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What’s popping in produce & protein
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Share of US Retail Food $ Sales

Retail Restaurant

3

Sources: US Census Bureau - Food & Beverage Stores + Food Service & Drinking Places | Slide updated in September 2025 (data updated monthly, through August 2025)

The food at home versus away from home dynamic continues to shift

Retail–Restaurant gap widens amid rising restaurant prices

6.2% 7.8%

0.0%

2.0%

4.0%
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12.0%
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16.0%
All items Food at home Food away from home

3.9%

3.2%

2.7%

Consumer Price Index 
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Source: NIQ, BASES Quick Question Omnibus Survey, January 2025 n=1,001 Vs. September 2025, n=1,006

Shopper worries are growing

Concern Over Food Cost Inflation

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

6% 6%

39% 36%

55% 58%

September

2025

Extremely Concerned

Somewhat Concerned

Not Concerned

January

2025

+3 Pts.

-3 Pts.

N/C
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Jul - 2023 Jan - 2024 Jul - 2024 Jul - 2025 Jul 

1 Rising food prices Rising food prices Rising food prices Rising food prices Rising food prices

2 Economic downturn Increased housing costs Increasing utilities Economic downturn Economic downturn

3 Increasing utilities Economic downturn Increased housing costs Global conflict / crisis escalation Global conflict / crisis escalation

4 Increased housing costs Global conflict / crisis escalation Economic downturn Political unrest Political unrest

5 Ability to provide basics for family Political unrest Ability to provide basics for family Increasing utilities Increasing utilities

6 Personal welfare / happiness Increasing utilities Political unrest Increased housing costs Increased housing costs

7 Rising fuel / transportation costs Global warming / environment Immigration Personal welfare / happiness Personal welfare / happiness

8 Political unrest Ability to provide basics for family Personal welfare / happiness Ability to provide basics for family Ability to provide basics for family

9 Risk of crime Rising fuel / transportation costs Global conflict / crisis escalation Job security Job security

10 Global warming / environment Personal welfare / happiness Global warming / environment Immigration Immigration

11 Global conflict / crisis escalation Risk of crime Job security Global warming / environment Global warming / environment

12 Immigration Job security Rising interest rates Rising interest rates Rising interest rates

5

Personal finance concerns continue to top the list for consumers while global matters shift  

Top concerns among U.S. consumers

Source: NIQ 2024 Consumer Outlook vs Mid-Year 2023 , 2024, 2025 Survey, US Market

© 2024 Nielsen Consumer LLC. All Rights Reserved. 5

+6

-3
-3

-3



57%

49%
47%

40%

36%

29% 28%

18%

32%

67%

54%

44%

54%

46% 47%

40%

33%

28% 27%

17%

31%

66%

52%

40%

Jul-25 Aug-25

HOW MANY CONSUMERS ARE NOTICING PRICE INCREASES AT THE FOLLOWING VENUES?

QSR Fast Casual Sit Down Fine Dining Third-Party 
Delivery Bar & Pub Sports Bar Cafeteria Hotel Grocery 

Store

Supermarket 
Prepared 

Food
C-Store

Consumer Inflation Perception

DATA SOURCE: Datassential Consumer Omnibus (August 2025)
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Source: NIQ, Retail Measurement Services, 10-Year Database, Total US xAOC + Conv., Total Food & Beverage w/Fresh

Sticker shock is the new shelf reality

Food & Beverage Base Unit Price

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

$2.69
$2.82

$2.95
$3.09

$3.97

2016 2019 2020 2021 YTD
(8/30/2025)

+4.8%

+10.2% +28.5%

Pre-2020 Post-20202020
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Financial 
concerns 
shifting 

Source: NIQ Consumer Outlook Report, Jan 2022 to Jul 2025, US Market

The Economic Divide – 

Tracking financial situations and responses

25.4%

17.1%

24.5%

26.2%

23.1%

30.6%

30.0%

18.1%

16.1%

10.5%

10.3%

13.7%

13.3%

12.4%

11.7%

10.7%

32.7%

42.3%

42.5%

38.2%

35.8%

37.5%

36.6%

43.7%

17.9%

22.7%

16.1%

14.9%

17.2%

13.4%

12.8%

16.9%

7.8%

7.4%

6.6%

7.0%

10.5%

6.0%

8.8%

10.6%

Strugglers Rebounders Cautious Unchanged Thrivers 

Jan 2022 

Jun 2023 

Jun 2022

Jan 2023

72.5% Vulnerable Consumers

Jan 2024

Jul 2024

Jul 2025

Jan 2025
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Source: NIQ, BASES Quick Question Omnibus Survey, January 2025 n=1,001 Vs. September 2025, n=1,006

As a result, mealtime looks different 

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Inflation Impact on Meal Preparation

46%

37%

28%

27%

19%

48%

39%

31%

28%

22%

Cooking at home more

Using fresh foods before spoiling

Relying more on pantry staples

Using simple ingredients

Using convenient meal helpers

January September

+2 Pts.

+2 Pts.

+3 Pts.

+1 Pt.

+3 Pts.



