Sweet Insights:
State of Treating 2020

A Bite-sized taste

Produced by
NCA and 210 Analytics

Methodology
This report is based on consumer studies by NCA and 210 Analytics conducted in August and
December 2019 among 1,500 qualified shoppers ages 18-75 in each study.

Data Overlay
The attitudinal survey data is complemented by retail measurement and household panel data
provided by insights firm IRI for the 52 weeks ending December 29, 2019.
Unless otherwise attributed, data throughout this report are provided by NCA and 210 Analytics.
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A Message from NCA President
& CEO John Downs
No other consumer products enjoy the universal
appeal of chocolate and candy. Visit 100 homes
around this country and you’ll find chocolate and
candy in 99 of them. And it doesn’t matter who lives
there – our love for chocolate and candy transcends
age, gender, ethnicity, family status, and, back in
Washington, D.C., even political persuasion! Candy is a
permissible treat that is enjoyed by all generations, from
Gen Z to Baby Boomers.
In 2019, NCA set out to understand more about the way
consumers think about chocolate, candy, gum and mints.
We asked more than 1,500 adults what’s behind their
affinity for confectionery, where and when they buy it
and what they expect from the companies that make their
favorite products.
And they confirmed what we already know: chocolate, candy, gum and mints are so special in our lives
because of the emotional connection we have with them. We love candy not only because it’s “yummy,”
but because of its indelible place in our holidays and celebrations, the warm memories it evokes, and the
happy smiles it brings to the faces of our friends and family when we gift and share it. After all, 78% of
us agree that sharing and gifting seasonal chocolate and candy is a great American tradition.
Nearly nine in 10 people agree that good emotional well-being leads to better physical well-being,
makes it possible to enjoy life more and increases happiness. On top of that, 72% say chocolate and
candy are an important part of their emotional well-being. That’s the essence of the treat. Be it a bridge
to another place and time, a link with loved ones or a momentary escape from the daily stresses and
pressures they face, consumers appreciate chocolate and candy for what they are: honest and authentic
moments of enjoyment, with a unique role in maintaining good emotional well-being.
That is why I am so proud of our industry’s commitment to meeting consumers where they want to be
met and providing information, options and support as they enjoy their favorite treats.
In 2020, we’re laying the groundwork to celebrate a fifth season beyond the “big four” candy seasons
in a significant way: National Candy Month in June. This is a new moment to highlight candy’s unique
role in maintaining emotional well-being, as well as the efforts of the purpose-driven companies in our
industry to be more transparent about the ingredients in our products and where they come from,
provide a variety of choices to meet consumers’ different expectations, and help consumers treat
mindfully with tools to make informed choices.
NCA’s Sweet Insights: State of Treating 2020 report is a blend of category performance data, primary
consumer research and thoughtful analysis of the trends essential for confectionery manufacturers and
retailers to understand the confectionery market – and this Bite-Sized Taste of it is intended to entice
you to read more. I encourage you to visit NCA online at CandyUSA.com/StateofTreating to download a
copy of the full report and share it with your team – and I look forward to your feedback.
Always a treat,

John Downs
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Category & Channel
Performance

Category and Channel Performance
Confectionery is a powerful category that shows strength in both good and tough
economic times. Sales are substantial, at more than $37 billion annually. Across all
food retailing channels, confectionery is the fourth largest center-store food category.

+2.4% $37.5B $39.9B
2019 dollar growth
for candy, mints & gum (CMG)

in U.S. confectionery sales
in 2019

projected category
sales by 2024

56% of $ sales
+2.2% growth

SHOPPING TRENDS

NONCHOCOLATE

CHOCOLATE

Source: Euromonitor & NCA projections

GUM + MINTS

Mindful Indulgence

Emotional Well-being

Candy’s Role in our Culture

2019 CATEGORY PERFORMANCE

$22.1B
$23.5B projected 2024

30% of $ sales
+3.4% growth

$11.5B
$12.2B projected 2024

15% of $ sales
+1.2% growth

$3.9B
$4.2B projected 2024
Source: Euromonitor & NCA Projections (rounded)

