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Home dining maintains its gains

Convenience comes to the table

Home cooking had a serious moment during the pandemic – serving 
up a way to nurture souls and connect via Instagram-worthy creations. 
As routines inched toward normalcy, consumer appetite for at-home 
meals prevailed. But they’re a bit fed up with slicing and dicing.

At the same time, 6 in 10 experienced 
cooking burnout by 20222

Continuous category growth: 

There’s more to explore in our report,  
“Convenience Grows Up.”
Uncover growth forecasts for key convenience 
categories, essential product attributes, new spaces  
for ready-made and more.
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Meals made at home1
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global market3

$302Bn 
in dinner mix category since 20164

19.8% CAGR 

Opportunity in label-friendly options

Cargill research identified top trends:5 

“Eating for Health”  
in convenience

“Healthy for Me”  
lifestyle macrotrend

struggling to find quick-prep 
meals that are both healthy  
& taste good6

will pay more for natural, 
label-friendly products7

66%

70%

Trend to watch: 
Premiumization

Upscale grocery seen as  
better value than dining out8

Global, gourmet, functional, 
experiential products gaining

Insights Report

Consumers are ready to toss their COVID-19 
masks—and their sourdough starters—out the window. 
While people shared closeups of their crusty creations on 
social media at the beginning of the pandemic, two years 
of cooking has left them feeling as crispy as overbaked 
baguettes.1 Six in 10 respondents to a 2022 OnePoll 
survey admitted feeling “burnt out” by cooking.2At the same time, after two years of health in the 

headlines, 47% of consumers are taking a proactive 
approach.3 Cargill researchers identified “Eating for 
Health” as a top trend in convenience and “Healthy for 

Me” as a top lifestyle macrotrend.4However, many shoppers who are fed up with 
cooking and seek healthier, hassle-free options among 
the convenience foods on shelves and in freezers are 
not finding what they are looking for. At least 66% of the 
respondents in a survey by Sun Basket meal delivery 
service said they had a hard time finding heat-and-eat 
meals that are healthy and taste good—leaving clear 
opportunities for innovation in the category.5 Read on 
to discover what harried, hungry, health-conscious 
shoppers are craving.

HARRIED, HUNGRY, HEALTH-CONSCIOUS SHOPPERS CRAVE EASY OPTIONS

Convenience    grows up
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