STRATEGIES CONSUMERS WILL ADOPT TO SAVE MONEY AT RESTAURANTS STRATEGIES CONSUMERS WILL ADOPT TO SAVE MONEY AT GROCERY STORES

Consumer Saving Strategies

JUL '25 AUG '25 1-mo. 
change

Order fewer or no beverages with my meal 29% 26% -3%

Order cheaper menu items than usual 27% 25% -1%

Choose more affordable venues than usual 26% 25% 0%

Order fewer or no add-ons (appetizers, sides, etc.) 24% 22% -2%

Look for restaurant coupons that come in the mail 23% 22% -1%

Look for deals on restaurant apps or delivery apps 24% 20% -4%

Join restaurant loyalty clubs 18% 18% 0%

Stretch a combo or meal deal by saving an item for later 21% 18% -3%

Look for restaurant “menu hacks” on social media 12% 13% 0%

Make a meal only of add-ons but skip the entrée 9% 11% 1%

Feed a group by splitting add-ons & buying separate entrees 11% 10% -1%

None of the above 29% 31% 3%

JUL '25 AUG '25 1-mo. 
change

Buying store brands or private-label brands 45% 44% -1%

Using coupons more often 41% 40% -1%

Making at home what I would buy prepared or packaged 35% 34% -1%

Shopping at multiple stores to find lowest prices 33% 33% 0%

Visiting lower-cost grocery stores 34% 33% -2%

Buying ingredients in bulk to prep and freeze for later 27% 25% -2%

Buying frozen produce instead of fresh produce 21% 20% -2%

Substituting lower-price proteins 19% 18% -1%

Switching from organic brands to regular brands 11% 12% 1%

None of the above 16% 18% 2%

DATA SOURCE: Datassential Consumer Omnibus (August 2025)

25
09
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2.7%

5.3%

8.6%

6.4%

3.2%

1.9%

3.4%

1.7%

-0.2%

2.0%

1.5%

2.6%

2.3%

1.1%

2.3%

0.3%

-2.0% 0.0% 2.0% 4.0% 6.0% 8.0% 10.0%

FOOD - Center Store

FOOD - Perimeter

Dairy dept

Meat dept

Produce dept

Deli dept

Bakery dept

Seafood dept

2.9%

4.2%

4.7%

6.5%

3.6%

1.4%

3.1%

0.4%

-0.6%

0.6%

1.0%

-0.8%

1.4%

-0.5%

0.3%

-2.5%

-4.0% -2.0% 0.0% 2.0% 4.0% 6.0% 8.0%

FOOD - Center Store

FOOD - Perimeter

Dairy dept

Meat dept

Produce dept

Deli dept

Bakery dept

Seafood dept

11

Fresh growth is outpacing the rest of the store

Latest 52 weeks

FOOD – Center Store

$ % Chg.. Unit % Chg..

Grocery & Frozen 

departments

Latest 13 weeks

Sales growth across the store
Avg Unit Price 

% Change

Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, Periods Ending 9/6/2025, Food & Beverage departments, Dollar, Unit, and Avg Unit Price % change vs year ago

FOOD – Fresh
Dairy, Deli, Meat, Bakery, 

Produce & Seafood

DAIRY dept

MEAT dept

PRODUCE dept

DELI dept

BAKERY dept

SEAFOOD dept

+2.8%

+3.2%

+6.9%

+3.7%

+0.9%

+0.8%

+1.2%

+1.4%
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57%

53% 49% 40%

Tier 1 Retailers Tier 2 Retailers Tier 3 Retailers Tier 4 Retailers

12

Total Store & Fresh success go together

T
o

ta
l 

F
o
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d

 $
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s

High Fresh Velocity Retailers Low Fresh Velocity Retailers 

Total Food Performance by Fresh Retailer Tier
% Food $ Growth | % Fresh $ Share of Total Food

+6.3%

+1.6% (1.7)%
+3.7%

Source: NielsenIQ Retail Measurement; Total US xAOC; Total Food & Beverage; $ share of Food & Beverage, $ % change vs year ago; 52 weeks ending September 6, 2025

Best in Class Fresh Retailer Methodology

• Banners were segmented into quartiles based on 

Total Fresh $/$MM ACV

• “Fresh” Departments – Bakery, Dairy, Deli, Meat, 

Produce, Seafood; all fixed and random weight sales

Fresh drove

69%
of Total Food $ 

growth in Tier 1 

Retailers
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Tier 1 have developed all Fresh departments, while lower tier rely on their dairy department

Top tier fresh retailers stand out through greater emphasis on produce and deli 

42.5% 39.1% 41.8%

30.7%

23.6%
25.8%

26.2%
41.5%

16.4% 18.3%
18.2%

17.5%

10.4% 9.5%
7.8%

6.3%
5.9% 6.2% 5.2% 3.6%
1.2% 1.0% 0.8% 0.4%

Tier 1 Tier 2 Tier 3 Tier 4

Produce Dairy Meat Deli Bakery Seafood

Unit Volume Share by Fresh Department1

Source: NielsenIQ Retail Measurement; Total US xAOC; Fresh Departments: Bakery, Dairy, Deli, Meat, Produce, Seafood; *Average # of Items, 1Units % share of Total Fresh; 52 weeks ending September 6, 2025

