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A FRESH LOOK: 
WELCOME TO

Our world is changing at a breakneck 
pace. Digital technology is changing 
how we live, shop and eat. These 
constant advancements – from how 
we hail a ride to how we watch 
television – have disrupted countless 
industries, while making others 
obsolete. 
 
As technology changes, so do 
consumer expectations. In today’s 
busy world, we look for ways to 
make our lives easier. Our smart 
phones can tell us instantly what’s in 
our refrigerators, what’s on sale at 
the store, and have those groceries 
delivered directly to us. That same 
technology tells us more about 
the food we buy and how it got to 
our plate. With considerably more 
choices on how and what to eat, we 
have better tools than ever to help us 
make informed decisions.
 
The reality for the meat industry 
is that in this age of hyper-
personalization, we’ve lagged other 
food sectors who are better at 
understanding customer needs and 
are innovating to meet them. We 
don’t compete with other proteins 
or the other labels next to us in the 
meat case as much as we compete 
with companies in other sectors who 
provide a best-in-class, customized 
experience consumers now expect.

This has massive implications for 
pork and its portfolio of products. 
Grandma’s pork roast is just that: 
Grandma’s. Today, people are living 
and eating differently, and they 
demand contemporary solutions 
for their eating needs. In the meat 
industry, we’ve always known what 
people buy. But few of us have asked 
why, and for what occasion? What 
defines a meal? Who’s at the table, 
and what was the decision process? 
Was the occasion happy? Hectic? 
Routine? 

To help the pork industry and its 
partners stay on the cutting edge of 
tastes and trends, the National Pork 
Board has invested in a first-ever 
research approach for our industry. 
We have combined 10,000 interviews 
with demographic and spending data 
to provide a comprehensive look at 
how Americans eat. 

We’ve unearthed a wealth of data 
to answer the questions that have 
plagued the meat industry for 
years: who is buying what, where 
and when? We wanted to find out 
not just what people ate, but why? 
What were the needs, behaviors and 
influences of that occasion? And 
most importantly, what can we learn 
from these occasions, and how do 
we adapt as an industry? Harnessing 

this information can help crack the 
code to the ways dining is evolving 
and how that evolution impacts 
purchasing decisions in the grocery 
aisle, at restaurants, on mobile 
devices and more. 

We must not make the mistake of 
downplaying these findings and 
their implications. They represent the 
future of our industry. We will survive 
or die by our ability to adapt to this 
evolving landscape. 

Survival requires innovation and 
repositioning. Together, we will make 
pork more relevant with how people 
are living and eating, today and into 
the future.

In our first area of exploration, 
you’ll find an in-depth look at one 
meal occasion that symbolizes a 
consumer’s life stage, needs and 
behaviors: Dinnertime. 

Following this inaugural report on 
dinnertime, we will release additional 
Insight to Action reports throughout 
2019. In each report, we’ll provide 
insights into the markets, occasions 
and behaviors that shape Americans’ 
dining habits, and then drive action 
to adapt. From Insight to Action, we 
can be the disruptors, guiding the 
future of the industry.  
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Dinner at Home in America

The definition of dinnertime in 
America has evolved over the years 
and in the modern world, the notion 
of a family sitting down every evening 
to eat together might seem as 
antiquated as a rotary phone. 

To identify growth opportunities for 
pork, we must understand the types 
of dinners Americans are having, 
and when and why these meals are 
occurring. 

In this report, we include not just 
who is at the dinner table but, more 
importantly, the unique and varied 
dinner occasions they have, how 
often those dinners occur and the 
top need drivers influencing each 
occasion. 

Altogether, we’ve uncovered nine 
unique dining occasions. On any 
given week, these are the nine 
occasions happening in kitchens, 
dining rooms, and on sofas and 
coffee tables across America. 

The insights within identify the 
growth opportunities for pork — from 
the supermarket, to foodservice, 
restaurants and beyond.  

The industry is at the mercy of 
a shifting landscape. When we 
intimately understand the needs 
and constraints that influence dining 
choices, we have the ability to 
revolutionize in-home dining. 

DINERS % OF 
DINNERS1

KEY 
NEEDS

Familiar 
Family 
Dinners

Quick, 
Healthy 
Adult Meals

Family, 
Flavor, Fun

Elevated 
Fridge 
Surfing

Healthy 
Family 
Favorite

Feeding 
Families in a 
Hurry

Convenient 
Eating for 
One

Solo 
Cravings

Exploring 
New Flavors

3+

1-3

4+

2-3

3+

4+

1

1

4+

10.7%

12.4%

8.7%

11.2%

10.6%

12.6%

8.4%

9.5%

5.6%

Quick prep
On-hand ingredients
Family-friendly flavors

Fast, but healthy
Little prep or planning

Large group dining
Flavorful, indulgent and fun

Tasty, go-to weeknight 
meal

Non-rushed

Healthy
Special occasion, but not 

fancy
Family requested dish

Convenience
Satisfy cravings

Easy
On-hand

Quick prep and clean up

Speed
Minimal effort

Satisfies a craving

New recipe or flavor
Skews healthier

THE 9 dinner Occasions

4

1 These nine occasions account for 89.7% of all dinner occasions. The remaining responses did 
not result in statistically significant segments.
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FAMILIAR 
FAMILY 
DINNERS

It has already been a full day, with 
parents working and kids at school or 
day care, plus after-school activities. 
By 6 p.m., everyone has (usually) filed 
through the door, perhaps drained 
or buzzing with excitement about 
their day, or both. Regardless, they 
are hungry and ready to sit down for 
dinner.

These Familiar Family Dinners must 
meet the needs of a busy family, 
typically on a weeknight, and it 
requires little planning, no written 
recipe and can be prepared quickly 
from ingredients on hand. Such a 
meal relies on familiar flavors and 
go-to foods that everyone around the 
table will eat. Affordability and basic 
health and nutrition concerns also 
drive food choices for these dinners 
because children are usually at the 
table. Protein for this family dinner 
needs to be in the fridge or freezer 
and pair well with other food on hand 
so that it all tastes good but isn’t fancy.

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

11%

• 3+ people
• Children under 

10

• Quick prep
• On-hand 

ingredients
• Family-friendly 

flavors
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What’s for Dinner 

Quick, kid-friendly, affordable meals 
are frequently one-pot meals such as 
casseroles, or always-popular tacos 
and burritos. These meals tend to 
make proteins part of a dish rather 
than the center of the plate. And 
when the protein is at the center of 
the plate, it’s often in a form kids will 
eat — small in portion, loaded with a 
popular flavor or condiment, maybe 
tucked in a bun and next to an easy, 
tasty side.

Ground beef 25%
Boneless chicken breasts 17%

Pork chops 5%
Chicken thighs 4%

Ground beef
Boneless chicken breasts 

Pork chops
Chicken thighs 
Pork sausage 

Precooked chicken

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

To win with this dinner occasion, pork 
products must work as ingredients, 
not just at the center of the plate. 
These dinners could feature pre-
seasoned ground pork for taco night 
or spaghetti night, or sliced pork 
for stir-fry or fajitas. Smaller, faster-
cooking cuts are also an opportunity 
— cuts that make it easy to get dinner 
on the plate in less than 30 minutes.

