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OVERVIEW
As modern eating culture continues to evolve, the consumption of dips,
dressings, and sauces is also rising. The stress in daily l ife during a
pandemic caused many to turn to comfort food. In 2022 and beyond,
consumers will  be looking for guidance from products that will  help them
reach their pandemic recovery goals. Two of these goals include eating
healthy and managing weight. But having endured lockdowns through
COVID-19, enjoyment is at the top of consumers’ minds everywhere.
People are seeking joyful products that amplify flavors and textures;
dips, dressings, and sauces can feed that need. In this paper, we will
explore the opportunity manufacturers have, the post-COVID-19 health
halo, and the ingredient trends in relation to the dips, dressings, and
sauces categories.
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THE OPPORTUNITY FOR
MANUFACTURERS

THE GLOBAL SAUCES,
DRESSINGS, AND CONDIMENTS

MARKET IS EXPECTED TO GROW
AT A COMPOUND ANNUAL

GROWTH RATE OF 4.8% FROM
2019 TO 2025 TO REACH USD

181.01 BILLION BY 2025.

There is a large opportunity for manufacturers to create new experiences
for consumers in the dips, dressings, and sauces category. According to
Grand View Research, the global sauces, dressings, and condiments
market is expected to grow at a compound annual growth rate of 4.8%
from 2019 to 2025 to reach USD 181.01 bil l ion by 2025. To capture a piece
of the market, manufacturers must l isten to consumers and innovate. In
just the last 3 years, there have been over 4,800 new products added to
Mintel’s Global New Products Database under the “dips, dressings, sauces,
and spreads” categories. Included in the product launches are new flavor
innovations and healthier options. The top growing claims are “Plant-
Based,” “Ethical,” and “Dairy-Free.” Last year in the United States, the
sauces and condiments market (excluding ketchup and spices) generated a
revenue of around USD 12.67 bil l ion. This was an increase in annual
revenue of 3.1 percent. And smaller brands held a sizable portion of that
market share. They benefited from the pandemic as many consumers
turned from big box retail  stores to small direct-to-consumer brands.
Smaller brands also benefited from consumers looking to change their
eating habits, trying new and innovative products.
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$181.01 B
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LAST YEAR IN THE UNITED STATES, THE SAUCES
AND CONDIMENTS MARKET (EXCLUDING KETCHUP
AND SPICES) GENERATED A REVENUE OF AROUND

12.67 BILLION U.S. DOLLARS.

$12.67 B
(USD)
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THE HEALTH HALO
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Consumers are now educating themselves more on their own health which
relates directly to how they consume food. Clarity and transparency are
key factors for consumers when shopping. 88% of U.S. grocery shoppers
say clear nutritional information, such as calories and sugar content, is
important on food packaging. Three rising health trends that are stil l  top of
mind are watching sugar intake, consuming plant-based ingredient
options, and digestive health. The popularity of keto and other low
sugar/carb diets is driving innovation activity in sweeteners, especially in
allulose and erythritol,  which are low carb. The diet has evolved beyond
just a high-fat diet into a trendy lifestyle choice in North America. Part of
the success of the keto diet is its ability to promote a range of health
benefits while eliminating carbohydrates such as sugar. This diet is gaining
a lot of attention, particularly as many consumers are looking to cut sugar
out of their diet.  According to Mintel GNPD, 74% of U.S. consumers agree
a healthy diet should be low in sugar. 
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88% 74%
OF U.S. GROCERY SHOPPERS SAY CLEAR

NUTRITIONAL INFORMATION, SUCH AS
CALORIES AND SUGAR CONTENT, IS
IMPORTANT ON FOOD PACKAGING.

OF U.S. CONSUMERS
AGREE A HEALTHY

DIET SHOULD BE LOW
IN SUGAR.
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There seem to be two main trends shoppers are seeking when purchasing
sauces – flavorful experiences and healthiness. These can both potentially
be attributed to the pandemic. People who were cooking at home wanted
bold new flavors whilst remaining health conscious about things l ike sugar
and other unwanted ingredients, leading to innovation around a balance of
both in 2021. 35% of sauce and/or marinade consumers in the U.S. are
looking for healthier options. Consumer concern about human and
environmental health drives the plant-based food trend. More and more
shoppers are looking for food with plant-based ingredients to incorporate
into their diet.  They offer numerous health benefits including boosting
immune health, helping maintain a healthy weight, and increasing fiber
intake. In fact, 58% of U.S. consumers eating plant-based proteins more
often claim that it is healthier than eating meat. Today’s shoppers are
becoming increasingly motivated to support their digestive health. It is
now believed that nearly 70% of our inner defense system lives in our
intestines. And according to Mintel's research, 57% of adults in the U.S.
say they try to eat foods that encourage a healthy gut microbiome. This
defense system can be supported with products that have the right
ingredients containing the right nutrients.