58% 
more produce 

items than Tier 4*

115% 
more deli items 

than Tier 4*

Premiumization drives meat 

department assortment in top tier 

fresh retailers

Tier 1 place a greater emphasis 

on wellness and sustainability 

attributes, including organic

Top tier fresh retailers deliver 

a larger & more diverse 

assortment of produce
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A look at the latest 
produce trends…
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

Produce is trending up

Produce Department
Dollar Sales Performance

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

2 YA 1 YA Current

$88.6Bn
$92.6Bn

$95.6Bn

+3.9%

+3.2%

Avg. Unit Price

+0.9%

Unit Sales

+2.3%
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

…fruit especially is contributing growthFruit & veggies lead the department…

Fruit & Vegetable
Sales Performance

Produce Department
Dollar Share

Fruit

52%

Vegetables

45%

All Other

3%

Spices / seasonings

Salad dressing

Dips / spreads

Nuts / seeds

Prepared foods

Etc.

Fruit

Vegetables

6.0%

0.1%

3.9%

0.2%

Dollar Sales Unit Sales
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

…along with strong momentum elsewhereFruit’s largest categories are growing…

Fastest Growing Fresh Fruit Category Sales Growth RatesLargest Fresh Fruit Category Sales Growth Rates

Grapes

Apples

1.3%

2.6%

4.7%

-1.6%

Strawberries

Bananas

Avocados

Blueberries

9.0%

3.1%

3.1%

3.0%

10.5%

2.8%

7.9%

8.8%

Dollar Sales Unit Sales

Prunes

Kiwi

Tangelo

Coconut

Mangos

Apricots

83.5%

31.6%

40.8%

27.1%

35.8%

16.5%

29.1%

8.0%

28.7%

28.9%

20.8%

19.1%

Dollar Sales Unit Sales



TOP FRUITS

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…

% of restaurants that offer that 
fruit…

TOP
ranked by total penetration

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Orange 72.6% +2% -5%

Lemon 67.5% +1% -1%

Pineapple 59.2% +2% -1%

Strawberry 55.4% +3% +5%

Lime 53.3% +1% +2%

Apple 49.6% -1% -15%

Avocado 46.5% - -1%

Mango 43.5% +3% +12%

Cherry 39.2% +4% -3%

Raspberry 37.7% +2% -3%



TOP FRUITS

DATASSENTIAL MENU TRENDS YE Q2 2025, INCIDENCE: % of items that feature [keyword]…

% of menu items that 
feature that fruit…

TOP
ranked by total incidence

2015 Incidence
Q2 2025 

Incidence
1-YEAR 

GROWTH
4-YEAR 

GROWTH
10-YEAR 

GROWTH

Avocado 1.4% 2.1% +1% +10% +45%

Lemon 1.7% 1.9% - +1% +16%

Lime 1.2% 1.8% +3% +12% +56%

Orange 1.4% 1.4% +1% -8% +2%

Pineapple 1.0% 1.3% +1% +15% +29%

Strawberry 0.9% 1.0% +1% -1% +13%

Mango 0.6% 0.8% +2% +16% +41%

Apple 1.0% 0.7% -4% -24% -30%

Cherry 0.5% 0.5% -4% -17% -9%

Raspberry 0.6% 0.5% -3% -19% -16%



GROWING FRUITS (EARLY STAGE)

% of restaurants that offer that 
fruit…

TRENDING
ranked by 4-year growth

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Soursop 0.3% -6% +150%

Lucuma 0.3% +8% +100%

Guarana 0.5% +13% +44%

Calamansi 0.5% +21% +44%

Green Grape 0.3% -13% +27%

Elderberry 0.6% -12% +25%

Grilled Peach 0.5% +16% +22%

Morello 0.2% -15% +22%

Mission Fig 0.7% +30% +13%

Glera 0.8% - +2%

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…



GROWING FRUITS (ESTABLISHED)

% of restaurants that offer that 
fruit…

TRENDING
ranked by 4-year growth

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Dragon Fruit 3.1% +37% +125%

Prickly Pear 3.6% +16% +41%

Yuzu 6.2% +7% +40%

Guava 8.2% - +35%

Lychee 7.3% +10% +35%

Watermelon 15.3% +5% +34%

Ume 1.0% +2% +25%

Rhubarb 3.3% +6% +22%

Bergamot 1.3% - +20%

Amarena Cherry 1.2% -2% +19%

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…
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Source: NIQ, BASES Quick Question Omnibus Survey, July 2025, n=1,020

…favoring whole fruit as their go-to option45% have fruit at breakfast 4x+ per week…

Form Of Fruit

At Breakfast

Frequency Of Having

Fruit At Breakfast

Daily

21%

4-6x per week

24%

1-3x per week

31%

Rarely

15%

Never

9%

Whole

Sliced

Topping

37%

27%

18%

Smoothie 10%

4+x per week 120

Gen Z 134

Millennial 131

Index To

Gen. Pop.