Because pork is not top-of-mind for 
this occasion, new messaging can 
have an impact: simple cooking 
times (Ready in 7 minutes!) and dish 
recommendations (Great for tacos! 
Stir-fry starts here!).

To make pork an easy option 
requiring little thought, co-
promotions are also an opportunity — 
for example, pork sausage with buns 
and condiments, or taco shells with 
ground pork and seasoning packets.

NEEDS THAT DRIVE 
FAMILIAR FAMILY 

DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Can be prepared quickly without 
much thought, using ingredients 

already on hand
• Family (including kids) will like it

• Fits the family budget
• Reasonably healthy (although 

this is not the main driver)

• Pre-seasoned ground pork 
or sliced pork, ready for use 
in tacos, stir-fry, casseroles, 

spaghetti sauces, etc.
• Portions appropriate for four 
people (not a dozen), including 

children
• Easy cooking methods, with easy 

instructions on the package
• Bun-ready products and 
marketing (better than a hot 

dog!)

• Pork chops: Perceived as easy to 
prepare and affordable, but not 

typically kept on hand
• Pork sausage: Perceived as easy 

to prepare, filling and flavorful
• Ham: Perceived as easy to 

prepare and something families 
like

• Displayed or co-promoted with 
flavors that kids like (Mexican, 

Italian, etc.)
• Signage with dinnertime ideas 

(not just for breakfast!)

THOUGHT STARTERS FOR THIS OCCASION
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Multicultural Flavors on the 
Rise in Families
The demographics and culture of American families continues to become more diverse. According 
to Census Data, Asian Americans are among the fastest growing races in the country1, while 
Hispanics will account for nearly 20 percent of the total U.S. population by 20252.  

As the racial and cultural make-up of American families shift, so, too, do their taste preferences. 
Parents are more likely than non-parents to consider themselves adventurous eaters, 39 percent to 
27 percent, respectively, according to a 2018 Mintel report3. And 36 percent of parents say their 
kids enjoy eating international foods4.

While expanding palettes are already reflected in foodservice offerings, American families continue 
to favor dining at home, indicating opportunities for retailers. The majority of American parents 
(65 percent) say they enjoy cooking and baking at home5, and 48 percent say it’s important that 
children know how to cook and bake6. 

The types of flavors adventurous eaters gravitate toward include sweet, fruity, meaty, cheesy, spicy, 
smoky, salty, nutty and herbal7.

1 Claritas, “The Growth Majority: Understanding the New American Mainstream,” 2018
2 U.S. Census Bureau, “National Population Projections,” 2017
3 Mintel, “Flavor Innovation on the Menu – US,” 2018
4 Mintel, “International Food trends – US,” 2018
5 Mintel Interactive Databook, “Cookware – US,” 2018
6 Mintel, “Cookware – US,” 2018
7 Mintel, “Flavor Innovation on the Menu – US,” 2018

7
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QUICK, 
HEALTHY 
ADULT MEALS

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

12%

• 1-3 people; 1 
person skew

• Skew toward 
women

• $100,000+ 
income

• Quick and 
healthy

• Little prep or 
planning

Open the door, close the door, lock 
the door. Dump the bag, kick off the 
shoes and head to the fridge to see 
what’s going to satisfy the hunger 
that’s been gnawing away for a few 
hours. A Quick Healthy Adult dinner 
occasion is typically experienced by a 
female after a long day at work.

Speed, health and convenience are 
key to Quick Healthy Adult Meals. 
Ideally, ingredients are on hand and 
can be cooked fast and tossed into a 
salad. This occasion also may rely on 
a premade dish in the refrigerator or 
freezer. These dinners are especially 
likely to include fresh proteins, like 
chicken or fish, and are more likely 
than average to have the protein in a 
salad or mixed with veggies.
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What’s for Dinner 

These dinners rely on fresh, light and 
quick-prep options for weeknights. 
Food that’s simple and ready-to-go in 
the fridge is great. Premade proteins, 
such as rotisserie chicken, are OK for 
these occasions, but the dinner has to 
be healthy and on the light side, and 
it may include low-fat deli meats.

Meat for these dinners is sometimes 
certified organic, locally sourced, 
antibiotic-free, hormone-free and 
certified humane. Mexican and Asian 
flavors overindex for these dinners. 

Boneless chicken breast 25%
Rotisserie chicken 8%

Salmon 7%
Ground turkey/burger 7%

Boneless chicken breast
Rotisserie chicken

Salmon
Ground turkey/burger

White fish
Chicken thighs

Tuna
Turkey deli meat
Turkey sausage

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

These dinner occasions involve busy 
adults — especially high-income 
women — who come home from work 
and need to feed themselves, and 
sometimes another diner or two. The 
Quick Healthy Adult Meal is more 
likely to involve meats considered 
healthier or lighter, like chicken and 
fish.

This occasion provides an 
opportunity to promote leaner cuts 
of fresh pork as part of on-hand 
choices. With pork tenderloin, for 
example, we can tout it as ideal for 
more than one Quick, Healthy Adult 
Meal: Cook it all and enjoy on a 
Monday with veggies, and then cut or 
shred the leftovers to add to a salad 
for a healthy, protein-packed meal 
on Wednesday. Other options could 
include smaller tenderloin portions or 
pre-cut medallions. 

Individually wrapped pork chops — 
instead of a bigger pack of multiple 
chops — also give shoppers an easy 
way to visualize their weeknight meal 
and how easy it would be to toss in a 
skillet or in the oven.

NEEDS THAT DRIVE 
QUICK HEALTHY 

ADULT MEALS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Fresh, healthy protein
• Meals that don’t require a 

recipe
• On hand and requiring little 

to no prep

• Smaller portions
• Play up pork tenderloin’s 

nutritional benefits and 
ease as a salad add-in, 

especially if it’s pre-
seasoned or has marinade

• Ease of cooking messaging
• Messaging around 
tenderloin’s versatility: 

cook whole or slice into 
medallions for easy meals 

and instant leftovers

• Pork tenderloin: Perceived 
as flavorful, easy and 

requires little thought to 
prepare, but not perceived 
as healthy as other meats

• Pork chops: Perceived as 
flavorful and fun

• Pairing 
recommendations

THOUGHT STARTERS FOR THIS OCCASION
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How “Healthy” Has Changed 
The concept of healthy eating is nothing new — bodies and brains need fuel, and that comes from 
food. What makes food “healthy,” however, is in a state of flux as consumer preferences change 
based on their knowledge of food — and what brands are trying to sell.

The first version of healthy eating focused primarily on weight management and an emphasis on 
“low”: Low-fat food, low-calorie food, low-carb food. That emphasis has since shifted to wellness, 
with a focus on foods that are dense in nutrients, of high quality and grown/handled ethically.

