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This report identifies emerging opportunities in the fresh, fresh-cut, frozen and canned fruit and vegetable 
markets, fresh herbs, fresh produce-based meals/starters and other items sold through the produce 
department. 
 

I. Executive Summary 
II. The Market Potential of Produce 
III. Sales, Growth Rates and Market Projections by Segment 
IV. What America Eats and Wants to Eat 

 Consumption Trends 
 Keeping Pace: Favorite Produce: What They Want More Of  
 The Power of Fresh 
 Companion Foods to Produce 

V. Demographic Market Re-directions 
 Matures Matter 
 Boomers and Balance 
 Gen Y: Tapping the Virtually Untapped Produce Market 
 Healthier Kids 

VI. Trading Up and Down: Premium and Low End Opportunitities 
 Every Day Gourmets 
 Signature, Exotic, Hybrid  and Specialty 
 Trading Up for QSR and Fast Casual Restaurants 
 Lower Income Household Opportunities 
 Fancy That: Superpremium Produce 

VII. Au Naturalle 
 Organic 
 Locally Grown  
 Natural 
 Heirloom, Fair Trade, etc. 

VIII. Consumer Knowledge, Attitudes, Needs and Desires 
 Food Preparation Practices and Desires 
 Contemporary Conveniences 
 Favorite Fruits and Vegetables 

IX. Prepared Produce Product Parameters 
 Specifically Salads  
 Side Dishes 
 Sandwich Makers 
 Smoothies 
 Predominantly Produce Meals 
 Snacks 
 Appetizers/Bar Foods 
 Soups 
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