
This report looks at the following areas:

•• Effects of market factors on produce sales and consumer behavior
•• Successful produce brands, marketing strategies and innovation

opportunity areas
•• Fruit and vegetable consumption formats, frequency and occasions
•• Incentives to cook with produce
•• Attitudes toward produce

Produce is synonymous with wellness, but can’t rest on its laurels if it wants to be
relevant with the next generation. Younger consumers notoriously skimp on their
produce intake and are lost on how to incorporate more fruits and vegetables
in their diets; however, they would be most motivated to cook with more
produce if they had personalized recipes based on their health needs. These
findings signify a broader youth-led movement away from one-size-fits-all
nutrition and toward personalized nutrition that produce brands have no
choice but to keep up with.

Record inflation and supply chain issues due to the conflict in Ukraine, along
with escalation of environmental emergencies, spell nothing short of pressure
for the produce industry. Bottlenecks created by the aforementioned issues that
complicate both pricing and general product availability will be a threat to the
produce market. As produce brands cope with these stressors to deliver the
same quality products to consumers, consumers must decide whether they’re
worth the cost.

Now is the time for produce brands to step up as beacons of wellness for
consumers who increasingly place importance on preventative health
measures. Successfully addressing public health will rely heavily on increasing
consumers’ intake of fruits and vegetables, and brands must tactfully navigate
the fluid interests of their target audience to best figure out how.
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“The produce market is riding
the lockdown-induced boost
it experienced due to
increased consumer cooking
at home, a trend that will
extend through 2022 as
consumers grapple with the
aftershocks of pandemic-
related inflation – now
compounded by the crisis in
Ukraine.”
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• Economic anxiety increases consumer cost-consciousness
toward produce options
Figure 13: US inflation and wage growth, 2018-21

• Changes in affordability cause shifts in purchasing priorities
Figure 14: Percentage of Western land area experiencing
drought, 2000-21

• Produce consumption as a tool in preventative health
Figure 15: Age-adjusted prevalence of overweight, obesity
and severe obesity among people aged 20 or older,
2001-02 to 2017-18

• As packaged produce sales fall, Del Monte holds consumer
attention
Figure 16: Del Monte Facebook post, 2021
Figure 17: Sales of produce, by company, 2021 and 2022

• Sales of produce, by company, 2021 and 2022
Figure 18: Sales of produce, by company, 2021 and 2022

• Frozen vegetables lose steam, but comfort foods resonate
Figure 19: Lamb Weston Instagram post, 2022
Figure 20: Multi-outlet sales of frozen vegetables, by leading
companies and brands, rolling 52 weeks 2021 and 2022

• Del Monte succeeds with expanded line of branded shelf-
stable vegetable products that emphasize convenient flavor
Figure 21: Del Monte Yahoo.com ad, 2021
Figure 22: Del Monte Facebook post, 2021
Figure 23: Multi-outlet sales of shelf-stable vegetables, by
leading companies and brands, rolling 52 weeks 2021 and
2022

• Del Monte’s shelf-stable fruit innovation wins share against
Dole
Figure 24: Del Monte Yahoo.com ad, 2021
Figure 25: Del Monte Facebook post, 2021
Figure 26: Multi-outlet sales of canned/jarred fruit, by
leading companies and brands, rolling 52 weeks 2021 and
2022

• BFY products shine in dried fruit category
Figure 27: Bare Foods Naturally Baked Crunchy Strawberry
Banana Chips, 2022
Figure 28: Crispy Green No Sugar Added All Apple, 2022
Figure 29: Multi-outlet sales of dried fruit, by leading
companies and brands, rolling 52 weeks 2021 and 2022
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• Private label dominates frozen fruit, but Wyman’s brand
proves value to consumers
Figure 30: Wyman’s Wild Blueberries, 2022
Figure 31: Multi-outlet sales of frozen fruit, by leading
companies and brands, rolling 52 weeks 2021 and 2022

• Grocery delivery services race to be the first on consumers’
doorsteps
Figure 32: Getir LA Times ad, 2021
Figure 33: Instacart Facebook post, 2021

• Major retailers advertising high-level changes that favor
long-term sustainability
Figure 34: Amazon Fresh Facebook post, 2022

• Brands and retailers redirecting food waste
Figure 35: Imperfect Foods Facebook post, 2022
Figure 36: Too Good to Go Instagram post, 2022

• Communicate holistic benefits of produce consumption
Figure 37: Avocados from Mexico justapinch.com ad, 2020
Figure 38: Green Giant Facebook post, 2021

• Freshness is paramount
• Balance affordability with premiumization
• Bring the restaurant experience home
• Inexperienced cooks are intimidated by produce
• Convenience is a sought-after perk, with caveats
• Focus on fiber

Figure 39: Consumer segmentation, 2022
• Values-Driven Eaters
• Apathetic Eaters
• Veggie-Enthused Eaters

• Consumers’ ideal fruit selection strikes a balance between
fresh and convenient
Figure 40: Fruit consumption, 2021-22