Consumers have strong ideas about what they consider healthy. According to a report from The 
Hartman Group, more than half of consumers say they’re trying to add the following foods and 
ingredients to their diets: fiber, protein, Vitamin D, whole grains, nuts and seeds, calcium and olive 
oil1. 

1 The Hartman Group, “Rethinking Protein,” 2017
2 Renee Lee, “Meat & poultry trends: America runs on chicken, and beef really is what’s for dinner,” Smart Brief, 

2018
3 NPR/Truven Health Analytics Health Poll, 2012
4 Gallup poll, 2018

WHAT FOODS AND INGREDIENTS ARE VIEWED AS HEALTHY?
% of consumers who say they are trying to add these foods and ingredients

FIBER

PROTEIN

VITAMIN D

WHOLE GRAINS

NUTS & SEEDS

63%

60%

59%

58%

57%

Protein ranks high on that list, and that equates to meat for most consumers; 71 percent of 
consumers describe themselves as meat eaters, according to a SmartBrief report from Datassential2. 
However, 39 percent of people want to reduce their meat intake, 66 percent citing health reasons3. 
Many of these consumers aspire to be “flexitarian” with some meat consumption, but they’re not 
interested in becoming vegetarians, which in 2018 account for just 5 percent of consumers4.

Regardless of whether people eat meat, the current definition of healthy is much more about having 
a positive relationship with food and not seeing it as the enemy. “Diet culture” that focuses on food 
restriction is fading and being replaced by an emphasis on eating good food that offers balance 
and pleasure. The modern idea of healthy is about progress, not perfection.

10
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FAMILY, 
FLAVOR, 
FUN

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

9%

• 4+ people 
(adults and 
children)

• Skew African 
American or 
Hispanic

• Large group 
dining

• Flavorful, 
indulgent and 
fun

Maybe it’s a milestone birthday 
or anniversary, or out-of-town 
relatives are visiting. Any of these 
are perfect opportunities to get 
everyone together on the weekend 
for a celebratory dinner emphasizing 
Family, Flavor and Fun. Aunts and 
uncles, cousins or other extended 
family members who may gather 
just a few times a year will be there. 
Lots of smiles and catching up lies 
ahead, and the goal is to serve plenty 
of good food, perhaps with a new 
recipe, to mark the occasion and 
make everyone happy.

These dinners give fresh pork, 
especially larger cuts, a chance 
to shine as the focus is on crowd-
pleasing meals. Steak, ribs and 
whole-muscle meats take the 
spotlight, and they skew toward 
barbecue. A family member’s request 
is more likely to inspire this occasion 
than others, with an overindex toward 
those requests coming from kids, 
especially those ages 16-20.
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What’s for Dinner 

What sounds delicious? That’s the 
question likely to drive these dinners. 
They are not rushed and allow plenty 
of time to plan and prepare, with 
meat often on the grill or in a crock 
pot. The majority of these dinners use 
a recipe, frequently a new one. 

More than anything else, these 
occasions are driven by flavor and 
indulgence. In this type of dinner 
situation, consumers feel particularly 
motivated by indulging, satisfying a 
craving and wanting to eat something 
fun. BBQ and American-style flavors 
dominate and having leftovers after 
the meal are the norm.

Steak 24%
Ground beef 8%

Shrimp 7%
Chicken breast 6%

Steak
Shrimp

Beef roast/brisket
Pork ribs

Pork tenderloin
Whole turkey

Pork roast
Ham

Bacon

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

Fresh pork is a strong contender 
and performer for Family, Flavor, 
Fun Dinner occasions. Rivals for the 
spotlight at such meals include beef 
roasts, beef brisket and steak.

Elevating the stature of pork cuts can 
help play up their indulgence factor, 
better competing with steak, brisket 
and shrimp. On-package messaging 
around the cut and grade can elevate 
pork cuts. 

Recipes on-package and at retail 
can showcase how to make pork 
the flavorful star of large, family 
dinners. Additionally, messaging 
around proper cooking methods 
and temperature education can help 
increase usage and satisfaction.

NEEDS THAT DRIVE 
FAMILY, FLAVOR, 

FUN DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Satisfy cravings and please 
the crowd

• Flavors feel indulgent and 
filling 

• Strong enough to stand on 
its own as the main portion 

of the meal

• Focus on elevated cuts
• Pre-made ribs ready to heat 

and eat
• On-package recipes for 

main meal and leftovers
• Casing-less pork products 

for easy protein add-ins

• Pork ribs: Perceived as 
flavorful and fun

• Pork chops: Perceived as 
hearty and filling

• Ham: Perceived as hearty 
and filling

• Pork sausage: Perceived as 
flavorful and indulgent

• Messaging around 
adaptability for fun, 

new recipes
• Showcase that it’s easy 

to satisfy the family with 
one good cut

• At-retail recipes 
for main meal and 

leftovers

THOUGHT STARTERS FOR THIS OCCASION
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Hispanic Habits for Special 
Occasion Dinners 
Whether it’s for a holiday, a family birthday or another celebration, Hispanic families are more likely 
than other ethnic groups to prepare pork for a special occasion dinner, especially when they are 
together with friends and family. 

The types of dishes made with pork in Hispanic households usually do not center on pork as 
the main course or by itself. Rather, 71 percent of the time, Hispanic families serve pork in or on 
something as part of dinner, and the flavor preference skews toward Mexican. 

Pork chops are the most popular among Hispanic families, followed by pork ribs. Hispanic at-home 
diners show a greater affinity than non-Hispanic families for pork sausage, pepperoni and pork 
ribs. This affinity and usage increase during grilling season — Hispanics and African Americans are 
more likely to consume pork chops and ribs during grilling season than any other demographic, 
according to a Nielsen study*. 

Regardless of whether it’s a celebration with extended family or everyday eating with the 
immediate family, Hispanic dinners usually include children, and children overindex for influencing 
what’s for dinner, so focusing on fun and flavorful food is key for these occasions. 

The most common destination for pork purchases is a grocery store, but Hispanic buyers skew 
toward pork purchases at meat specialty stores.

The dominant reason (64 percent) for a pork purchase among Hispanic shoppers is because it is 
a staple food, or they didn’t have it on hand. However, displays and samples are more likely than 
average to influence Hispanic shoppers.
 
Offering family barbecue and picnic ideas in stores, whether on packages or at display cases, could 
improve the likelihood of more fresh pork purchases. A focus on how to feed a big crowd for the 
holidays or a special occasion could drive more pork purchases.

49%

9%

3%

6%

20%

NON-HISPANICWHERE PURCHASED

Grocery

Club store

Meat specialty store

Restaurant/cafeteria

Mass merchandiser

40%

12%

7%

6%

18%

HISPANIC

13

* Nielsen Homescan TSV Panel – 5/21/17-9/9/17 vs 9/11/16-5/20/17
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Case Study: 
An Easy, 
Grab ‘n’ Go 
Slab

Convenience stores scream coffee and 
gasoline, but a slab of ribs? Well, that’s 
unexpected, but that’s exactly what Country 
Fair Inc. and the National Pork Board did to the 
surprise and delight of C-store shoppers in the 
summer of 2018, who ate up the promotion 
and drove up sales.