African American

HHs with kids <13

Asian

Hispanic

Gen Z

Upper Income

HH with Kids <18

Boomers

Lower Income



4 42 / 43 3

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Source: NIQ, BASES Quick Question Omnibus Survey, July 2025, n=1,020

Fruit rises to the occasion

Fruit as a Meaningful Source

of Nutrition at Breakfast

For vitamins & antioxidants

For fiber & digestion

For a balanced meal

For natural sugar & energy

Not a key part of breakfast

For taste

50%

49%

39%

33%

10%

5%

23© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary
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Source: NIQ, BASES Quick Question, Breakfast Meal Occasion Survey, June 2025, n=1,005

Note: Index value ≥120 indicates above average significance, <80 indicates below average significance

At breakfast, consumers have go-to favorites

Breakfast Fruit Preferences
By Race & Ethnicity

24© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

50

60

70

80

90

100

110

120

130

140

150

160

170

180

190

200

Raspberries Apples Grapes Plums Honeydew

African American Asian Caucasian Hispanic
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Source: NIQ, BASES Quick Question Omnibus Survey, September 2025, n=1,006

Its not just breakfast, its back-to-school…

Approach to School Lunch / Snacks

this Year

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Making homemade lunch

Including more fruits / veggies

Prioritizing healthy items

Avoiding artificial ingredients

Prioritizing clean labeling

27%

25%

23%

18%

18%

Hispanic, 140 Index
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Source: NIQ, BASES Quick Question Omnibus Survey, July 2025, n=1,020

…its snacking occasions…

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Common Snack Foods

39%

34%

33%

29%

26%

16%

15%

Potato chips

Fresh fruit

Crackers

Cookies

Sliced fruit & nut butter
Homemade

Sliced veggies & dip
Homemade

Smoothies / smoothie bowls
Homemade
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…and even social media trends that are fueling fruit & veggie growth

Chaos Cakes
Posts surged +45%

Butter Boards
Visual & interactive

Smoothie Bowls
Nutritious

Loaded Cereal
Creative & decadent

Pickle Pizza
Quirky flavor combos

Smashed Potatoes & Feta
ASMR-worth crisp

Stuffed Dates
Healthy “candy”
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

Cucumber salad went viral on TikTok

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Cucumber
Dollar Sales Performance

2 YA 1 YA Current

$1.8Bn

$2.0Bn
$2.1Bn

+13.9%

+6.7%

English Cucumber

2.7M views



TOP VEGGIES

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…

% of restaurants that offer that 
veggie…

TOP
ranked by total penetration

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Pepper 94.4% - -

Onion 92.0% - -1%

Tomato 84.9% - -1%

Potato 83.1% - -

Bean 72.7% - -3%

Mushroom 72.6% -1% -4%

Lettuce 71.2% - -2%

Cucumber 59.1% - +1%

Jalapeno Pepper 56.6% +1% +1%

Spinach 51.3% -1% -6%



TOP VEGGIES

DATASSENTIAL MENU TRENDS YE Q2 2025, INCIDENCE: % of items that feature [keyword]…

% of menu items that 
feature that veggie…

TOP
ranked by total incidence

2015 Incidence
Q2 2025 

Incidence
1-YEAR 

GROWTH
4-YEAR 

GROWTH
10-YEAR 

GROWTH

Onion 7.0% 9.3% +4% +26% +33%

Pepper 6.5% 8.9% +4% +27% +36%

Tomato 7.2% 7.9% +2% +12% +9%

Lettuce 3.5% 4.3% +7% +25% +24%

Bean 3.4% 3.9% +4% +20% +16%

Mushroom 3.3% 3.4% +2% +11% +1%

Potato 3.1% 3.1% -1% -2% -

Cucumber 1.3% 1.6% +2% +10% +28%

Spinach 1.6% 1.5% - -1% -7%

Jalapeno Pepper 1.0% 1.4% +8% +15% +52%



GROWING VEGGIES (EARLY STAGE)

% of restaurants that offer that 
veggie…

TRENDING
ranked by 4-year growth

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Lion's Mane 0.3% +50% +114%

Sungold Tomato 0.4% +11% +100%

Cocktail Onion 0.2% +43% +100%

Tobacco Onions 0.3% +18% +86%

Sweety Drop 0.2% -14% +71%

Chaga 0.2% +43% +66%

Maui Onion 0.7% +37% +43%

Pigeon Pea 0.2% +11% +43%

Persian Cucumber 0.7% -13% +37%

Taggiasca Olive 0.2% +22% +37%

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…



GROWING VEGGIES (ESTABLISHED)

% of restaurants that offer that 
veggie…

TRENDING
ranked by 4-year growth

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Ube 1.1% +17% +217%

Aleppo Pepper 1.3% +25% +60%

Habanero Pepper 12.1% +9% +49%

English Cucumber 1.1% +15% +45%

Gem Lettuce 1.9% +30% +40%

Summer Squash 1.1% -7% +38%

Castelvetrano Olive 1.2% +9% +33%

Elote 3.6% -1% +31%

Ghost Pepper 1.5% +18% +30%

Pickled Radish 1.3% +7% +30%

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…
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Sustainability, Wellness and Clean label attributes growing in Produce 