Change

98.8%

-0.1%

Household
penetration

35

annual
trips

Average spend of

$5.52/trip

-0.7%

+3.5%

Source: IRI, All Outlets, 52 weeks ending 12/29/2019
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2019

2019 SEASONAL PERFORMANCE
VALENTINE’S DAY 2019

EASTER 2019

Total CMG 7-week period sales: $3.5B, up +2.0%
Seasonal item sales: $721M, up +2.4%

Total CMG 6-week period sales: $3.5B, up +1.0%
Seasonal item sales: $1.6B, up +11.6%

2019 Performance

Seasonal
Seasonal
chocolate non-chocolate

2019 Performance

Dollar sales

+2.4%

+2.5%

Dollar sales

Unit sales

-0.8%

-2.9%

Unit sales

Volume sales

+2.5%

-1.1%

Household penetration

36.5%

19.5%

Households buying 2x+

19.1%

7.3%

Dollars/buyer

$12.36

Dollars/trip

$6.07

Seasonal
Seasonal
chocolate non-chocolate
+10.8%

+14.2%

+6.7%

+10.2%

+12.6%

+10.1%

Household penetration

41.5%

30.7%

Households buying 2x+

21.7%

13.8%

$6.84

Dollars/buyer

$13.91

$7.54

$4.06

Dollars/trip

$6.15

$3.92

Volume sales

HALLOWEEN 2019

WINTER HOLIDAYS 2019

Total CMG 8-week period sales: $4.6B, up +1.4%
Seasonal item sales: $749M, up +5.4%

Total CMG 7-week period sales: $4.5B, up +2.2%
Seasonal item sales: $1.2B, up +2.0%

2019 Performance

Seasonal
Seasonal
chocolate non-chocolate

2019 Performance

Seasonal
Seasonal
chocolate non-chocolate

Dollar sales

+5.9%

+4.6%

Dollar sales

+2.4%

+0.5%

Unit sales

+1.3%

+0.9%

Unit sales

-0.8%

-3.8%

Volume sales

+5.4%

+0.8%

Volume sales

-0.7%

-4.5%

Household penetration

25.3%

22.7%

Household penetration

45.5%

33.3%

Households buying 2x+

8.6%

8.4%

Households buying 2x+

24.5%

15.0%

Dollars/buyer

$12.72

$9.74

Dollars/buyer

$16.25

$7.03

Dollars/trip

$8.07

$5.80

Dollars/trip

$7.04

$3.69

Source: IRI, MULO+C, 52 weeks ending 12/29/2019

Confectionery purchases spike during Valentine’s Day, Easter, Halloween and the winter holidays. More than
60% of the category’s sales come during those four periods, and 16% of sales are generated by seasonallycoded items. These are items unique to the season because of colors, shapes, packaging or flavors.

6% growth
in seasonal candy
sales with winter
holidays showing the
strongest period gain

versus

EASTER

1.8% growth

generated more seasonal
item sales than any other
candy holiday

in everyday candy sales
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Category & Channel
Performance
Candy’s Role in our Culture
Emotional Well-being

2019 CHOCOLATE, NON-CHOCOLATE, GUM & MINTS PERFORMANCE
Chocolate is the largest of the three segments across channels, with strong dollar gains
in 2019 in sugar-free, seasonal and smaller pack sizes. Non-chocolate had the strongest
dollar performance. Powerhouse chewy candy generated half of sales, with many other
areas contributing to growth, including seasonal non-chocolate. Combined gum and mints
were back in positive territory.
2019 Chocolate
Change
Total chocolate: $14.5B
Dollar Sales
+2.2%
Unit Sales
-0.8%
Volume Sales
-0.7%
Bag/box/bar >3.5 oz.: $5.3B
Dollar Sales
+1.1%
Unit Sales
-1.1%
Volume Sales
-3.3%
Bag/box/bar <3.5 oz.: $4.5B
Dollar Sales
+1.8%
Unit Sales
-1.8%
Volume Sales
-0.7%
Total seasonal: $3.2B
Dollar Sales
+5.9%
Unit Sales
+2.6%
Volume Sales
+5.4%
Snack size: $1.1B
Dollar Sales
+0.2%
Unit Sales
-1.2%
Volume Sales
-2.1%
Gift box: $286M
Dollar Sales
-8.9%
Unit Sales
-13.7%
Volume Sales
-14.7%
Sugar-free: $160M
Dollar Sales +22.4%
Unit Sales +15.6%
Volume Sales +18.7%
Novelty: $12M
Dollar Sales
-15.9%
Unit Sales
-19.5%
Volume Sales +25.9%