Country Fair bought 3,700 slabs (full and half) 
of Curly’s heat-and-eat smoked, seasoned, 
bone-in pork ribs to sell from their chilled 
cases. Full slabs sold for $11.99 and half slabs 
were $5.99. Country Fair is a Pennsylvania-
based chain of about 70 convenience stores 
operating in northwestern and north central 
Pennsylvania, western New York and eastern 
Ohio.

Stores featured full-color pole signs, measuring 
30 by 45 inches, along with door and 
window clings, shelf signs and pole wraps, all 
featuring enlarged images of juicy ribs with an 
Americana color palette, and a red, white and 
blue pig symbol. The displays were visible to 
customers as they drove up to the stores.

Country Fair experienced a 35 percent sales 
increase compared with its previous point-of-
purchase promotion. After the success of the 
ready-to-eat ribs, Country Fair is considering 
a limited-time offer of pulled pork in the first 
quarter of 2019.
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ELEVATED 
FRIDGE 
SURFING

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

11%

• 2-3 people
• Income under 

$60,000
• Skew toward 

baby boomers 
and women

• Tasty, go-to 
weeknight meal

• Non-rushed

After a round of golf or an afternoon 
book club, it’s time to plan dinner. 
Knowing there’s always something 
tasty in the fridge, Elevated Fridge 
Surfing is far from frantic and not met 
with a blank stare. 

This dinner occasion is more likely 
to involve older Americans, perhaps 
retirees, and these dinners aim 
to fulfill a craving. No special trip 
to the store is required for such 
dinners – they are created from 
what’s on hand, using familiar recipes 
and preparations. Yet unlike other 
occasions, these dinners have ample 
time for preparation. Elevated Fridge 
Surfing leans toward larger cuts, and 
this can translate into more readily 
available options, such as a pork 
roast one night and a hearty stew the 
next evening, using the remainder. 
American flavors account for 52 
percent of flavor preferences, and 
also overindex on Mexican flavors.
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What’s for Dinner 

Dinners that fall into Elevated Fridge 
Surfing are more easily defined by 
what they are not: they are not driven 
by convenience, health or trying 
something new. What matters most is 
that the main course is there, ready to 
be cooked, typically without a recipe.

Fresh pork usage for these occasions 
is solid, even for larger cuts, and 
these dinners tend to evoke a “not 
another chicken breast!” reaction 
among those eating them. Protein 
choices are heavier on steak and 
other beef cuts, and fresh pork. Pork 
usage is evenly divided between 
being served as a main dish/by itself 
or mixed with or in something, such 
as on a sandwich/bun, pasta/rice, 
taco/burrito, with vegetables or in 
soup.

Ground beef/hamburger 21%
Steak 13%

Chicken breast 13%
Pork chops 5%

Ground beef/hamburger
Steak

Pork chops 
Bacon

Beef roast/brisket
Chicken thighs

Pork roast
Pork ribs

Pork tenderloin
Pork sausage

Whole turkey/breast

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

Fresh pork is often on hand for 
the Elevated Fridge Surfing dinner 
occasion. This occasion occurs in 
a more relaxed setting and is not 
driven by much of a need beyond 
being something flavorful and easy 
to cook. 

The grab-and-cook it approach 
for these dinners provides an 
opportunity to speak to shoppers at 
the store with displays or on-package 
stickers that remind them of the 
ease of cooking pork cuts (Ready for 
tonight!) and their affordability.

NEEDS THAT DRIVE 
FRIDGE SURFING 

ELEVATED DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• On hand but without 
convenience as the top priority

• Fun to eat
• Requires little thought

• Messaging that larger cuts translate into 
leftovers

• Messaging that smaller cuts are fast for 
weeknight dinners 

• Smaller cuts ideal for a two-person 
dinner

• Fajita and stir-fry ready slices
• Multipacks of ribs — one for now, one to 

freeze for the next rib craving
• Bun-ready products and marketing 

(better than a hot dog!) 
• Casing-free products for spaghetti sauces 

and tacos (pre-seasoned ground pork)

• Pork chops: Already strong for 
being on hand

• Pork ribs: Sees higher-than-
average usage at this occasion

• Pork sausage: Perceived as easy 
to make and something everyone 

would like

• In-store reminders that dinner 
is easy with fresh pork

• Seasoning suggestions to 
minimize decision-making

• Signage with dinnertime ideas 
for pork sausage (not just for 

breakfast!)

THOUGHT STARTERS FOR THIS OCCASION
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Driving On-hand Demand 
In the battle to find a regular “on-hand” place in consumer’s refrigerators or freezers, fresh pork finishes 
behind fresh beef and fresh chicken because it’s not part of the shopper’s routine. Getting pork into those 
routine, on-hand occasions is important not just for the pork industry, but for retailers, too: pork shoppers 
spend more in store and make more trips to the store per year than both beef shoppers and chicken 
shoppers.

PORK SHOPPERS ARE BIG SPENDERS
Pork shoppers are worth $335 more per year than beef shoppers, and $424 more than chicken shoppers. Pork shoppers also make 
more trips to the store per year than beef and chicken shoppers. 

$1,663 (21 trips)
Looking at consumers who purchased pork at retail: How many retail trips did they make last year 
that had pork in their basket (regardless of what else was also included)? What was the total value 
of those baskets?

$1,328 (16 trips)What if we do the same analysis for beef?

$1,239 (15 trips)Or for chicken?

To increase baskets and pork demand, getting pork on hand is crucial: 62 percent of in-home dinner 
occasions when fresh meat was served used it because it was on hand, either in the fridge or freezer. 

To get fresh pork within easy reach at home, the industry must:
• Make it simple: Fresh pork has to be an easy, go-to choice, especially when it comes to planning and 

prep.
• Make it versatile: Fresh pork must fit well into a variety of meals and flavors and earn approval from all 

family members at the table. 
• Promote its health benefits: Fresh pork’s high levels of protein and other health benefits needs to be 

clear and top of mind.

Pork chops are the strongest cut, but they also account for the biggest gap between loyal and light 
buyers of fresh pork. Millennial consumers drive that gap, underindexing in chops especially, but also 
in tenderloin, roast and ribs. Growth potential lies in ground pork and pork bellies, which skew toward 
millennials.

The idea that fresh pork is difficult to cook acts as the leading barrier to it being on hand, followed closely 
by shoppers’ beliefs that it has high fat content and contributes to high cholesterol.

Fresh pork does not own the hearts, stomachs and wallets of meat consumers, but there are some 
potential ways for packers and retailers to improve fresh pork’s standing and increase its likelihood of 
being kept on hand.

Packaging or in-store signage, for example, can emphasize how pork tastes great for everyone in a 
household and is adaptable to whatever craving a family might have, such as Mexican, Italian, barbecue or 
other flavors. Simple, easy-to-follow cooking instructions on packaging, which could include more single-
serve options, offer an easy, in-the-moment answer to the “what’s for dinner?” question. Touting high 
protein levels in bigger or bolder print on brand labels or at display cases can highlight pork as a better-
for-you choice to have on hand than beef and other meats.