Source: NIQ Retail Measurement Services, NIQ Product Insight—powered by Label Insight, Total US xAOC ; Produce department, NPI ESG Sustainability stated attributes; $ and Units % change vs year ago; 52 weeks ending September 6, 2025 

Sustainability claims
$ % 
CYA

Units 
% CYA Top growing Categories

Social 

Responsibility

Fair Trade -2.8% +0.5% Bell peppers

Responsibly Sourced +6.3% +6.0% Prepackaged salads

B Corporation +16.6% +15.0 Prepackaged salads

Family Farmed +6.6% +7.3%

Prepackaged salads 

Green beans 

Potatoes

Carrots

Sustainability certified +19.6% +14.0%

Potatoes

Prepackaged salads 

Eco Friendly -0.5% +0.8%

Prepackaged salads 

Potatoes

All sustainable 

packaging
+4.5% +5.6%

Watermelons

Blueberries

Pineapples

Biodegradable +40.9% +26.9% Apples

Sustainable 

Packaging

Environmental 

Sustainability

C
le

a
n

 L
a

b
e

l

Free from Pesticide +13.0% +12.1%

Prepackaged salads 

Lettuce

Sprouts

Mushrooms

Free from Herbicide +27.1% +26.5%

Prepackaged salads 

Tomatoes

Lettuce

Non-GMO +10.3% +9.3%

Tomatoes

Grapes

Cucumbers

Avocados

Pomegranate

Sustainability claims
$ % 
CYA

Units 
% CYA Top growing Categories

O
rg

a
n

ic

Organic certification +5.3% +3.1%

Blueberries

Avocados

Cucumber

Bananas

Avocados

Green Beans
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A look at the latest 
protein trends…
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

The meat department is growing

Meat Department
Dollar Sales Performance

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

2 YA 1 YA Current

$99.1Bn
$104.5Bn

$111.1Bn

+5.9%

+6.4%

Avg. Volume Price

+3.1%

Volume Sales

+3.2%
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

…and where the largest growth isFresh meat drives the department…

Meat Department
Sales Performance

Meat Department
Dollar Share

Fresh Meat

72%

Processed Meat

17%

Lunchmeat

6%

All Other

5%

Fresh Meat

Processed Meat

8.1%

4.1%

3.2%

1.3%

Lunchmeat

-1.1%

-0.7%

Dollar Sales Volume Sales
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Left Source: NIQ, BASES Quick Question Omnibus Survey, August 2025, n=1,020

Right Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

Inflation continues to push fresh beef prices

L52W L26W L13W L4W

7.6%

11.2%

12.6%

14.1%

Fresh Beef
EQ Price Growth

73% have noticed

higher
fresh meat prices
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Source: NIQ, BASES Quick Question Omnibus Survey, August 2025, n=1,020

…at all income levelsMeat shoppers are being forced to adapt…

Impact of Fresh Meat Inflation on 
Shopping Habits, by Income Level

Impact of Rising Fresh Meat
Prices on Shopping Habits

31%

28%

28%

27%

26%

25%

21%

20%

12%

11%

Stock up when on sale

Buy smaller quantities

Buy less fresh meat

Buy less frequently

Choose cheaper cuts

Stretch meat-based meals

More meatless meals

Buy at discount retailers

Use frozen / processed more

Use meat alternatives more
50

60

70

80

90

100

110

120

130

140

Buy less

fresh meat

Buy less

often

Buy cheaper 

cuts

Stock up

on sale

Buy more 

alternatives

Lower Income Middle Income Upper Income
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 13 Weeks Ending 9/6/2025

…as the gap to fresh beef widensInflation is changing what’s in the basket…

Change in Volume Price Gap 
to Fresh Beef

Fresh Meat % Change
Latest 13 Weeks vs. YA

-25

-20

-15

-10

-5

0

5

10

15

20

25

30

35

40

45

-25

-20

-15

-10

-5

0

5

10

15

20

25

30

35

40

45

Beef Bison Chicken Fowl & 

exotics

Lamb Pork Turkey Veal

Dollar Sales Volume Price Volume Sales

$7.22

$3.14

$3.89 $3.87

$8.13

$3.26

$4.07 $3.89

Beef Chicken Fowl & exotics Pork

-57%

-60%

-46%

-50%

-46%

-52%

Year Ago Current

More favorable pricing supports 

dollar and volume growth
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

Fixed weight fresh is growing despite prices

Fresh Meat Volume Change 
Meat vs. Frozen Departments

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Fixed weight fresh Random weight fresh Frozen fresh

5%
5%

6%

5%

4%

0%

-1%

-2%

4%

0%

-1%

-2%

L52W L26W L13W L4W

Volume Price

$5.29 +8.2%

Volume Price

$5.36 +8.2%

Volume Price

$4.00 +8.6%
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Source: NIQ, Retail Measurement Services, Full View Measurement, Total US, 52 Weeks Ending 9/6/2025

…in roasts, lower priced chuck eye wonRibs sustained volume and price growth…

Fresh Roast 
% Change Latest 4 Weeks vs. YA

Fresh Meat Category 
Volume Sales Performance

-8%

1%

9%

9%

3%

8%

-10%

-2%

-5%

4%

-5%

-7%

-4%

Brisket

Ground

Offals

Ribs

Roast

Steak

Value Add
0%

L52W L4W

+13.3%

+14.8%

+7.5%

+7.7%

+15.0%

+16.4%

+12.4%

L4W Volume

Price % Chg.