(CONTINUED...)
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35%

57%

OF SAUCE AND/OR MARINADE
CONSUMERS IN THE U.S. ARE

LOOKING FOR HEALTHIER
OPTIONS.

OF U.S. CONSUMERS EATING
PLANT-BASED PROTEINS MORE

OFTEN CLAIM THAT IT IS
HEALTHIER THAN EATING MEAT.

58%

OF ADULTS IN THE U.S. SAY THEY
TRY TO EAT FOODS THAT

ENCOURAGE A HEALTHY GUT
MICROBIOME.



37%

63%

56%
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Ingredient selection for the category opens a great number of promotable
opportunities. Dips, dressings, and sauce manufacturers can achieve
health claims such as low fat,  reduced sugar, and reduced sodium by using
starch and other ingredients. Brands are tapping into clean labels as a
means of relating product simplicity and freshness. This is seen in North
America as natural claims in the dip category continue to show growth, not
surprisingly as it is what consumers are looking for in the category. 37% of
adults in the U.S. would be tempted to try a new dip if it  had all-natural
ingredients. Consumers are looking for new flavors and experiences. Dips,
dressings, and sauces are all  well-positioned to capitalize on the
heightened interest in quick-fix and affordable flavor hacks. According to
a recent Mintel survey, 56% of adults in the U.S. say they l ike to try new
dip and sauce flavors. Fat-heavy ingredients l ike cream, mayonnaise, oil ,
and butter can be replaced with blends of starches and gums - a win-win
for consumers as this reduces the overall  fat content while maintaining
viscosity and mouthfeel.  In addition, 63% of global consumers are
increasingly trying to incorporate plant ingredients in their diet.  Added
protein, high-in-fiber, and gut-health claims can be achieved with
ingredients such as plant-based proteins and fibers.
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INGREDIENT TRENDS
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OF ADULTS IN THE U.S. WOULD BE
TEMPTED TO TRY A NEW DIP IF IT
HAD ALL-NATURAL INGREDIENTS.

OF ADULTS IN THE U.S. SAY THEY
LIKE TO TRY NEW DIP AND SAUCE

FLAVORS.

OF GLOBAL CONSUMERS ARE
INCREASINGLY TRYING TO

INCORPORATE PLANT INGREDIENTS
IN THEIR DIET.
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1 OUT OF 3 CONDIMENT CONSUMERS IN
THE U.S. AGED 16 TO 24 SAY THEY LOOK

FOR ORGANIC INGREDIENTS

(CONTINUED...)

Sugar intake is stil l  being watched closely by consumers. In 2021, there
were 137 new products launched in the U.S. under the dips, dressing,
sauces, and spreads categories in Mintel's Global New Products Database
containing a "zero-sugar," "reduced-sugar" or "no-added-sugar" claim.
Reduced sugar and zero sugar claims can be achieved using high-intensity
sweeteners such as stevia, monk fruit,  and erythritol.  Sodium reduction is
on the top of consumers’ minds as well .  Potassium chloride, which may
appear on ingredient labels as potassium salt,  helps reduce sodium while
providing similar sensory characteristics. Util izing potassium salt also
helps mitigate sodium’s negative effect on blood sugar. Natural and
organic ingredients are important to younger consumers. 1 out of 3
condiment consumers in the U.S. aged 16 to 24 say they look for organic
ingredients, compared with roughly 1 out of 4 of those aged over 65.
Manufacturers should emphasize natural and sustainably sourced
ingredients when looking to cater to younger consumers.

137
NEW PRODUCTS LAUNCHED IN THE U.S.

UNDER THE DIPS, DRESSING, SAUCES,
AND SPREADS CATEGORIES CONTAINING
A "ZERO-SUGAR," "REDUCED-SUGAR" OR

"NO-ADDED-SUGAR" CLAIM
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CONCLUSION
In the end, there can be a dip, dressing,
or sauce for every kind of consumer:
those who want to indulge, are health
conscious, seeking sustainable
options, or are focused specifically on
their sugar intake. Coming out of the
pandemic, consumers want a variety of
options. The key to success for
manufacturers may be developing the
next product that will  meet consumers’
needs before even they themselves
know what they are seeking. 
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Let us help 
inspire you. 
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