17
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HEALTHY 
FAMILY 
FAVORITE

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

11%

• 4+ people
• Suburban or 

rural areas
• Children, 

including 
teenagers

• Healthy
• Special occasion, 

but not fancy
• Family requested 

dish

Everyone’s been busy with sports or 
recitals or after-work functions, but 
there’s one night when everyone’s 
schedules align, and they’ll be home 
at dinnertime — so it’s time to make 
it count. This meal centers on being 
homey and comforting, yet healthy. 
It can also be a chance to make the 
recipe that the kids seem open to 
trying.

The Healthy Family Favorite dinner 
occasion needs to be reliable but 
not stodgy. While these meals lean 
toward the hearty side, they’re also 
fresh and healthy. Protein choices 
run the gamut, with chicken breasts 
a solid No. 1, and fish, ground turkey 
and fresh pork also in the mix.
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What’s for Dinner 

A great report card, a sports victory 
or some other notable event serves 
as great prompt for a Healthy Family 
Favorite dinner. These occasions 
get planned and involve some 
consideration. Sometimes they’re 
prepared at a family member’s 
request and with that low-key 
celebration or special occasion in 
mind. Healthy options are desired, 
but so is having a fun dinner 
experience.

Meat acts as the main course half the 
time (52 percent), and the preparer 
often uses a recipe, typically a go-to 
choice or one that has been tried 
before. These dinners overwhelmingly 
fall into the “plenty of time—not 
rushed” category and are prepared 
in the oven or on the stovetop in 
most cases. When protein is mixed 
with other foods, it skews toward 
casseroles and soups or stews.

Chicken breast 26%
Ground beef/hamburger 12%

Ham (whole, half, steak) 7%
Salmon 5%

Pork chops 5%

Chicken breast
Ham

Salmon
Pork chops
White fish

Ground turkey/burger
Chicken thighs

Beef roast
Pork roast

Whole turkey/breast

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

Fresh pork could be a more frequent 
option for the Healthy Family Favorite 
dinner occasion, but the challenge is 
to present fresh pork as a healthier 
option and separate it from the 
negative health associations of red 
meat.

Calling out leaner cuts at the store 
could enhance the likelihood of fresh 
pork making it into refrigerators to 
be on hand when the family needs a 
healthy, hearty meal. Highlighting the 
versatility of fresh pork, whether as a 
main dish, a mix-in for a casserole or 
stew, or to complement healthy side 
dishes, could also increase usage.

NEEDS THAT DRIVE 
HEALTHY FAMILY 

FAVORITE DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Everyone likes it
• Healthy and hearty

• Fun and a nice way to 
celebrate a birthday, 

game win or other special 
occasion

• On-package callouts about 
leaner cuts and nutritional 

benefits

• Pork tenderloin: 
Occasionally requested, but 

not perceived as healthy 
currently.

• Pork chops: Not currently 
perceived as healthy

*Currently no pork cuts are ideally 
meeting the needs

• Offer recipes for main 
dishes and add-ins 

with healthy sides and 
companion ingredients 

• In-store callouts about 
leaner cuts and nutritional 

benefits
• Tout ability to try something 

besides chicken

THOUGHT STARTERS FOR THIS OCCASION
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Case Study: 
In-store 
Promos Focus 
on Answering 
Common 
Questions

The National Pork Board, working with a 
regional grocery chain, wanted to give 
shoppers a quick pork chop cooking lesson 
via in-store videos to showcase the ease 
of cooking pork and to drive repeat pork 
purchases. The idea was that providing more 
education around proper pork chop prep can 
increase pork chop sales. And the results show 
it’s working. 

The 40-second videos, created in collaboration 
with the chain’s parent company and funding 
from the Pork Checkoff, highlight the proper 
end-point cooking temperature when baking 
pork chops.

The video was featured in 1,028 stores, 
running about 33,000 times at each store 
for a grand total of more than 34 million 
potential viewing opportunities across the 
chain’s banner. In addition to the video, the 
retailer presented a five-second video about 
pork cooking temperature to shoppers who 
scanned their loyalty card at kiosks in stores. 
The video played on the kiosk screen as the 
recipe for baked pork chops printed.  

In the first eight weeks of the video promotion, 
which began in late summer, pork chop sales 
jumped 10 percent, purchase frequency 
increased 186 percent and total fresh pork 
sales increased 6 percent. 

20
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FEEDING 
FAMILIES 
IN A HURRY

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

13%

• 4 people
• Skew Gen X and 

Baby Boomers
• $100,000+ 

household 
income

• Convenience
• Satisfy cravings

Homework, housework, carpool and 
other duties stretch from now until 
bedtime, and — oh yeah — dinner has 
to squeeze in somewhere. A dinner 
designed for Feeding Families in a 
Hurry not only has to make it to the 
table fast for hungry adults and kids; 
let’s keep it casual and easy to clean 
up too.

It’s key to find an easy, satisfying 
choice for all family members for 
this occasion. Rarely is food on hand 
for these dinners, and health is not 
a ranking concern. To meet protein 
needs, these dinners are rooted in 
ground beef, processed meats or 
rotisserie chicken — in other words, 
they’re fast. 
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What’s for Dinner 

On days when everyone is in a rush 
and a family requires a tasty favorite, 
takeout often is the top option. 
Whether it’s pizza, tacos or another 
fast choice, these dinner occasions 
require little thought, are budget-
friendly, yet feel like an indulgence.

A recipe is not used more than 
half the time (57 percent) for these 
dinners. Meat that’s ready to eat 
overindexes, as does meat that’s 
packaged as a full meal or that’s 
pre-seasoned, marinated, breaded or 
in sauce. Italian flavors skew slightly 
higher than the average respondent, 
followed by American.

Ground beef/hamburger 22%
Pepperoni (likely on a pizza) 15%

Chicken breast 10%
Rotisserie chicken 7%

Ground beef/hamburger
Pepperoni

Rotisserie chicken 
Ham

Pork sausage
Beef deli meat

Fully cooked fish
Pork ribs

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

Processed meat cuts rank as clear 
front-runners for Feeding Families in 
a Hurry dinner occasions. Pizza, tacos, 
hamburgers, rotisserie chicken and 
precooked meats take larger-than-
average roles for these dinners.

Fresh pork usage is moderate, 
broadly, for these dinners, but 
opportunity lies in maintaining and 
boosting the ease and convenience 
of prepared pork for times when 
families have a lot of other things to 
do. Other potential opportunities to 
encourage fresh pork usage include 
smaller, faster-cooking pre-seasoned 
cuts that can be simply popped 
into the oven or a pan and ready in 
minutes. PACKAGING 

OPPORTUNITIES

NEEDS THAT DRIVE 
FEEDING FAMILIES 

IN A HURRY DINNERS

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Convenience
• Indulgent, flavorful option

• Please everyone in the 
family

• Easy-to-reheat, precooked, 
family-size entrees like 

ribs, ham, pulled pork and 
carnitas

• Pre-seasoned ground pork 
for tacos, burritos, nachos 

• Pre-seasoned strips for tacos
• Precooked non-breakfast 

pork sausage

• Ham: Perceived as a family-
pleasing, quick and easy to 

clean up
• Pork sausage: Perceived as 

quick, easy and simple to 
make, but not perceived as 

easy for clean-up. 
• Pork tenderloin: Perceived 

as flavorful and family-
pleasing option, but not 

perceived as quick or easy. 