$8.91 $7.21 $6.50 $6.47

$19.08

$8.02

-20

-15

-10

-5

0

5

10

15

20

25

30

35

40

Total

Roast

Bottom 

Round

Chuck

Eye

Chuck Chuck 

Shoulder

Tenderloin Top

Round

$8.93

Volume Price Volume % Change Volume Price % Change
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While consumers prefer to do their own marinating and seasoning for grilling, when they do 

use marinades, new flavors are emerging

45%

25%

24%

6%

No

Sometimes

Yes

No preference

Do you prefer to use pre-marinated or 
pre-seasoned foods for grilling?

Fastest growing meat marinade flavors

Creole butter

Garlic herb and wine

Brown sugar bourbon

Mojo

Roasted garlic and herb

Honey bourbon

Mojito lime

Honey teriyaki

Brazilian steakhouse

Caribbean

Source: NIQ, BASES Quick Question Omnibus Survey, April 2025, n=1,006
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Source: NIQ, BASES Quick Question Omnibus Survey, April 2025, n=1,006

Simplicity and beef and chicken top the list for grilling seasoning 

54%

51%

51%

47%

43%

38%

32%

32%

22%

19%

19%

15%

14%

13%

2%

1%

Simple Salt and Pepper

Dry Rubs

Marinades

Garlic and Onion

Spice Mixes (e.g. Cajun, Italian)

Sauces

Butter or Oil

Herb blends (e.g. rosemary, thyme)

Citrus (e.g. lemon, lime)

Hot Sauce

Mustard

Soy Sauce

Honey or Maple Syrup

Vinegar-based dressings

Other

I do not season food that I grill

How do you typically season food for grilling?

79%

64%

54%

46%

38%

28%

12%

11%

11%

11%

11%

11%

2%

Beef (e.g. steaks, burgers)

Poultry (e.g. chicken, turkey)

Hot Dogs

Pork (e.g. ribs, sausages)

Vegetables (e.g. mushrooms,
peppers)

Seafood (e.g. fish, shrimp)

Fruit (e.g. pineapple, peaches)

Pizza

Plant-based alternatives (e.g.
veggie burgers)

Lamb (e.g. chops, kebabs)

Game meats (e.g. venison, duck)

Bread (e.g. garlic bread, flatbreads)

Other

What types of food do you plan to grill most often?



TOP PROTEINS

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…

% of restaurants that offer that 
protein…

Little changes in the penetration 
of top proteins year over year or 
even over four years.

TOP
ranked by total penetration

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Chicken 95.1% - -

Beef 90.4% - -

Pork 89.8% - -1%

Seafood 84.3% - -2%

Fish 74.0% - -3%

Shellfish 68.5% - -2%

Bacon 68.1% - -2%

Egg 67.4% -1% -3%

Steak 67.0% - -1%

Sausage 66.7% +1% -1%



TOP PROTEINS

% of menu items that 
feature that protein…

Looking at percent of items 
that feature certain proteins 
we see growth for nearly all 
varieties. 

TOP
ranked by total incidence

2015 Incidence
Q2 2025 

Incidence
1-YEAR 

GROWTH
4-YEAR 

GROWTH
10-YEAR 

GROWTH

Chicken 9.9% 10.8% +1% +13% +9%

Seafood 10.4% 9.7% +1% +4% -8%

Beef 7.4% 7.5% +2% +10% -1%

Pork 6.5% 7.2% +1% +11% +10%

Shellfish 6.6% 6.2% +1% +6% -8%

Egg 3.0% 3.7% +4% +17% +21%

Bacon 3.0% 3.7% +1% +11% +21%

Fish 3.9% 3.6% - -1% -11%

Sausage 2.2% 2.5% -1% +10% +12%

Steak 2.4% 2.3% +1% +5% -4%

DATASSENTIAL MENU TRENDS YE Q2 2025, INCIDENCE: % of items that feature [keyword]…



GROWING PROTEINS (EARLY STAGE)

% of restaurants that offer that 
protein…

TRENDING
ranked by 4-year growth

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Plant Based Pepperoni 0.4% -10% +499%

Jalapeno Cheddar Sausage 0.5% +53% +225%

Beef Cheek 0.4% +18% +100%

West Coast Oyster 0.3% - +100%

Beef Bacon 0.4% +40% +91%

Australian Lamb 0.4% +61% +75%

Almond Flour 0.4% +18% +66%

Whole Lobster 0.4% +50% +63%

East Coast Oyster 0.5% +4% +62%

Pork Ribeye 0.3% +33% +60%

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…



GROWING PROTEINS (ESTABLISHED)

