
There’s no denying the impact social 
media has had on every aspect of 
our lives, including the way we eat. 

A 2018 survey by Mars Wrigley Confec-
tionery found that 52 per cent of millenni-
als have purchased a treat just because they 
wanted to share a picture of it on social 
media. While this movement has favoured 
the aesthetic design of products, a new gen-
eration of social media users have emerged 
amid the TikTok boom. 

“As digital natives, millennials and Gen 
Z’s are used to framing their world view 

and expressing themselves online, and as a 
form of social currency, food is very much a 
part of this,” explains Jacqui Price, market-
ing manager at the Australian Macadamia 
Society. “As products that are often visually 
intriguing and quite ‘experiential’, confec-
tionery and bakery products are well suited 
to this.”

Considering last year Gen-Z and millen-
nials accounted for roughly 32 per cent and 
23 per cent of the global population respec-
tively, it’s no surprise they’re making a huge 
impact on food trends across the globe.  

The TikTok generation’s 
impact on the bakery and 
confectionery sectors is 
becoming increasingly notable. 
Daisy Phillipson explores how 
the latest inclusions can help 
manufacturers to keep up with 
rapidly changing trends

Confectionery inclusions are increasingly been driven  
by younger generations’ fast-evolving taste in treats 
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Speaking on this topic, Charlotte Bailey, 
national account manager at Nimbus 
Foods, says: “In the last few years, we have 
found that food bloggers and reviewers 
have really changed the landscape; consum-
ers will often buy or not buy a new product 
based on what influencers tend to say.”

Thanks to the speed at which trends 
can emerge and spread, new products 
and crazes can go viral on social media 
overnight and boost demand. “For instance, 
the recent rainbow, unicorn, flamingo and 
llama crazes were driven by social media,” 
adds Bailey. Another example is the Little 
Moons mochi ice cream balls, which saw 
supermarkets sell out of the product, online 
and in stores, in spring this year after the 
treat went viral on TikTok. 

But while these channels present new op-
portunities for manufacturers, catering to 

ever-changing preferences while maintain-
ing productivity is no mean feat. 

This is where the use of tasty and visually 
enticing inclusions can help, says Jacqui 
Passmore, marketing manager UK and Ire-
land, at Dawn Foods: “Rather than overhaul 
a recipe entirely or experiment with new 
baking formats, manufacturers can use mix-
ins, such as dried fruits, nuts and herbs to 
alter a popular item’s taste, colour, aroma or 
texture. The use of inclusions can transform 
a product into something quite engaging 
that’s perfect for today’s TikTok generation.”

Breaking down barriers 
Social media can be a place of endless 
inspiration, where vibrant and imaginative 
ideas can be used to inspire NPD managers 
and marketing teams alike. Reiterating the 
interest in novelty sweet treats that are un-
expected and unique is Twist Ingredients, 
which offers a range of sweet inclusions.

“Trends move at the speed of light, for 
example the rise of funfetti cakes in Amer-
ica,” says Louise Gough, joint director at 
Twist Ingredients. “Most cake decorators, 
especially in the younger demographic, 
keep a close eye on US trends. We have seen 
a huge increase in sales for our funfetti cake 
inclusions as a result.”

Another facet of the digital era is the 
breakdown of international barriers, with 
interest in world foods growing further 
amid the coronavirus pandemic and sub-
sequent travel restrictions. Commenting 
on this shift is toppings and inclusions 
specialists, Pecan Deluxe Candy. 

“Food trends from far flung places 
become mainstream much faster,” notes 

the company’s business development and 
marketing manager, Jenny Baillie. 

“For example, Asian inspired foods like 
bubble waffles and matcha cakes are gain-
ing popularity in Europe.” In particular, 
Japanese flavours are proving popular and 
were enhanced even further by the recent 
Tokyo Olympics. 

Demonstrating how to incorporate Asian 
flavours using inclusions, fruit ingredi-
ents supplier Paradise Fruits Solutions by 
Jahncke released its Taste of the East range. 
Available in a variety of formats such as 
granulates, fruit pastes, juice drops and 
standard and bespoke shapes, the Japa-
nese-inspired flavours include Mandarin & 
Yuzu, Lychee & Raspberry, Apple & Green 
Tea and Lime & Matcha Tea, as well as 
bespoke combinations.

Permissible indulgence
Social media aside, the coronavirus has 
significantly influenced the confectionery 
and bakery segments over the past year. 