Mindful Indulgence

Source: IRI MULO+C,
52 weeks ending 12/29/2019

2019 Non-chocolate
Change
Total non-chocolate: $7.7B
Dollar Sales
+3.4%
Unit Sales
-0.3%
Volume Sales
0.0%
Chewy: $3.8B
Dollar Sales
+4.0%
Unit Sales
+0.5%
Volume Sales
+0.3%
Total seasonal: $1.1B
Dollar Sales
+6.3%
Unit Sales
+1.9%
Volume Sales
+1.8%
Novelty: $819M
Dollar Sales
+1.6%
Unit Sales
-1.0%
Volume Sales
-2.6%
Hard sugar and rolls: $591M
Dollar Sales
+1.5%
Unit Sales
-3.7%
Volume Sales
+1.1%
Licorice: $453M
Dollar Sales
+3.2%
Unit Sales
+0.2%
Volume Sales
0.0%
Plain mints: $386M
Dollar Sales
+1.5%
Unit Sales
-3.9%
Volume Sales
-3.0%
Specialty nut/coconut: $343M
Dollar Sales
-1.6%
Unit Sales
-2.4%
Volume Sales
-3.2%
Sugar-free: $93M
Dollar Sales
+1.7%
Unit Sales
-4.7%
Volume Sales
-3.7%
Caramel/taffy: $89M
Dollar Sales
-1.6%
Unit Sales
+3.2%
Volume Sales
-0.5%
Source: IRI MULO+C,
52 weeks ending 12/29/2019
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2019 Gum and mints
Change
Total gum and mints: $3.9B
Dollar Sales
+1.2%
Unit Sales
-6.7%
Total gum: $3.1B
Dollar Sales
Unit Sales
Volume Sales
Sugarless gum: $2.7B
Dollar Sales
Unit Sales
Volume Sales
Regular gum: $457M
Dollar Sales
Unit Sales
Volume Sales
Breath fresheners: $759M
Dollar Sales
Unit Sales
Volume Sales

+1.3%
-6.7%
-4.2%
+2.0%
-7.1%
-3.7%
-2.3%
-5.6%
-6.8%
+0.4%
-6.4%
-7.0%

Source: IRI MULO+C,
52 weeks ending 12/29/2019 | Volume sales
for combined gum + mints is not available

NONCHOCOLATE
had the
strongest
dollar
performance
in 2019

2019 CHANNEL PERFORMANCE
Throughout the year, 69% of shoppers tend to purchase confectionery along with the rest
of their groceries at their primary grocery store. While supermarkets continue to lead as
the primary grocery store, share is moving to other formats as consumers shop traditional
stores less often and explore new channels.
TYPICAL STORE FOR BUYING CONFECTIONERY VS. PRIMARY GROCERY CHANNEL

31%

19%

Everyday

Seasonal

69%

81%

Same store as groceries

Typical store for buying
confectionery, accounting for
channel switching
Supercenters
Supermarkets
Limited assortment stores
Clubs
Specialty/organic food stores
Dollar stores
Drug stores
Other (ethnic stores, direct,
etc.)
Online orders
Candy stores
Convenience stores

One or more other stores

Everyday

Seasonal

46%
37%
5%
4%
3%
3%
2%
2%

46%
35%
2%
4%
2%
3%
4%
2%

0.7%
0.6%
0.3%

2%
0.1%
0.2%

Top 4
reasons to buy everyday
confectionery in a different
place than the primary
grocery store:

