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FOOD CULTURE YEAR IN REVIEW 

Source: Hartman Group syndicated research reports  

2015 

FOOD FOR THOUGHT 

If iconic restaurant brands do not 
leverage the power of occasion-based  
marketing, they are leaving share and 
money to someone else who will. 
 
The future of growth for CPG is all 
about more and more finely tuned 
analysis of growth pockets at the 
category level.  
 
Emerging premium brands are, on 
average, far outperforming legacy CPG 
ones in driving sustainable growth. 
 
In CPG, where we find the most intense 
amount of premium market share 
today, we have generally found 
categories oriented indigenously, from 
their market inception, to health and 
wellness. 
 
Source: Hartbeat Exec 2015 

We are shifting our 
everyday lives to our 

digital devices 

DIGITAL FOOD LIFE 

29% 
of smartphone users 
report using a recipe 

website or app at 
least weekly or more 

often 

23% 
of consumers are 
buying more non-
GMO products 
than a year ago 

54% 

Before trying a new  
      restaurant... 

of consumers look over 
the menu online 

Fresh, less processed continues to be the dominant consumer 

frame for understanding and procuring higher quality in food. 

FOOD SHOPPING 

OVER HALF 
52% of consumers shop 

2 or more stores per 
shopping trip 

HEALTH & WELLNESS 

Top 5 Ingredients or Nutrients to Add 
 

 Vegetables  68% 

 Fruits  65% 

 Fiber  59% 

 Whole Grains 56% 

 Vitamin D  53% 

Consumers are proactively managing their eating and drinking habits as they 
become more aware of the link between diet and health—and quality of life.  

Top 5 Ingredients or Nutrients to Avoid 
 

 High fructose corn syrup 56% 

 Trans fat   55% 

 Saturated fat  54% 

 Saccharin   52% 

 Growth hormones  52% 

18% of consumers say they 
have changed their dining 
habits and are now 
choosing MORE LOCALLY 
SOURCED seasonal items  