• Ready-to-eat, to-go options, 
such as pulled pork, ribs, 
carnitas and pork roasts

• Messaging at retail around 
shaking up pizza night (Tired 

of pizza? Try pulled pork 
sandwiches instead. Just heat 

and eat!)

THOUGHT STARTERS FOR THIS OCCASION



23

The Changing Face of Takeout 
For people looking to feed themselves or their families in a hurry, it’s increasingly easy to order food 
online and opt for the convenience of pickup or fast delivery. Among U.S. adults, 31 percent say 
they order takeout or delivery from a restaurant at least once a week according to a 2018 study by 
Gallup1. 

Digital technology, especially mobile technology, has reshaped how we shop for food and eat. And 
these technologies are expected to keep the online food delivery segment growing — revenue was 
expected to grow 8 percent year-over-year in 2018, and the number of users was expected to top 
78 million, up 5.3 percent compared with 2017, according to Statista2.

Third-party apps, such as GrubHub, and delivery platforms, such as UberEats, are driving much of 
this growth. Consumers are drawn to these online platforms because they provide a personalized 
ordering experience and speedy delivery. 

To adapt to this growing market, both restaurants and retailers have started to change their online 
options. Many restaurants, for example, now offer different menus for in-restaurant diners and take 
out. Between 2013 and 2018, the number of appetizers and entrees on online menus decreased, 
while add-ons like adult beverages and kids’ menu items have increased, according to 2018 
Technomic report3.

Grocery stores are adding refrigerated, freezer and hot shelf space to accommodate and grow 
demand for ready-to-eat food. Meanwhile, retailers have seen a large upswing in grocery app 
usage. According to eMarketer, 18 million U.S. adults were projected to use a grocery app at least 
monthly in 2018, up 49.6 percent year-over-year4. Through these apps and the increase in ready-to-
eat foods at retail, grocery stores can respond to the busy family’s on-demand needs with the same 
speed and convenience as restaurants.

1 Gallup, “Consumption Habits” poll, 2018
2 Statista, “Online Food Delivery,” 2018
3 Technomic’s MenuMonitor, 2013, 2018
4 eMarketer app usage forecast, 2018
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CONVENIENT 
EATING 
FOR ONE

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

8%

• Solo diner
• Single 

household with 
no children

• Income under 
$60,000

• Skews toward 
Millennials

• Convenience
• On hand
• Quick prep and 

clean up

Movie? Click. Ride home? Tap. 
Dinner? Hmm. A Convenient Eating 
for One dinner is similar to that of 
a video streaming service or ride-
sharing app: it’s all about being ready 
on-demand and requiring minimal 
steps. Regardless if it’s after work or 
on the weekend, easy-to-prepare 
food that can be ready in minutes 
drives decisions about this occasion.

Processed meats dominate as the 
protein for such meals, which skew 
toward a sandwich or a frozen pizza. 
Two out of three times, meat will be 
mixed into other ingredients and not 
featured as the main dish.
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What’s for Dinner 

Dinnertime is all about the on-hand 
choices in the refrigerator or freezer 
and what can be ready fast. This 
dinner occasion involves people 
who say they eat the same foods 
repeatedly, and more than two-thirds 
say they do not use a recipe.

A Convenient Eating for One 
occasion requires no prep and easy 
clean-up because those engaging 
in them are tired and stressed out. 
Healthy and better-for-you options 
don’t register as high priorities 
during these dinners because they 
are centered on speed and ease.

Pepperoni 10%
Pork deli meat 9%

Hamburger 7%
Boneless chicken breasts 7%

Pepperoni
Pork deli meat

Hamburger
Turkey deli meat

Precooked chicken
Beef deli meat
Precooked fish

Beef brisket
Turkey burger

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

Processed pork wins dinnertime 
for Convenient Eating for One 
dinner occasions. We can expand 
our presence with more precooked 
and frozen pork items in store aisles 
and getting more types of pork on 
menus at quick-serve and fast-casual 
restaurants that also offer takeout and 
delivery.

To encourage fresh pork usage, 
smaller, faster-cooking pre-seasoned 
cuts can increase usage, as well 
as messaging around pork’s quick 
cooking time and temperature 
guidance.  

Other appliances, such as a slow 
cooker or pressure cooker, overindex 
as prep equipment for this dinner 
occasion, which means we could 
highlight on packages and via 
displays how pork chops or a small 
roast can be ready in the crock pot 
when you walk in the door after a day 
at work, or ready in just a few minutes 
in an Instant Pot.

NEEDS THAT DRIVE 
CONVENIENT 

EATING FOR ONE 
DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• On hand, ready fast
• Processed is a priority

• Easy to make and eat while 
involved in another activity 
(working on their laptop or 

watching a show)

• Increase frozen options of 
precooked pork

• Single-serve, ready-to-heat 
options

• Smaller, faster-cooking cuts
• Messaging around pork’s 

quick cooking time and 
proper prep

• Pork chops: Perceived 
as easy to clean up and 
budget friendly, but not 

considered a go-to choice 
or easy to prepare

• Pork sausage: Perceived as 
quick and fun to eat, but not 
considered a go-to choice

• Focus on ease
• Promote recipes for 

fast-cooking options 
(e.g., Instant Pot) or 

cook while away (slow 
cooker)

THOUGHT STARTERS FOR THIS OCCASION
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Winning with Millennials 
Millennials perceive and purchase pork differently than the generations that came before them. 
They often view meat, including pork, as unhealthy and complicated to prepare. As a result, their 
primary pork consumption occurs while eating out or during holidays. 

More popular among millennials than other age groups are pepperoni, charcuterie and pulled pork. 
In terms of fresh pork, pork bellies are the standout option, and millennials will spend, on average, 
$6 more per year than baby boomers spend on this cut. Adding messaging to pork belly packaging 
that educates millennials on how to prepare and use fresh pork, including proper temperatures, can 
help them become more comfortable with cooking pork and persuade them to try other cuts.
 
Life stage and ethnicity play important roles in how millennials consume pork. Millennial Asians and 
Hispanics spend more of their grocery budget on pork products than other millennials, particularly 
fresh pork — Asians spend double what others do. 

Millennials with kids buy more pork (both fresh and processed) than those without. Packaging 
or promotional material that stresses how pork is easy-to-prepare and fits into a family routine 
is key to attracting and retaining millennials as they become parents. Lower-income, rural males 
overindex on in-home pork consumption, especially on less popular pork cuts like bellies, offal and 
steak. Reinforcing pork as a budget-friendly option for young, growing families and lower-income 
individuals can help retain these customers — 27 percent of millennials consider pork, especially 
pork chops, a budget-friendly option, which is a higher share than among other age groups.
 