Better variety
of types and brands

Lower prices
Spur of the
moment decision
Convenience
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Category & Channel
Performance
Candy’s Role in our Culture
Emotional Well-being
Mindful Indulgence

2019 CHANNEL PERFORMANCE
2019 Grocery Channel
Change
Total CMG: $6.5B
Dollar Sales
+2.7%
Unit Sales
-2.1%
Volume Sales
-3.8%
Total chocolate: $4.0B
Dollar Sales
+2.9%
Unit Sales
-0.9%
Volume Sales
-0.7%
Total non-chocolate: $1.6B
Dollar Sales
+3.2%
Unit Sales
-1.6%
Volume Sales
-0.5%
Total gum/mints: $896M
Dollar Sales
+0.8%
Unit Sales
-7.3%

2019 Drug Channel
Change
Total CMG: $2.9B
Dollar Sales
-0.4%
Unit Sales
-4.8%
Volume Sales
-5.7%
Total chocolate: $1.7B
Dollar Sales
-1.2%
Unit Sales
-4.9%
Volume Sales
-5.7%
Total non-chocolate: $793M
Dollar Sales
+0.1%
Unit Sales
-3.0%
Volume Sales
-5.7%
Total gum/mints: $399M
Dollar Sales
+2.1%
Unit Sales
-8.7%

2019 Convenience Channel Change
Total CMG: $6.4B
Dollar Sales
+2.1%
Unit Sales
-3.1%
Volume Sales
-1.0%
Total chocolate: $2.9B
Dollar Sales
+1.2%
Unit Sales
-3.1%
Volume Sales
-2.4%
Total non-chocolate: $2.1B
Dollar Sales
+4.0%
Unit Sales
-1.2%
Volume Sales
+0.8%
Total gum/mints: $1.3B
Dollar Sales
+1.1%
Unit Sales
-6.4%

2019 Grocery Channel
Change
Everyday candy: $4.4B
Dollar Sales
+2.4%
Unit Sales
-1.4%
Volume Sales
-1.2%
Seasonal candy: $1.0B
Dollar Sales
+5.4%
Unit Sales
0.0%
Volume Sales
+1.9%

2019 Drug Channel
Change
Everyday candy: $1.9B
Dollar Sales
-2.7%
Unit Sales
-5.7%
Volume Sales
-6.3%
Seasonal candy: $1.0B
Dollar Sales
+4.9%
Unit Sales
+0.9%
Volume Sales
+2.0%

2019 Convenience Channel Change
Everyday candy: $4.9B
Dollar Sales
+2.3%
Unit Sales
-2.3%
Volume Sales
-0.6%
Seasonal candy: $173M
Dollar Sales
+3.2%
Unit Sales
-1.5%
Volume Sales
4.2%

Source: IRI Grocery,
52 weeks ending 12/29/2019

Source: IRI Drug,
52 weeks ending 12/29/2019

Source: IRI Convenience,
52 weeks ending 12/29/2019

Chocolate is the
largest of the
three segments
across channels
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2019 ONLINE PERFORMANCE
Twelve percent of shoppers routinely purchase confectionery online. Another 30%
frequently or sometimes buy confectionery via grocery store delivery or click-and-collect.

$816.6M

$655.2M

$36.3M

2019 $
+15.5%

2019 $
+36.5%

2019 $
+40.4%

Online Chocolate Sales

Online Non-Chocolate Sales

Online Gum Sales

$547.9M

2017

$707.1M

2018

$655.2M

$816.6M
$366.9M

2019

2017

$126.8M

$480.0M

2018

$69.8M

2019

2017

$90.5M

2018

2019

Source: IRI, Total E-Commerce RMA, 52 weeks ending 12/29/19

Top 4
More
convenient

reasons for buying confectionery online:

Find
items

Free
shipping

that local store
doesn’t carry

Better
prices/
specials
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Category & Channel
Performance

Candy’s Role in our Culture
For generations, chocolate and candy have enjoyed a special place in our lives,
from delivering everyday moments of joy to filling a special role in our holidays
and celebrations.

Candy’s Role in our Culture

EVERYONE ENJOYS THE OCCASIONAL TREAT...

