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According to Mintel, recent recessionary times in the United States 
(U.S.) have led to an increase in consumers preparing, assembling 
and eating meals at home to save money. However, demanding  
lifestyles mean that time constraints are also on the rise, and  
Americans are seeking food products that allow them to make the 
most of their time. More specifically, consumers are demanding  
products that make meal preparation simpler and quicker, without 
sacrificing the enjoyment of the process. Pasta and couscous are 
great solutions for budget-conscious, time-strapped consumers, as 
they are convenient, easy-to-prepare, affordable and versatile  
products. 
   
In recent years, expanding consumer demand has fuelled the  
development of new pasta varieties, including filled and flavoured 
types, as well as new couscous product concepts to suit a variety of 
needs and meal occasions. Manufacturers are producing such  
options as organic, gluten-free, fortified, and enriched, and are  
exploring other grains to diversify their offerings. 
 
Demand for innovative products, such as alternative grain pasta, as 
well as the economic appeal of private label products have helped 
keep the pasta sector’s1 performance stable. 
  
Euromonitor anticipates sales of pasta to post modest positive growth 
over the forecast period of 2012 to 2015. This will likely be  
attributable to manufacturers becoming more adept in determining 
how to best meet the demands for products featuring healthier  
attributes, such as lower carbohydrates and high fibre. Pastas with 
these attributes, know as better-for-you pastas, have driven category 
growth in 2011, and will continue to be highly relevant moving forward 
as aging consumers seek products offering properties to aid digestive 
health, heart health and overall wellbeing. 
 
Spaghetti is the type of pasta most frequently eaten in the U.S.,  
followed by macaroni. Therefore, marketing efforts strategically  
directed to promote other less common types of pasta could  
increase manufacturers’ sales range. Couscous, for example, which 
is used in ethnic cuisine preparation, could benefit from marketing 
efforts to encourage further and varied usage. Once limited to  
specialty health food stores, couscous is now widely available in  
primary distribution channels, but is still not as prominently used as 
standard pasta.    
 
The increasing interest in ethnic cuisines and convenience will likely 
continue to be a recipe for success. New flavours, portion control and 
quick-cooking products are proving popular among consumers, and 
there is opportunity to expand availability. 

CONSUMER TRENDS INSIDE THIS ISSUE 

1
Please note that for the purposes of this report, couscous is included within the pasta 

sector, unless otherwise specified. 
Source: Mintel GNPD, 2012 

Coloured pasta featuring squid ink 
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In 2011, sales of dried pasta reached US$2.84 billion in the United States, or 978,500 
tonnes, making it the dominant pasta category by far. The second-largest category was 
chilled/fresh pasta (US$271 million), followed by canned/preserved pasta (US$91 million), registering volume 
sales of 31,400 tonnes and 19,000 tonnes, respectively.  
 

 
 
 
 
 
 
 
 

 

 

 

 

 

Category 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 

Dried pasta 2,266.5 2,787.7 2,938.3 2,870.6 2,844.5 2,926.5 3,021.9 3,118.1 3,217.4 3,322.8 

Chilled/fresh  
pasta 

213.1 231.5 246.5 264.1 271.1 283.3 295.7 309.4 323.5 338.9 

Canned/preserved  
pasta 

105.3 101.2 97.2 93.2 91.2 91.7 92.4 93.2 94.1 95.1 

Market Sizes of Pasta Products in the United States,  
Historic/Forecast Retail Value in US$ millions – Current Prices 

Category 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 

Dried pasta 904.8 922.9 967.2 975.2 978.5 982.8 987.8 993.7 999.1 1,003.7 

Chilled/fresh  
pasta 

26.2 28.0 29.4 30.9 31.4 31.9 32.4 32.8 33.3 33.8 

Canned/preserved  
pasta 

22.4 20.8 19.7 19.2 19.0 18.8 18.6 18.4 18.2 18.0 

Market Sizes of Pasta Products in the United States,  
Historic/Forecast Retail Volume in Thousands of Tonnes 