In the kitchen, millennials stand out for their use of marinades and sauces instead of seasoning for 
prep. They cook pork on the stovetop more often than in the oven, and they are attracted to Asian 
and Mexican flavors. In line with their perception of meat as a complicated food, millennials don’t 
feel confident while cooking; however, they do feel excited. Helping millennials learn how pork 
chops can be an easy-to-cook option can help them conquer this cut and explore other cuts and 
preparations.
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SOLO 
CRAVINGS

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

10%

• Solo diner
• Male
• Income under 

$60,000
• Skews Millennial 

or Gen X
• Urban area

• Speed
• Minimal effort
• Satisfies a 

craving

The movie or video-game group 
chat ends, a stomach growls. For 
this dinner occasion, a peek in the 
fridge might answer the question of 
what this meal – typically enjoyed by 
millennial man, home alone — will be. 
Takeout also is a very likely solution to 
the Solo Cravings dinner occasion. 

Protein choices for these impulsive 
occasions tend to be processed 
meats like hamburger patties or deli 
meats. The meat can be combined 
with or in something, such as a 
sandwich, on a pizza or with pasta 
or rice. Processed pork is a far 
better fit than fresh pork for such 
dinners, which are perceived as fun, 
affordable and fast.
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What’s for Dinner 

Favorite meats in this category act 
as an immediate fix to hunger and 
are ready to eat right away. These 
occasions tend to fulfill a need to 
satisfy a tired, starving, “hangry” or 
bored feeling.

Speed and simplicity rule the choices 
here with little regard for prep, health 
or nutritional value. A Solo Cravings 
dinner is pretty self-indulgent 
because there’s just one person 
involved, so those engaging in these 
occasions are going to eat what they 
want, when they want, as much as 
they want and wherever they want. 
These dinners thrive on immediacy 
and are heavy on satisfying flavor 
desires and convenience.

Hamburger 13%
Pepperoni (likely on a pizza) 12%

Chicken breast 10%
Shrimp 7%

Hamburger
Pepperoni

Shrimp
Chicken wings/drumsticks 

Pork deli meat
Bacon

Pork sausage
Turkey deli meat

Chicken deli meat

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

The Solo Cravings dinner 
overindexes on ground beef, so it’s 
key to show during this occasion 
that pork is an easier alternative 
that tastes better than the other fast 
choices. We can highlight pork’s 
versatility in various forms, from 
burritos to BBQ sandwiches, and 
affordability.

Processed pork grabs more than its 
fair share for this occasion, which 
means there is opportunity to 
emphasize it as the go-to choice. 
Displaying grab-and-go pork options 
at the front of the refrigerated or 
frozen meals sections and featuring 
pork in the hot prepared food section 
could improve our position with 
the male, single and lower-income 
shoppers who go to the grocery 
store to satisfy their taste buds and 
stomachs. Right. Now. 

NEEDS THAT DRIVE 
SOLO CRAVINGS 

DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Easy to grab and eat
• Budget-friendly

• Eat exactly what I want, at 
this moment

• Heat-and-eat ribs
• Smaller, faster-cooking cuts 

or ground pork for tacos 
and stir-fry

• Ribs: Perceived as 
something fun to eat and 

an indulgence, but not 
perceived as budget-

friendly
• Pork chop: Perceived as 

budget-friendly, but not 
seen as an indulgence

• Ready-to-eat meals for 
takeout, such as pulled 
pork, ribs and carnitas

• Highlight grab-and-go 
options in refrigerated 

or frozen sections

THOUGHT STARTERS FOR THIS OCCASION
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Solid Growth in Solo Living 
People in the United States increasingly live alone, and that affects how we market food to them. 
The number of single-person households in the United States in 2018 is 35.7 million, accounting 
for 28 percent of all households, according to the U.S. Census Bureau. In 1960, just 13 percent were 
single-person households1.

The single-person household number grew nearly half a million from the 2017 total of 35.2 million 
households, Census data shows2. Percentages of such households vary by state, with Washington, 
D.C., having the highest at 45.2 percent and Utah the lowest at 19.6 percent3.

What the Census Bureau classifies as nonfamily households, which are not necessarily single 
households, hit a new high in 2018, at 44.5 million, or nearly 35 percent of the total 127.6 million 
total households in the U.S. The number of nonfamily households has grown steadily, with a few of 
minor dips here and there, since 19404.

For all the growth in solo and nonfamily households, it’s important to note that more than half (54 
percent) of young adults ages 18 to 24 live in their parental home. That percentage drops to 16 
percent for young adults ages 25 to 34, according to Census data5. 

29

1 U.S. Census Bureau, “Families and Living Arrangements Tables,” 2018
2 Ibid
3 Ibid
4 Ibid
5 Ibid
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EXPLORING 
NEW 
FLAVORS

SNAPSHOT

PERCENT OF 
ALL DINNER 
OCCASIONS

DINERS

DINNER NEEDS

6%

• 4 people
• Children under 

10
• Skews male
• Skews Hispanic

• New recipe or 
flavor

• Skews healthier

Nobody wants to hear “not that 
again!” at dinnertime. It’s time to 
break out of the routine, Exploring 
New Flavors. This occasion is likely 
to please everyone at the table, 
be chock full of flavor yet not be 
extravagant. Lighter, healthier fare 
overindexes for this occasion, which 
almost one-third of the time occurs 
on the weekend and often features a 
new recipe. 

The oven and stovetop are used 
to cook most of these dinners, but 
other appliances, such as grills and 
slow cookers are commonly used. 
American and Mexican flavors are 
the most popular for proteins in this 
dinner occasion, but flavors also skew 
Asian.
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What’s for Dinner 

A dinner Exploring New Flavors 
tends to feature lean, fresh meats that 
work as center-of-the-plate entrees, 
prepared with plenty of time to 
dedicate to the meal. A recipe is used 
in the majority of cases (61 percent). 
The desire for flavor and indulgence 
drive decisions for this dinner 
occasion, while health also comes 
into play.

But just because impulse may drive 
choices and purchases for such 
a dinner doesn’t mean it’s pricey. 
Affordability matters for this occasion, 
and it typically involves four or more 
people.

Steak 9%
Ground beef 8%

Salmon 6%
Shrimp 6%

Chicken wings/drumsticks 6%

Salmon
Shrimp

Chicken wings/drumsticks
Ham

Precooked chicken
Ground turkey/burger

Bacon
Pork sausage

Bone-in chicken breasts
Pork tenderloin

Pork ribs
Turkey sausage

MOST FREQUENT PROTEIN CHOICES

PROTEINS THAT OVERINDEX FOR THIS OCCASION 
COMPARED TO ALL DINNER OCCASIONS

Ideas for Innovation 

Getting fresh pork more into the mix 
for this occasion involves highlighting 
versatility, new flavors, and ease and 
affordability, especially as compared 
with more expensive seafood 
proteins. 