Well
Beings®

Food
Actives®

Fence
Sitters®

Magic
Bullets®

Eat, Drink & Be
Merrys®

Chocolate

90

98

98

109

100

Non-chocolate

91

103

103

100

101

Mindful Indulgence

Emotional Well-being

*An index of 100 is average.

A 2017 study by Natural Marketing Institute and Hudson Institute shows all consumer segments
– from the most health-engaged Well Beings® to the least engaged Eat, Drink and Be Merrys® –
enjoy chocolate and candy with a similar frequency, despite their different approaches to wellness.

...AND WE LOVE TO SHARE AND GIFT TREATS, TOO!
In addition to enjoying confectionery themselves, consumers like to share and gift chocolate and
candy. Today, seasonal sharing and gifting encompasses a much wider circle, including family, friends,
children of friends, teachers and more. Culturally-inspired holidays are increasingly relevant as the
U.S. grows more ethnically diverse.

74% 3/4
of Americans
believe that a treat
is always sweeter when
shared with a friend.

Source: The Mars Wrigley
Confectionery Treat Report, 2018

78%
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of Americans believe

confectionery treating is an
important part of special
celebrations and traditions

believe sharing & gifting
candy is a great American
and/or family tradition

9 in 10
consumers celebrate

the “Big Four”

seasons by gifting
chocolate & candy
TREATING BY GENERATION
Millennials have
different preferences
than older consumers,
with a propensity for
non-chocolate and
novelty items. Their
preference for fun
and novelty is, in part,
grounded in their
digital nativism and
their love of sharing
experiences and
moments of joy online
with friends.

Millennial
dollars are growing

2.3x

faster than average

Millennial and Gen X
consumers account for roughly

50% of sales
AND 78%
of sales growth

52%
of millennials have

purchased a treat
specifically to share on
social media
Source: The Mars Wrigley Confectionery
Treat Report, 2018

Source: IRI, All Outlets, 52 Weeks
Ending 12/29/2019

Millennials are the biggest generation; Boomers spend the most.
CONTRIBUTION TO EVERY $100 SPENT ON CHOCOLATE VS NON-CHOCOLATE...

Millennials

Gen X

Boomers

Seniors

Chocolate

$18

$30

$40

$12

Non-chocolate

$21

$32

$36

$11

Source: IRI, All Outlets, 52 Weeks Ending 12/29/2019
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Category & Channel
Performance

Emotional Well-Being
As our understanding of candy’s role in a balanced diet has evolved, so, too, have
our notions of well-being. The choices we make about food are no longer just
about fuel and physical health benefits, but instead place greater value on their
contributions to our sense of balance and happiness – our emotional well-being.

Emotional Well-being

Candy’s Role in our Culture

Chocolate and candy enjoy a high level of permissibility and play a unique role
in helping consumers maintain their emotional well-being. In fact, consumers
believe confections belong in a happy and balanced lifestyle.

80%

of consumers equally

value emotional well-being
and physical well-being
Source: The Hartman Group, 2017

9 in 10
consumers say good
emotional well-being
leads to better physical
well-being and makes
it possible to enjoy life
more and be happier

86%

Mindful Indulgence

of consumers agree that

it is completely fine to
occasionally treat yourself
with some chocolate or candy.
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72%

of shoppers agree that

treating is important for
their emotional well-being

WHAT TREATING MEANS TO CONSUMERS
Treats are beloved and play an important role in achieving emotional well-being. Chocolate and candy can
help people explore new experiences, delight others with sharing and gifting, relive childhood memories,
take a break or trigger positive feelings. They can also be small rewards or motivations.

What are the top two words you associate most with chocolate or candy?

45%
45%
Yummy Treat

19% 17%
Enjoy

Happy

11%

Reward

WHY WE TREAT
Interestingly, the reasons people treat themselves vary across generations. Thirty-nine percent of all
consumers believe their mood has a major influence on their purchase of candy, compared to nearly half
of Millennials (47%) and only 28% of Baby Boomers.