% of restaurants that offer that 
protein…

TRENDING
ranked by 4-year growth

PENETRATION
1-YEAR 

GROWTH
4-YEAR 

GROWTH

Pepperoni Cups 1.0% +54% +409%

Charcuterie 1.8% +79% +291%

Burnt Ends 1.1% +10% +50%

Plant Based Chicken 2.0% +9% +35%

Boneless Wing 8.9% +10% +35%

Wagyu 4.8% +9% +33%

Popcorn Chicken 1.3% +12% +33%

Bone In Chicken 1.2% -2% +29%

Caviar 3.6% +18% +28%

Plant Based Sausage 1.9% +1% +26%

DATASSENTIAL MENU TRENDS YE Q2 2025, PENETRATION: % of restaurants that offer [keyword]…
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BURNT ENDS
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Source: NIQ, BASES Quick Question Protein Across The Store Survey, August 2025, n=1,020

In protein, there is a gap and work to be done

Protein Importance

6%
14%

23%

25%

71%
61%

Importance of 

protein in daily diet

Believe they are consuming 

enough protein each day

51© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

High

Mid

Low

Yes

No

Unsure
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Source: NIQ, BASES Quick Question Protein Across The Store Survey, August 2025, n=1,020; 1UCLA Health. (2025, 

September 9). How much protein do you really need? Retrieved from https://www.uclahealth.org/news/article/how-much-

protein-do-you-really-need

Many struggle with daily protein requirements

Grams of Protein the Average Consumer thinks they 

need to consume each day

52© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

5%

17%

19%

15%

10%

4%

3%

27%

>30g

30–49g

50–74g

75–99g

100–124g

125–149g

>150g

I don’t know

Most adults need 55 to 

110 grams per day for 

a person who weighs 

150 pounds.1 

- - - - - - -

Protein needs vary 

depending on age, 

activity level and 

health.1



© 2025 Nielsen Consumer LLC. All Rights Reserved.© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary 53

Source: NIQ, BASES Quick Question Protein Across The Store Survey, August 2025, n=1,020

…but for some, sources are at parityThe jury is out on protein effectiveness…

Cohorts that Perceive Plant-Based and 

Animal-Based Proteins at Parity

Effectiveness of Plant-Based Proteins

Compared to Animal-Based Proteins

136

128

127

124

121

Hispanic

With children / teens

Gen Z

Upper income

Aftican American

As effective

38%

Not as effective

35%

Not sure

27%



© 2025 Nielsen Consumer LLC. All Rights Reserved.© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary 54

Source: NIQ, BASES Quick Question Omnibus Survey, August 2025, n=1,020

Younger consumers crave healthier proteinEggs are the #1 source for protein

Most Frequently Consumed Sources of Protein

65%

64%

59%

54%

50%

46%

40%

Eggs

Dairy

Poultry

Red meat

Fish / seafood

Pork

Vegetables
0

20

40

60

80

100

120

140

160

180

Red

meat

Meat

snacks

Meat

alternatives
(made with veggies)

Microbial Whey

Gen Z Millennial Gen X Boomer

Priority Protein Types
By Generation
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Left Source: NIQ, BASES Quick Question Omnibus Survey, July 2025, n=1,020

Right Source: NIQ, BASES Quick Question Omnibus Survey, August 2025, n=1,020

Protein is top of mind at breakfast

Time of Day When Most Focused on 

Consuming More Protein54% are

actively 
trying 

to have more protein 

at breakfast

34%

22%

21%

1%

16%

Morning

Afternoon

Evening

Late night

No particular

daypart
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Source: NIQ, BASES Quick Question Omnibus Survey, July 2025, n=1,020

Other proteins have a breakfast opportunityIt’s not all about eggs, yogurt, & bacon

Most-Desired Sources of Healthier Protein at BreakfastInterest in Having More Healthy Protein at Breakfast
(Poultry, Seafood, Plant-Based, Fortified Grain, Microbial, etc.)

Very interested

35%

Somewhat interested

32%

Neutral

22%

Not very interested

5%

Not interested at all

6%

32%

27%

25%

21%

13%

10%

9%

6%

Fortified grains

Nuts / seeds

Protein powders

Poultry

Fish

Legumes

Meat alternatives

Microbial
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Seafood 

+0.5pts, +2.2%

-0.9pts, +6.0%

+0.4 pts, +17.4%

Meat

-0.8pts, +1.5%

+0.5pts, +9.0%

+0.0pts, +3.9%

Deli

+0.5pts, +4.5%

+0.2pts, +3.5%

+0.1pts, +7.2%

Bakery

-0.5pts, +2.7%

+0.2pts, +61.8%

+0.0pts, +254.2%

Dry Grocery

-1.0pts, +0.6%

+0.1pts, +4.5%

+0.3pts, +26.6%

Frozen

-0.5pts, +0.4%

+0.6pts, +3.0%

+0.0pts, +0.7%

Pet Care

n/a

Tobacco  

n/a
Floral

n/a

Checkout

General 

Merch  

n/a

Health & 

Beauty

n/a

Household 

Care

n/a

Dairy* 

-0.5pts, +7.9%

+0.3pts, +11.6%

+0.0pts, +18.1%

Produce

n/a

Alcohol

n/a

Baby Care  n/a

Protein growth by department | based on grams per serving tiers 
$ Share of Department change vs YA , $ % change vs YA

