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“U.S. Census Bureau data show a 2.7% decline in
population of children younger than five from 2008-13,

signaling a shrinking market for baby food and drink.
Innovative packaging and new formats that can make

baby food and drink products appealing to babies longer
will help counter losses in sales.”

– Sarah Day Levesque, Food Analyst

In this report we answer the key questions:

• What can the industry do to counter the effects of declining birthrates?
• What role does nutrition play in the baby/toddler food market?
• How can the industry address concerns over product safety?

After suffering a two-year setback in sales as a result, in large part, of the recession, the baby food and
drink industry has started to recover and in 2012 sales reached $6.5 billion. The market is driven by
the dominant baby formula segment and to a much lesser extent the baby food and snacks segment.
Both segments have been held back by a declining birthrate and sluggish economy. However, product
innovation in packaging that is both convenient for adults and toddlers to use has sparked some growth
as well as expanded the consumer base for some products to older children. Small but growing sales of
organic products are attracting new users and new companies, both of which encourage growth.
Economic recovery along with continued innovation will help drive growth in this challenged industry.

This report builds on the analysis presented in Mintel’s Baby Food and Drink—U.S., June 2012, as well
as the same title in May 2011, May 2010, January 2009, and January 2008.
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Figure 128: Happy Baby usage or awareness, by demographics, February 2013
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