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The Foodie Phenomenon

T

he ever-escalating foodie
movement is continuing to
blur the lines between specialty and mainstream foods.
Three-quarters (76%) of U.S.
adults enjoy talking about new/
interesting foods; 70% consider
themselves knowledgeable
about food; and 53% regularly
watch cooking shows, according
to the National Association for
the Specialty Food Trade’s
(NASFT) Specialty Food
Consumers 2012.
Two-thirds (68%) of adults
now purchase specialty foods for

upscale presentation.
Not surprisingly, a new, more
sophisticated culinary “savoring” food experience—defined
by freshness, distinctive flavors,
and storytelling about food—is
moving center stage. One-third
of all adult snacking, 29% of kids’
eating occasions, and 34% of
adult alone eating occasions fall
into this new upscale “savoring”
category, according to Hartman
Group data.
Foodies are not a homogenous group and selectively over
index for a number of food behav-

new recipes, according to
Packaged Facts. Eight in 10 (79%)
of specialty food buyers like to
experiment with new recipes,
reports NASFT.
According to Mintel’s
Cooking Enthusiasts—U.S., a
2011 report, 33% of consumers
like cooking and 23% love cooking. Among these enthusiastic
chefs, 92% like to experiment,
63% try to replicate restaurant
meals, and 41% regularly spend
more than three hours preparing
a meal at least once a week.
Seven in 10 specialty food

In terms of claims, specialty
food consumers are most likely
to buy foods that are all natural
(63%), organic (57%), locally
sourced (48%), eco-friendly
(35%), artisanal (27%), sustainable (25%), and Fair Trade (24%),
according to NASFT.
Specialty food manufacturers believe that all natural, local,
and sustainable are the claims
that will drive growth in the next
three years.
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