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• Total specialty food industry sales in 2015 topped 
$120.4 billion 
 

• 78% of sales are at retail; 22% through foodservice 
 

• Between 2013 and 2015, sales of specialty food 
jumped by 21.2% while sales of all food increased 
by just 4.4% 
 

• Specialty food represents 14.4% of all food sales at 
retail 



• Cheese and cheese alternatives are the biggest 
category, at nearly $4.3 billion 
 

• Among the fastest growing categories are RTD Tea 
and Coffee (+301%), Eggs (+162%) and Jerky and 
Other Meat Snacks  (+60%) 
 

• Mainstream supermarkets account for more than 
81%  of sales, but their share is slipping while sales 
at specialty food stores are booming, up 20.2% 
between 2013 and 2015 



• Manufacturers and retailers agree that in sourcing 
natural/ethical products, all natural and non-GMO 
items account for the largest share of sales.  
Sustainable, eco-friendly and organic are of strong 
second-tier importance, followed by fair trade. 
 

• At the top of the list for future product innovation 
are Gluten Free, Non-GMO and Convenient/Easy to 
Prepare 
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Perennial favorites: Cheese and Chocolate  

More sweets this year 

• Oils and vinegars 

• Tea 

• Pasta 

• Yogurt and kefir 

• Meat, poultry, and seafood   

Rounding out top 10: 



Packaged tea 

Nuts, seeds, and dried 
fruit and vegetables 

Pasta 

Pasta and pizza sauces 









Snacking 
increasingly 

drives usage in 
this market, 

meaning 
innovation here 

makes great 
sense. 
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