Prep for these dinners is not rushed 
and the occasions tend to focus on 
trying a new recipe, so messaging 
at in-store displays or on packaging 
can offer fresh pork recipes as a way 
to liven up a gathering of friends 
or delight the family’s taste buds 
with something unexpected. Such 
an approach also plays into the 
impulsive nature of these dinner 
decisions.

NEEDS THAT DRIVE 
ELEVATED REGULAR 

DINNERS

PACKAGING 
OPPORTUNITIES

BEST PORK CUTS TO 
MEET THESE NEEDS

RETAIL 
OPPORTUNITIES

• Try a new recipe
• Budget-friendly

• Felt like indulging
• Wanted a lighter meal

• Pre-seasoned cuts that feature 
bold flavor combinations/

seasoning 
• On-package messaging around 
multicultural recipes and versatility
• On-package messaging about 

health benefits

• Ribs: Perceived as an 
indulgence, but not seen as 

a new recipe
• Pork chops: Perceived a 

lighter meal, but not seen 
as a new recipe or an 

indulgence
*Currently no pork cuts are ideally 

meeting the needs

• In-store recipes 
featuring ribs and pork 
chops in multicultural 

recipes

THOUGHT STARTERS FOR THIS OCCASION



32

Case Study: 
Highlighting 
New Pork 
Flavors

Working with the National Pork Board, 
Albertsons Cos. highlighted its Open Nature 
pork tenderloin in-store and through a 
Facebook Live video with its dietitians to make 
a one-pot pineapple pork fried rice recipe. 
The post linked to a feature on the company’s 
websites on fast and fool-proof pork recipes, 
while in-store shoppers were given a physical 
copy of the recipe.

The in-store messaging, video and website 
featured pork’s versatility and health benefits, 
especially pork tenderloin’s extremely lean 
but moist attributes, and informed consumers 
that it is also certified by the American Heart 
Association.

The video saw high reach, engagement and 
link clicks. In-store, the campaign supported 
an increase in Open Nature pork tenderloin 
sales during the promotion without the use of 
couponing.
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LOOKING AHEAD: GROWING 
HISPANIC OPPORTUNITY

Over the last two decades, no racial or ethnic group has had 
a greater impact on the demographics of the United States 
than Hispanics. Latinos are the largest multicultural segment in 
the U.S. at 19.6 percent1 and have seen 83 percent population 
growth since 20002. The Asian and Pacific Islander segment 
grew 78 percent, followed by the Black/African American 
population growth of 19 percent3.

By 2024, the Hispanic population in the U.S. will surpass 72 
million4.

What does this mean for brands? Opportunity.

Virtually all of the population growth in this country today and 
tomorrow will come from multicultural segments. 

Values and Attitudes 

When we look at the Hispanic population 
as a whole, we see key differentiators.
In Hispanic culture, even more so than 
others, food is love and love is connected 
to tradition. Our research shows Hispanics 
are more likely to agree that “food is a 
way that I show others I care about them” 
(66 percent) and “I prefer foods that 
remind me of my family’s traditions” (62 
percent). 

Latinos are also more likely than other 
groups to make food decisions that are 
“crowd pleasing” and choose foods that 
they “crave.” Some of the most important 
attitudes related to food include strong 
agreement with the statements: “Life is 
short, if food doesn’t taste good, why eat 
it” and “To me, food should be fun.” It is 
no surprise then that Hispanics are more 
likely to choose pork when they look for 
indulgence and flavor and as a family 
favorite go-to dish. 

Perceptions and Barriers 

Hispanics are more often serving meals 
that include children. They are more 
influenced by what children prefer and 
often have more people at the dinner 
table overall. 

Latinos perceive certain pork cuts as easy 
to pair, taste delicious and as something 
they don’t have to give much thought 
to. They lean more toward chops, ribs, 
roast and tenderloin. However, there are 
health barriers that can have an impact 
on consumption frequency, and other 
proteins have an equally strong if not 
stronger foothold in many Hispanic 
households.

Acculturation 

Broad differences exist among the 
Hispanic population when compared 
to the rest of the non-Hispanic United 
States. In fact, the story is not that simple. 
An individual’s level of acculturation 
influences consumption occasions, 
preferences and attitudes toward food, 
including pork.

Our research identified three segments: 
• Acculturated
• Bicultural 
• Unacculturated 

The Acculturated segment tends to 
reflect the behaviors and attitudes of 
non-Hispanic whites. Differences exist 
amongst those most closely connected to 
Hispanic culture, people who categorize 
as Bicultural or Unacculturated. The study 
shows they have stronger affinities and 
preferences for pork. 

Understanding these differences and 
recognizing that the majority of Hispanics 
in the U.S. (85 percent) consider 
themselves bicultural or unacculturated 
makes it critical to dig deeper. 

In the months ahead, we will lay out the 
key learnings and implications of this 
growing segment through our Insight to 
Action program and provide ideas for 
how to tap this valuable market. 

However, it is more than just pure demographics. The Hispanic 
population also has had a major impact on U.S. culture, as seen 
with the increasing popularity of Latin American food and music. 
Latinos have increasing buying power, disposable incomes, are 
loyal customers and, importantly, have a high affinity for fresh 
pork.

As a result, Hispanics represent the biggest opportunity for 
brands to grow their pork business. As we continue to unveil the 
learnings of this extensive research, we will explore the Hispanic 
market in-depth. Those who take the time to understand Latinos 
as well as how and why they consume pork have the best odds 
to win over this loyal and growing segment.

1 Claritas, “The Growth Majority: Understanding the New American Mainstream,” 2018
2 Ibid
3 Ibid
4 Ibid
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Research 
Methodology

• All respondents are members of Numerator InfoScout Insight’s panel and 
were selected to participate based upon their recorded purchases.

• In order to participate in this research, respondents were required to 
meet the following criteria:

• Males/Females age 18+
• Personally eats meat
• Has at least some influence in buying or preparing food for the 

household
• Three 15-minute modular online surveys were fielded between March 

27th and April 29th, 2018. 
• The three modules became available to participants after the prior was 

completed. 
• They took Module 1 first, then Module 2 became available ~24 hours 

later; Module 3 became available ~24 hours after completion of 
Module 2. 

• The subject of each modular survey was:
• Module 1 Survey: in-home meat consumption
• Module 2 Survey: out of home meat consumption
• Module 3 Survey: meat attitudes and perceptions

• Some questions (such as demographics and spend) were not asked in 
the survey, as they could be obtained from Numerator InfoScout Insight’s 
data.

• Final sample size: n=10,163 Total Meat Consumers
• While consumers may have purchased/eaten multiple meats, 

they were assigned one meat to evaluate for the occasion-based 
questions based on recency:

• For Module 1, they evaluated the meat they have eaten most 
recently at home in the past 2 weeks.

• For Module 2, they evaluated the meat they have eaten most 
recently away from home in the past month.

© 2019 National Pork Board, Des Moines, IA USA. This message funded by America’s Pork Checkoff Program.
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