Category 

% Value Growth  % Volume Growth  

2012-2016 

CAGR* 

2011-2016  

TOTAL 

2012-2016 

CAGR* 

2011-2016  

TOTAL 

Pasta 1.5 7.8 0.5 2.6 

Dried pasta 1.5 7.5 0.5 2.6 

Chilled/fresh  
pasta 

2.8 15.0 1.5 7.5 

Canned/preserved  
pasta 

-0.8 -4.1 -1.1 -5.2 

Forecast Sales Growth (%) of Pasta Products in the United States 

Source: Euromonitor, 2012 
Note: At the time of writing this report, couscous data was not available as a separate category, but is reflected within the broader pasta  
categories. 

Source: Mintel GNPD, 2012 

Source: Euromonitor, 2012 
Note: At the time of writing this report, couscous data was not available as a separate category, but is reflected within the broader pasta  
categories. 

Source: Euromonitor, 2012                  CAGR = Compound Annual Growth Rate 
 
Note: At the time of writing this report, couscous data was not available as a separate category, but 
is reflected within the broader pasta categories. 
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According to Mintel, pasta consumption is more common in households with children, where 
usage is particularly high for packaged dried/chilled or fresh pasta (used by 73% of  
households with children, as opposed to 57% of those without) and canned/preserved pasta (used by 69% of 
households with children versus 53% of those without).  
 
However, demographic shifts in the U.S. are likely to affect demand for pasta products, specifically  
canned/preserved varieties, as a result of a decreasing number of households with children and fewer young 
adults. Furthermore, Hispanics, with a population of 50.5 million in 2010 (encompassing 16.3% of the total  
population), are expected by the U.S. Census Bureau to become the largest minority group in the country by 
2013. Hispanics are an increasingly important consumer group, with a purchasing power projected to reach 
more than US$1.4 trillion by 2013. As Hispanics continue to acculturate and their purchasing power grows, this 
group will continue to represent a significant market for pasta products. 
 
The pasta sector is facing a challenge in the form of increased media focus on health issues such as obesity, 
diabetes and heart disease. Consumers are paying closer attention to their diets, driving manufacturers and 
retailers to address nutritional concerns and provide products with more healthful attributes, such as whole 
grains, reduced sodium, and higher fibre content. 

 

 

In 2010, the Barilla brand held the largest portion of the U.S. pasta market, with a 16.5% share. However, due 
to a marked price advantage over branded competitors, private label products accounted for a combined value 
share of 21% in the same year. Many American consumers rely on pasta as an affordable and convenient 
meal option, and are often drawn to the lower-priced private labels. 

 

 