• Elevate shelf-stable and frozen fruits as convenient and
nutritious, for all income brackets
Figure 41: Fruit consumption, by household income, 2022

• Parents look for easy, no-fuss nutrition their kids will eat
Figure 42: Fruit consumption, by parental status, 2022

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

THE PRODUCE CONSUMER – FAST FACTS

CONSUMER SEGMENTATION

FRUIT CONSUMPTION
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• Fresh vegetable varieties keep category consumption
afloat
Figure 43: Vegetable consumption, 2021-22

• Minimal prep is a plus for younger, veggie-indifferent
consumers
Figure 44: Birds Eye Oven Roasters – Parmesan Peppercorn
Cauliflower, 2022
Figure 45: Good & Gather Steam-in-Bag Korean-Style BBQ
Vegetable Blend, 2022
Figure 46: Vegetable consumption, by age, 2022

• Consumers who enjoy cooking, enjoy more vegetables
Figure 47: Vegetable consumption, by cooking affinity, 2022

• Most consumers’ produce consumption unaffected by
pandemic-related disruptions
Figure 48: Changes in produce consumption, 2022

• Brands that don’t take advantage of fiber claims are
wasting opportunity
Figure 49: Reasons for increased produce consumption, 2022

• Rebrand fiber as proactive, prebiotic self-care to younger
consumers
Figure 50: Reasons for increased produce consumption, by
age, 2022

• Capture all segments with general health messaging
Figure 51: Reasons for increased produce consumption, by
segment, 2022

• Affordable produce options are a consumer concern
Figure 52: Reasons for decreased produce consumption,
2022

• Break the mold with creative applications that mask
produce
Figure 53: Correspondence analysis, symmetrical map,
produce consumption, by occasion, 2022
Figure 54: Produce consumption, by occasion, 2022

• Unconventional products from ethical brands will resonate
with values-driven consumers
Figure 55: Hearts of Palm Lasagna Sheets, 2022
Figure 56: Frozen vegetable consumption, by occasion, by
consumer segment, 2022

VEGETABLE CONSUMPTION

CHANGES IN PRODUCE CONSUMPTION

PRODUCE CONSUMPTION OCCASIONS
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Figure 57: Shelf-stable vegetable consumption, by occasion,
by consumer segment, 2022

• Consumers want exciting produce that speaks to their
unique needs
Figure 58: Incentives to cook with more produce, 2022

• Parents are hungry to get cooking with more produce
Figure 59: Incentives to cook with more produce, by parental
status, 2022

• Stay relevant with younger consumers through social media
Figure 60: Incentives to cook with more produce, by age,
2022

• Consumers want to spice things up in the kitchen
Figure 61: Green Giant Riced Veggie Blends – Asian Style Stir
Fry Riced Blend, 2022
Figure 62: Interest in frozen vegetable products, 2022

• Consumers want tasty, healthful swaps for old favorites
Figure 63: TURF analysis – Important produce attributes, 2022
Figure 64: Table – TURF analysis – Important produce
attributes, 2022

• Values-Driven Eaters are eager for convenient products
Figure 65: Attitudes toward produce, by Values-Driven Eaters
segment, 2022

• Parents may justify select added value costs amid price
hikes
Figure 66: Attitudes toward produce, 2022
Figure 67: Attitudes toward locally grown produce, by
parental status and income, 2022
Figure 68: Attitudes toward brand, by parental status and
income, 2022

• Data sources
• Sales data
• Forecast
• Consumer survey data
• Marketing creative
• Abbreviations and terms
• Abbreviations

INCENTIVES TO COOK WITH MORE PRODUCE

INTEREST IN FROZEN VEGETABLE PRODUCTS

ATTITUDES TOWARD PRODUCE

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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• Terms

Figure 69: Consumer Sentiment Index, 2007-22
Figure 70: Total US retail sales and forecast of produce, at
inflation-adjusted prices, 2016-26
Figure 71: Average annual household spending on produce,
2016-21
Figure 72: Total US retail sales of produce, by segment, at
current prices, 2019 and 2021
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vegetables, at current prices, 2016-26
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vegetables, at current prices, 2016-26
Figure 76: Total US retail sales and forecast of frozen
vegetables, at inflation-adjusted prices, 2016-26
Figure 77: Total US retail sales and forecast of shelf-stable
vegetables, at current prices, 2016-26
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vegetables, at inflation-adjusted prices, 2016-26
Figure 79: Total US retail sales and forecast of fresh fruit, at
current prices, 2016-26
Figure 80: Total US retail sales and forecast of fresh fruit, at
inflation-adjusted prices, 2016-26
Figure 81: Total US retail sales and forecast of canned/jarred
fruit, at current prices, 2016-26
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Figure 85: Total US retail sales and forecast of dried fruit, at
current prices, 2016-26
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Figure 87: Correspondence analysis – Produce consumption
occasions, 2022
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Figure 88: TURF analysis – Interest in frozen vegetable
products, 2022

APPENDIX – TURF ANALYSIS METHODOLOGY
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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