Color Key:

1g-10g – Light in Protein

10g-25g – Moderate in Protein

>25g – High in Protein

*Read as: Within Dairy, Products with a 

Protein per serving content of 10g-25g grew $ 

share of Dairy by +0.3pts vs YA, and grew 

+11.6% in $ vs YA

Source: Full View Measure Total Store Syndicated Data, Full View incl Amazon, Costco, Convenience, Military OCONUS | Latest 52 weeks w/e 07/12/25

Protein is expanding rapidly outside of inherently high-protein categories

5757

$1.35B
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Environmental 

Sustainability

58

Sustainability claims
$ % 
CYA

Units 
% CYA Top growing Categories

Sustainability attributes growing in Meat

Source: NIQ Retail Measurement Services, NIQ Product Insight—powered by Label Insight, Total US xAOC ; Meat department, NPI ESG Sustainability stated attributes; $ and Units % change vs year ago; 52 weeks ending September 6, 2025 

Social 

Responsibility

Vegetarian fed +15.3% +20.7%

Fresh Chicken

Fresh Beef

Fresh Bison

Fresh Pork

Processed Breakfast Sausage

Cage Free +17.0% +18.8%
Fresh Chicken

Processed Bacon

Free Range +8.4% +7.1%

Fresh Chicken

Fresh Beef

Fresh Turkey

Fresh Fowl & Exotics

100% Grass Fed +57.1% +46.3%

Fresh Beef

Fresh Lamb

Processed Frankfurter

Processed Dinner Sausage

Certified Humane 

Raised & Handled
+16.3% +15.3%

Fresh Beef

Fresh Pork

Processed Bacon

Fully Cooked Pork

A
n

im
a

l 
W

e
lf
a

re

Ethical +43.8% +20.6% Fresh Beef

Responsibly Sourced +40.3% +37.5% Fresh Beef

Family Farmed +8.3% +9.1%

Fresh Chicken

Fully Cooked Chicken

Fully Cooked Turkey

Sustainability certified +6.9% +2.2% Fresh Beef

Regenerative 

Agriculture
+41.9% +29.0%

Fresh Beef

Processed Dinner Sausage

Sustainability claims
$ % 
CYA

Units 
% CYA Top growing Categories
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Free from Hormones +10.5% +7.3%

Fresh Beef

Fresh Lamb

Ham Smoked Picnics

Free from Antibiotics +12.8% +10.4%

Fresh Chicken

Fresh Beef

Fresh Lamb

Free from Filler +2.9% -1.0% Processed Dinner Sausage

Non-GMO +11.1% +7.4%

Fresh Chicken

Fresh Beef

Fresh Turkey

Sustainability attributes growing in Meat
C

le
a

n
 L

a
b

e
l

Source: NIQ Retail Measurement Services, NIQ Product Insight—powered by Label Insight, Total US xAOC ; Meat department, NPI Clean Label, Organic stated attributes, NIQ Better For ; $, Units % change vs year ago; 52 weeks ending September 6, 2025 

Sustainability claims
$ % 
CYA

Units 
% CYA Top growing Categories

Better For +11.3% +8.5%

Fresh Chicken

Fresh Beef

Fresh Pork

Fully Cooked Beef

Organic +25.5% +24.2%

Fresh Chicken

Fresh Beef

Fresh Lamb

Processed Breakfast Sausage

O
rg

a
n

ic
 /
 B

e
tt

e
r 

F
o

r

Sustainability claims
$ % 
CYA

Units 
% CYA Top growing Categories
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The future is fresh

60

Important to watch 

total food trends

The interconnection between in-home 

and out of home will continue to be 

important to watch as consumer confidence 

shifts this year

Fresh leads in 

consumer priorities

Produce and protein continue to be 

important for consumers and continue to 

offer flavors, attributes (including 

sustainability and wellness), 

and product types

Chris Costagli
Vice President, Thought Leadership

Food & Beverage Insights Lead

Chris.Costagli@NielsenIQ.com

NIQ

Follow me on LinkedIn

Sherry Frey
Vice President, Thought Leadership

Total Wellness Insights lead

Sherry.Frey@NielsenIQ.com

NIQ

Follow me on LinkedIn

Claire Conaghan
Associate Director, Publications

Trendologist

claire.conaghan@datassential.com

Datassential

Follow me on LinkedIn

mailto:Chris.Costagli@NielsenIQ.com
http://www.linkedin.com/in/chriscostagli
mailto:Sherry.Frey@NielsenIQ.com
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mailto:claire.conaghan@datassential.com
https://www.linkedin.com/in/claire-conaghan-1012828/
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Thank you
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