MARKET SHARES BY BRAND AND COMPANY 

Brand  Company   2006 2007 2008 2009 2010 

Barilla Barilla Holding SpA 15.5 16.7 15.3 15.7 16.5 

Buitoni Nestlé SA 5.7 6.0 5.1 5.0 5.5 

Ronzoni Grupo Ebro Puleva SA 4.6 4.7 4.1 4.1 4.1 

Mueller's Ralcorp Holdings Inc - - - - 2.8 

Creamette Grupo Ebro Puleva SA 3.2 2.7 2.3 2.2 2.2 

Chef Boyardee ConAgra Foods Inc 2.1 2.0 1.6 1.6 1.5 

Monterey Pulmuone USA Inc - - - - 1.5 

San Giorgio Grupo Ebro Puleva SA 2.1 1.8 1.5 1.5 1.5 

Golden Grain Ralcorp Holdings Inc - - - - 1.4 

De Cecco De Cecco SpA 1.6 1.6 1.5 1.4 1.4 

Prince Grupo Ebro Puleva SA 1.6 1.5 1.3 1.1 1.2 

Skinner Grupo Ebro Puleva SA 1.4 1.3 1.1 0.9 1.0 

American Beauty Grupo Ebro Puleva SA 1.7 1.3 1.1 1.0 0.9 

SpaghettiOs Campbell Soup Co. 1.5 1.4 1.1 0.9 0.9 

DaVinci World Finer Foods 1.0 1.0 0.9 0.9 0.8 

Mueller's American Italian Pasta Co. 3.9 3.8 3.3 2.9 - 

Golden Grain American Italian Pasta Co. 2.2 2.2 2.0 1.7 - 

Monterey Pasta Co. Monterey Gourmet Foods Inc. 1.0 1.3 1.2 1.3 - 

DiGiorno Kraft Foods Inc 0.4 - - - - 

Private label Private Label 17.8 17.9 20.1 21.4 21.0 

Others Others 32.9 32.8 36.7 36.2 35.9 

Pasta Market Shares in the United States (by Brand and Company) 

Retail Value Sales % Breakdown  

Source: Euromonitor, 2012.  Note: Data for 2011 was not available at the time of writing this report 
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Health and wellness claims appear prominently on pasta products in the United States, but as the table below 
illustrates, preferences are changing. Between 2010 and 2011, based on the claims listed on new product  
releases, the fastest growing claim was high/added fibre, with a 75% growth in occurrence. According to 
Mintel, dry pasta products labelled as containing high/added fibre are also seeing the highest average sales by 
unit, compared to the other claim categories. Low/no/reduced allergen (61.1%) was the second-fastest growing 
claim on new dry pasta products from 2010 to 2011, followed by gluten-free (40%). The claims that saw the 
greatest decreases over the same time period were low/no/reduced sodium (-63.4%) and no additives/
preservatives (-60%).  
 
In Italy, the pasta consuming capital of the world, manufacturers have recognized the power of beta-glucan 
fibre and have incorporated it into export product development. This innovative additive is a form of soluble 
fibre that has been proven to help lower levels of LDL, or “bad cholesterol.” 

 

 

HEALTH AND WELLNESS CLAIMS 

Channel % Value Share 

Supermarkets/hypermarkets  62.02% 

Discounters  5.62% 

Small grocery retailers  14.04% 

Other grocery retailers  0.74% 

Non-grocery retailers  16.44% 

Source: Euromonitor, 2012 
Note:  Value shares do not total 100% because not all channels are  
reported in this table. 

Pasta Distribution Channels in the United States, 2011 

Source: Mintel GNDP, 2012 

Claim 2008 2009 2010 2011 
% Change 

2010-2011 

All natural product (inc. vegetable pasta) 32 31 36 34 -5.6 

Ethical - environmentally friendly package  11 22 31 31 0.0 

Gluten-free  14 33 15 21 40.0 

High/added fibre  34 7 12 21 75.0 

Kosher  86 126 121 86 -28.9 

Low/no/reduced allergen  14 35 18 29 61.1 

Low/no/reduced cholesterol  28 34 40 23 -42.5 

Low/no/reduced fat  22 14 39 18 -53.8 

Low/no/reduced sodium  23 25 41 15 -63.4 

No additives/preservatives  34 35 45 18 -60.0 

Organic  39 52 39 29 -25.6 

Premium  10 27 13 18 38.5 

Time/speed  16 9 17 12 -29.4 

Vitamin/mineral fortified  7 10 22 12 -45.5 

Wholegrain  46 43 45 36 -20.0 

Most Active Claims Found on New Dry Pasta Product Launches in the United States 
– Number of Occurrences and % Change 

Source: Mintel, Global New Products Database (GNPD), 2012 
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  Bertagni Sweet Butternut Squash  
Ravioli is a classic recipe from Italy's  
Lombardia region, launched in  
December 2011. This product retails for 
US$8.98 and must be kept chilled.  

Trader Joe's High Fiber Penne, 
launched in December 2011, contains 
three times the fibre of traditional pasta, 
but looks, cooks and tastes like regular 
penne. This product retails for US$1.98 
and is shelf stable. 

RP's Pasta Company Linguini has been 
reformulated. Made with only natural 
ingredients, this product is free from 
both wheat and gluten. Launched on 
the U.S. market in December 2011, it 
retails for US$4.00 and must be kept 
chilled. 

