinburghnews.scotsman.com/lifestyle/food-and-drink/edinburghs-wine-events-scotland-announce-second-series-virtual-tastings-2541773


PROMOTIONAL 
STRATEGY  

COVID-19 has seen  
various supermarket groups  
cull promotions in a bid to  
manage demand.

Whilst it’s unrealistic to think 
it’s the end of promotions 
in the longer term, it may at 
least provide retailers with 
an opportunity to review and 
reassess their promotional 
strategies and get them out of 
a few promotional-driven holes. 
For example, could we finally 
see a genuine shift away from 
deep discounting and multibuy 
mechanics, in favour of more 
widespread Every Day Low Price 
strategies? After all, this may be 
more beneficial for consumers 
financially impacted by COVID-19 
who are on a tight weekly budget.

 8. A PROMOTIONAL  
 HEALTH CHECK  

SUPERMARKETS 
HAVE SLASHED 
PROMOTIONS 
ACROSS MULTIPLE 
CATEGORIES AS 
THEY BATTLE TO 
MANAGE DEMAND.

George  
Nott,  
The  
Grocer
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https://www.thegrocer.co.uk/prices-and-promotions/supermarkets-slash-irresponsible-promotions-in-attempt-to-manage-demand/603386.article


RESTAURANT  
HOME DELIVERY  

With restaurants currently fighting 
for survival, some have evolved 
their business models to offer 
home delivery of hot meals. 
Perhaps more interestingly, 
some are offering delivery of 
cold meals and meal kits that 
can be kept chilled or frozen 
and later reheated. Whether 
restaurants see this model as a 
temporary stopgap or part of a 
longer term strategy remains to 
be seen. However, if the latter, 
it could give retailers’ premium 

ready meals a run for their 
money, as this would be genuine 
‘restaurant quality’ food. It 
offers key advantages over hot 
food delivered by a delivery 
company such as Deliveroo, 
as consumers can heat it 
themselves and serve it piping 
hot. Meanwhile, the restaurant 
does not have to relinquish any 
profit to the delivery company. 
For example, Glasgow 
restaurant Bilson Eleven is 
offering home delivery of set 
meals for two, with reheating 
instructions, and Patty & Bun is 
offering a ‘Lockdown DIY Patty 
Kit’ for home delivery.

 9. READY MEALS 2.0 
AT THE MOORCOCK INN  
OVERLOOKING YORKSHIRE’S RYBURN 
VALLEY, THEY’RE… OFFERING WOOD-
FIRED PIZZAS, CRISPY SMOKED 
POTATOES AND CARTONS OF ICE 
CREAM MADE IN-HOUSE FOR DELIVERY 
WITHIN A FOUR-MILE RADIUS.

Amber 
Dalton, 
editor of 
The Good 
Food Guide
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https://www.thegoodfoodguide.co.uk/get-inspired/news/home-delivery-puts-local-restaurants-on-britains-doorsteps
https://bilsoneleven.co.uk/home-dining
https://www.bighospitality.co.uk/Article/2020/04/17/Patty-Bun-and-Pizza-Pilgrims-both-looking-to-expand-meal-kit-availability-nationwide


CHARITY

The COVID-19 pandemic has 
seen a surge in philanthropic 
collaboration – through both 
necessity and empathy – with 
FMCG brands donating to the 
NHS and vulnerable groups. For 
example, restaurant group Leon 
helped set up a home delivery 
service called Feed Britain, with 
all profits helping to provide hot 
meals to NHS critical workers. 
And Brighton’s Florence Road 

 10. FOOD FOR GOOD  

OUR MISSION IS 
TO FEED BRITAIN 
AND IN ORDER 
TO ENSURE WE 
HAVE ENOUGH 
FOOD TO FEED 
EVERYONE.

Market is asking customers to 
buy a veg box for themselves 
and also buy one for a low-
income family. If COVID-19 
does generate a greater sense 
of community spirit in the 
longer term, we may see these 
philanthropic partnerships outlive 
the pandemic, and new post-
pandemic partnerships forged. 
For example, supermarkets are 
well placed to invite shoppers 
to buy extra products or food 
parcels when they shop online. 

Feed 
britain 
.com
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https://feedbritain.com


Thank you  
for reading.

Follow us:

sherlockstudiodesign @sherlockstudio

 If you’d like to discuss anything in this   
 document, or just feed back, please  
 contact Rich:  

 Rich Ford  
 Strategy Director  
 Sherlock Studio 
 rich@sherlockstudio.co.uk  
 07411 426 364  

https://www.instagram.com/sherlockstudiodesign/?hl=en
https://twitter.com/sherlockstudio
mailto:rich%40sherlockstudio.co.uk?subject=Food%20Trends
https://www.instagram.com/sherlockstudiodesign/?hl=en
https://twitter.com/sherlockstudio

