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"The vegetables category has experienced stable growth,
driven primarily by fresh vegetables and fresh-cut salad.
Consumers indicate interest in vegetables that are fresh,

nutritious, and natural. Interest also exists for convenient
packaging and formats that allow consumers to easily

consume vegetables as a snack, meal, or in a recipe."
- Michael Averbook, Food & Drink Analyst

This report looks at the following areas:

• Fresh vegetable segments find success while others struggle
• Vegetable purchase universal, still room for growth
• Shelf-stable vegetables lack perception of nutrition, versatility
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Urban shoppers use the most store types
Figure 35: Any vegetable purchase, by area of residence, March 2017
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Figure 36: Any vegetable purchase, by channel, by age, March 2017
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Figure 45: Vegetable behavior, by race and Hispanic origin, March 2017
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Figure 46: Vegetable attitudes, by misshapen and GMOs, March 2017
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Figure 47: Vegetable attitudes, March 2017
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Figure 48: Vegetable attitudes, by waste, March 2017
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Figure 49: Vegetable attitudes, March 2017

Age and gender play key roles in vegetable attitudes

Older women value misshapen vegetables, waste reduction offered by shelf-stable
Figure 50: Vegetable attitudes, misshapen vegetables and food waste reduction, by gender and age, March 2017

Older consumers more accepting of non-branded; younger, of organic vegetables
Figure 51: Vegetable attitudes, non-branded, locally grown, organic, and convenience, by gender and age, March 2017

Non-parents exhibit interest in misshapen, non-branded vegetables

Vegetable Perceptions and Uses

Vegetable Behavior

Vegetable Attitudes
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Figure 52: Vegetable attitudes, by misshapen and store non-branded, by parental status, March 2017

Parents confused with GMOs, struggle to incorporate vegetables into diet
Figure 53: Vegetable attitudes, by GMOs, diet, waste, and organic, by parental status, March 2017

Blacks, Hispanics favor organic; Asians buy vegetables in season
Figure 54: Vegetable attitudes, by race and Hispanic origin, March 2017

Consumers prefer vegetables in their natural state
Figure 55: Vegetable attributes, March 2017

Differences in claims important to vegetable segment buying groups

Purchasers of shelf-stable vegetables express interest in organic claims
Figure 56: Vegetable purchase, by vegetable attributes, organic, March 2017

Buyers of convenience-focused vegetables indicate importance of protein
Figure 57: Vegetable purchase, by vegetable attributes, high protein, March 2017

Attributes’ importance differs by age groups

Older consumers place higher importance on health claims
Figure 58: Vegetable attributes, by age, March 2017

iGeneration/Millennial consumers place importance on organic and protein content
Figure 59: Vegetable attributes, by age, March 2017

Multicultural consumers seek vegetables with number of health claims
Figure 60: Vegetable attributes, by race and Hispanic origin, March 2017

Vegetable packaging innovations top the list
Figure 61: Vegetable innovation, packaging and kid options, March 2017

Ingredient upgrades and locally grown vegetables of interest to consumers
Figure 62: Vegetable innovation, ingredients and vegetables grown on premise, March 2017

Lifestage influential factor for interest in vegetable features

Younger consumers want convenient packaging, older ones value see-through windows
Figure 63: Vegetable innovation, packaging, by generation, March 2017

iGeneration/Millennial consumers interested in innovative ingredients upgrades
Figure 64: Vegetable innovation, ingredients, occasions, and grown on premise, by generation, March 2017

Consumers from households with income below $75K look for convenient ways to consume vegetables, protein
Figure 65: Vegetable innovation, by household income, March 2017

Blacks interested in transparent window, Hispanics/Asians in seed mixes
Figure 66: Vegetable innovation, by race and Hispanic origin, March 2017
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Consumer survey data

Mintel Menu Insights methodology

Abbreviations and terms

Abbreviations
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Figure 67: Total US retail sales and forecast of vegetables, by segment, at current prices, 2011-21
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Figure 69: Total US retail sales and forecast of fresh vegetables, at current prices, 2011-21

Figure 70: Total US retail sales and forecast of fresh vegetables, at inflation-adjusted prices, 2011-21

Figure 71: Total US retail sales and forecast of shelf-stable vegetables, at current prices, 2011-21

Figure 72: Total US retail sales and forecast of shelf-stable vegetables, at inflation-adjusted prices, 2011-21

Figure 73: Total US retail sales and forecast of frozen vegetables, at current prices, 2011-21

Figure 74: Total US retail sales and forecast of frozen vegetables, at inflation-adjusted prices, 2011-21

Figure 75: Total US retail sales and forecast of fresh-cut salad, at current prices, 2011-21

Figure 76: Total US retail sales and forecast of fresh-cut salad, at inflation-adjusted prices, 2011-21

Figure 77: Total US retail sales of vegetables, by channel, at current prices, 2011-16

Figure 78: Total US retail sales of vegetables, by channel, at current prices, 2014 and 16
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Figure 81: MULO sales of fresh vegetables, by leading companies and brands, rolling 52 weeks 2015 and 2016

Figure 82: MULO sales of frozen vegetables, by leading companies and brands, rolling 52 weeks 2015 and 2016

Figure 83: MULO sales of shelf stable vegetables, by leading companies and brands, rolling 52 weeks 2015 and 2016
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