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• Specialty food sales in 2016 topped $127.4 
billion

An Insider’s Look at the Future 

• Online sales took market share away from brick-and-mortar 
in 2016

• Grocery accounts for 61% of specialty food sales

• Nearly 22% of specialty food sales are in 
foodservice
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An Insider’s Look at the Future 

• Sales of oils and vinegars increased by 19.6% between 
2014 and 2016

• Sustainable is becoming a more important product 
claim for specialty food manufacturers

• Oils and vinegars became a $1 billion-plus category in 2016
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Market Recap: $120.5 Billion in 2015

*Includes sales from natural, specialty, and MULO outlets as well as an estimate for specialty 

food perishables (PLU or random-weight specialty items sold in Bakery, Deli, Meat, and 

Seafood) sold in these outlets. In addition, these figures include estimated specialty food sales 

from Trader Joe's and Whole Foods Market.

Specialty Foods in 2017: What’s Selling, Who Is Buying and Why, California Olive Oil Council, March 11, 2017

Retail channel sales breakdown 

*MULO or Multi Outlet, which is representative of following channels: Total US 

Grocery, Mass, Total US Drug, Total Walmart, Dollar, Military, and Club

Does not include sales through Whole Foods Market or Trader Joe’s

Does not include private label sales or random weight (PLU) items
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Largest product segments
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Highest penetration of all food sales: Top 10 
segments

14.1%: Specialty food’s market share in 
the total retail food market in 2015
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Sales growth vs. all food: 

Top 10 segments 
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Share of specialty food sales by department

* Meat, poultry, and seafood (Fz, Rf) is the only segment that includes both frozen and refrigerated items
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Manufacturers
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Manufacturer: “Food Away From Home”

50% of specialty food manufacturers 
sold to foodservice in 2015
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Americans Love Restaurants
Percent of consumers who say they enjoy going to:

Restaurants Grocery Stores

90% 66%

Source: National Restaurant Association, 2015 
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Top 5 States:
Restaurant Sales 2015

California

Texas

Florida

New York

Illinois

$72.3

44.5

36.4

35.8

23.0

$ Billion

Source: National Restaurant Association, 2015 
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Retailers
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The core specialty food consumer: Young, curious, values oriented  

The Core SF Consumer: Key Demographics
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Purchase Likelihood
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Millennials
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Gen X
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Boomers
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• Millennials 

– Want retail staff to educate them about specialty foods

– Most likely consumer group to ask about recipes and preparation techniques

– A company’s values matter just as much as its products

• Gen X

– Personal connections with retailers are important

– Like to hear the story/heritage behind the stores where they shop

– Like to shop where they know the owners

• Baby Boomers

– Like to shop where employees have product knowledge

– Want to shop where they agree with the company’s values or philosophy

Branding and Service—Generational Preferences
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Purchases by Generation—What’s Next

Millennials

• Ready-to-drink nutritional beverages

• Vegetarian or vegan meat

• Foods made with alternative protein

Gen Xers

• Nose-to-tail or root-to-stalk foods

• Raw foods

• Foods that are free of common allergens

Boomers

• High-protein snacks (salty or sweet)

• Kale and other vegetable-based snacks

• Seasonal foods
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Why Do SF Consumers Buy Specialty Foods?
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Where SF Consumers Shop
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How Much SF Consumers Spend

Specialty Foods in 2017: What’s Selling, Who Is Buying and Why, California Olive Oil Council, March 11, 2017

Specialty Food Online Purchases by Generation
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Online Specialty Food Purchases (Top 10)
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Online Shopping and Delivery
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Positioning Claims of Importance
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Price Sensitivity and Preferences
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• Center-store is alive and well

The Future of Specialty Foods

• Foodservice is ticket to incremental sales

• The dilemma of allergen-free specialty food

• Fresh segments are road to growth
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The Future of Specialty Foods

• There will be expansion on all fronts (distribution in retail, 
innovation, foodservice)

• Manufacturers will up their direct-to-consumer 
game

• Natural/ethical is the new norm in specialty
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• The “mature” specialty food market still has a lot 
of upside opportunity

The Future of Specialty Foods

• Center-store is essential to this market, but fresh is where the 
growth lies

• The top ten segments dominate the market in sales and 
growth

• Channel strategy should center on conventional markets for 
sales, and natural/specialty stores for growth
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rtanner@specialtyfood.com