Lollipops are a notable category  
for an array of creative inclusions

Nimbus Foods has devised a range of 
inclusions for the confectionery market

Dawn Foods has extended its  
product series to cater for the 
expanding vegan market

Paradise Fruits Solutions 
has also extended its 
global offerings in creating 
a ‘Taste of the East’ series
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In terms of buying behaviours, people 
had more time on their hands, leading 
to a rising popularity for tips, hacks and 
step-by-step videos of how luxurious or 
novel products are made. In addition, 
Pecan Deluxe Candy witnessed a surge in 
demand for overly indulgent sweet treats 
to provide comfort and pleasure. “Social 
media has been teeming with delights such 
as birthday cake doughnuts glistening with 
colourful sprinkles, creamy frosting and 
sponge cake pieces, gooey cookie dough 
desserts loaded with chocolate candies and 
brownies stuffed full of cream filled cookie 
pieces,” notes Baillie. 

Concurrently, the health and wellness 
movement shows no signs of slowing. Even 
before the pandemic, consumers were seek-

ing ‘better for you’ options in these segments 
such as gluten-free cakes, fortified gummies 
and reduced sugar candies. As customers 
seek products that tap into the demand for 
permissible indulgence, striking a balance 
is key. 

“The pandemic has supercharged these 
trends and prompted consumers to think 
more specifically about what health looks 
like for them, leading to greater focus on im-
munity, gut health and mental health,” says 
Australian Macadamia Society’s Price.

Macadamias add health associations due to 
the protein and healthy fat content while pro-
viding reassurance that the product will taste 
good. They are also plant-based, fitting into 
the rising share of the population adopting a 
vegan, vegetarian or flexitarian diet. 

According to a recent survey commis-
sioned by Proagrica, nearly one in five people 
have consumed more vegan or vegetarian 
food since the start of the pandemic in 
March 2020. Plant-based eating has moved 
into the mainstream, fuelled by concerns 
over personal health, sustainability and the 
ethical treatment of animals. 

Thankfully, inclusions manufacturers 
have been keeping up with this shift, making 
it easier than ever to develop enticing new 
lines that are free from animal products. 

One of those companies is Chaucer Foods, 
which offers vegan freeze-dried fruits and 
numerous baked inclusions that align with 

the rise in plant-based diets. Similarly, 
Nimbus Foods has a wide vegan range and 
ensures that many of its toppings can be 
made purposely plant-based too.

Beyond veganism, health-conscious 
consumers are looking for a wide range of 
functions that support everything from 
their immune system to their mental 
health. Demonstrating how this can be 
achieved with inclusions, Paradise Fruits 
has launched a new division named Para-
dise Fruits Health, which focuses on the 
development of inclusions and stand-alone 
snacks fortified with vitamins, minerals 
and extracts that can help to enhance the 
wellbeing of consumers. 

Sugar reduction is another key focus area 
in these sectors, something which can be 
challenging for bakery reformulation where 
sugar offers stability and texture alongside 
taste. Dawn Foods’ Passmore explains 
how adding an inclusion often means new 
recipe formulation, particularly when using 
ingredients such as fruit as a replacement 
for processed sugar.

“Adding fruit to a recipe seems a simple 
solution for a more natural sugar source,  
but this will impact the water content of  
the batter,” says Passmore.” Additionally, 
if fruit extracts are used in the recipe, they 
need to be bake stable and deliver actual 
flavour results after the baking process.” 
Providing a solution, the company’s fruit   

“ Recent rainbow, unicorn, flamingo 
and llama crazes were driven by 
social media,” Charlotte Bailey, 
Nimbus Foods

Visually enticing inclusions are performing  
strongly in 2021, says Pecan Deluxe
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fillings, which contain origin fruit, can add 
moisture as well as mouthfeel to a sweet 
bakery product series.

All things personal
Looking ahead, manufacturers will have to 
react ever faster to increasing social diver-
sity, new lifestyles and needs and buying 
habits, tastes and preferences. Among this, 
the preference for personalised and custom-
ised products is on the rise.

“Since food producers can reach consum-
ers far away from their brick-and-mortar 
bakery location – if they have one at all 

– the need to offer more personalised and 
special goods is more important than ever,” 
says Chaucer Foods’ Gauriau. 

This can be achieved by experimenting with 
new and adventurous flavours and colours 
such as inclusions like berries and tropical 
fruits with buttercreams, curds and jams. 

With this trend in mind, Twist Ingredients 
will soon be launching TwistMix, a service 
whereby the firm can mix customer’s bespoke 
recipes from its stock of over 800 sprinkles 
and inclusions. Similarly, all of Paradise 

Fruits’ inclusions can be developed bespoke 
to suit each customer’s requirements. 

As confectionery and bakery segments 
become ever more competitive, manufac-
turers must always be one step ahead. Not 
only must products taste good, but they 
must appeal to the conscious consumer 
while offering a whole sensory experience. 

Adding inclusions to a recipe is con-
sidered a simple and cost effective way of 
triggering consumer interest and appealing 
to ever-changing trends. 

Younger generations are influencing the inclusions  
market – with many seeking out healthier options

Twist has specialised in  
supplying sprinkles for a  

diverse range of confectionery

Twist  has further 
expanded its series for 
confectionery, as market 
growth continues
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