47%

of all Millennials believe
their mood has a major
influence on their
purchase of candy
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Category & Channel
Performance

Mindful Indulgence
Nine in 10 consumers feel they are responsible for ensuring they lead a happy,
balanced lifestyle through their own unique interpretation and execution of what a
“balanced lifestyle” means to them. This means that consumers want to be in charge
of their food and treating decisions – effectively demanding choice, not restriction.

Mindful Indulgence

Emotional Well-being

Candy’s Role in our Culture

CONFECTIONERY IS AN HONEST TREAT
Consumers view chocolate
and candy as an honest treat
that plays a specific role in a
balanced diet. More than three
quarters of consumers fully
expect chocolate and candy
to contain sugar. And while
confectionery is a permissible
indulgence, consumers want
to feel empowered to make
informed choices about their
favorite treats.
To meet these consumer
demands, chocolate and candy
companies are taking action
to help people manage their
sugar intake by providing
more information, options and
support.

56%

2/3

of consumers find having calorie
information on the front of the
package to be beneficial

of consumers agree that
it is important for chocolate
and candy brands to offer
portion size variety

90%

of best-selling treats
will have calorie
information on the
front of the pack

BY 2022:

1/2

of individually
wrapped products
will have 200
calories or less

CONSUMERS TREAT MINDFULLY...
Both the government’s National Health and
Nutrition Examination Survey and NCA’s survey
found that consumers already view confectionery
as a treat. Most people in the U.S. enjoy chocolate
and candy 2-3 times per week, averaging about
40 calories per day and just about 1 teaspoon of
added sugar per day. And most are satisfied with
their consumption levels – 73% have no plans to eat
less chocolate/candy in 2020.
In addition to consuming mindfully themselves,
parents are in control as it relates to monitoring
and educating their children about candy
consumption and balance.
14
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14%
Do not &
have no
plans to

8%
Haven’t
yet, but
plan to

23%
Discuss
during the
seasons

86%

of parents
discuss balance
with their kids
or plan to

55%
Talk about it
year-round

...AND EXPECT TRANSPARENCY
About two thirds of consumers pay attention to one or
more callouts when purchasing chocolate and candy.
Consumers across all demographics are increasingly
paying attention to the use of artificial colors,
flavors and sweeteners, preferring the use of natural
ingredients. Other areas that capture their attention
include organic, gluten-free and vegan claims, with key
generational differences in the extent to which they are
seeking these attributes.

Gen Z

Millennials

Gen X

Boomers

Organic

30%

28%

23%

15%

Gluten-free

24%

22%

13%

10%

Vegan

16%

10%

6%

3%

Other cultural trends are driving consumers to want
to know more about a product’s ingredients and
benefits, production processes and the brand behind
the product. Social responsibility and environmental
sustainability both have high importance across
generations as societal issues, but they are more likely
to impact Gen Z and Millennials in terms of influencing
purchasing decisions and brand choices. Transparency
and traceability of ingredient sourcing and the
production process have a purchase impact among
39% of shoppers.

53%

of shoppers like to buy brands
that give back to the community

49%

of shoppers are more likely to
buy brands that express views
that align with their own

BRAND
TRANSPARENCY

can help build

trust and
long-term

VALUE
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NCA’s inaugural Sweet Insights: State of Treating 2020 report
offers insights fusing proprietary NCA consumer survey findings
with 2019 syndicated category and channel performance data. This
collection of insights is intended to provide a deeper understanding
of consumer wants and needs across demographic groups, changes
in the retail environment that impact where and how consumers
shop, and opportunities for the future to support the industry’s
collaborative effort to celebrate the fun and unique role of chocolate,
candy, gum and mints in a happy, balanced lifestyle.
Key areas of exploration in the State of Treating report include:
•
•
•
•

Confectionery category and channel performance
Candy’s role in our culture and contribution to emotional wellbeing
Shopper insights and category drivers
Mega-trends creating opportunities for growth

To download the full report, visit www.CandyUSA.com/StateOfTreating.

National Confectioners Association
1101 30th Street NW | Suite 200 | Washington, DC 20007
(202) 534-1440 | CandyUSA.com