O' Sole Mio Tortellini Pasta contains 
whole wheat, six cheeses, durum  
semolina and egg pasta. Launched in 
the U.S. in December 2011, this  
Canadian tortellini product retails for 
US$3.39 and requires chilled storage. 

Dari Barley Couscous is made in  
Morocco and is naturally rich in dietary 
fibre. This precooked couscous was 
launched in December 2010 at a retail 
price of US$2.49. It can be prepared in 
five minutes and is shelf stable. 

Canaan Fair Trade Maftoul Palestinian 
Couscous is produced using traditional  
hand-rolling methods by women-owned  
Palestinian cooperatives. This organic 
and fair-trade product was launched in 
the U.S. in October 2011, and can be 
used as a side or main dish. It retails for 
US$10.00 and is shelf stable. 

Bremer Portobello Mushroom Stuffed 
Rigatoni was introduced to the U.S. 
market in April 2011. This frozen  
product consists of ricotta cheese and 
pieces of Portobello mushrooms, 
stuffed in rigatoni pasta, and retails for 
US$2.99. 

NEW PRODUCTS 

The following are some examples of new pasta products launched on the American market, 
from the Mintel Global New Products Database (GNPD, 2012).  

 

Source for all images: Mintel GNPD, 2012 
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NEW PRODUCTS (continued) 

New Couscous Product Launches in the United States  
from 2006-2011, by Top Claims 

New Couscous Product Launches in the United States from 2006-2011, by Flavour 

Source: Mintel GNPD, 2012 
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According to the Global Trade Atlas, the United States imported pasta products worth 
US$725.8 million from the world in 2011. Canada was the second-largest supplier, with a 
24.7% share of total U.S. pasta imports in 2011, following Italy (30.3%).  

 

According to Canadian export statistics, Canada supplied over US$183 million worth of pasta products to the 
world in 2011. In the same year, approximately 98.9% of all Canadian pasta product exports were sent to the 
United States, at a value of US$181 million.  

 

  

 

Source for both: Global Trade Atlas, 2012 
Note: The discrepancies in the figures regarding American imports from Canada versus Canadian exports to the United States are due to 
different methodologies used by Statistics Canada and the U.S. Statistics Bureau in collecting and tracking data. 

Partner Country 
US$ % Share % Change 

2009 2010 2011 2009 2010 2011 2010-2011 

World 142,570,161 171,417,519 183,056,543   100.00   100.00   100.00   6.79 

United States 140,338,650 169,374,103 180,973,379   98.43   98.81   98.86   6.85 

United Kingdom 200,356 222,715 395,979   0.14   0.13   0.22   77.80 

Israel 109,120 263,836 302,379   0.08   0.15   0.17   14.61 

Philippines 575,656 340,818 301,160   0.40   0.20   0.16  - 11.64 

Cuba 15,114 39,290 217,505   0.01   0.02   0.12   453.58 

Bermuda 204,826 216,922 215,077   0.14   0.13   0.12  - 0.85 

Chile 25,089 42,979 87,178   0.02   0.03   0.05   102.84 

Jamaica 149,784 100,661 81,083   0.11   0.06   0.04  - 19.45 

Hong Kong 43,422 29,173 77,416   0.03   0.02   0.04   165.37 

South Korea 33,615 88,162 71,968   0.02   0.05   0.04  - 18.37 

Canadian Export Statistics to the World 
Commodity 1902: Pasta, Whether or not Cooked or Stuffed or Otherwise Prepared,  

Including Spaghetti, Lasagna, Noodles etc.; Couscous, Whether or not Prepared 

United States Import Statistics from the World 
Commodity 1902: Pasta, Whether or not Cooked or Stuffed or Otherwise Prepared,  

Including Spaghetti, Lasagna, Noodles, etc.; Couscous, Whether or not Prepared 

Partner Country 
US$ % Share % Change 

2009 2010 2011 2009 2010 2011 2010-2011 

World 604,322,199 654,718,389 725,817,335   100.00   100.00   100.00   10.86 

Italy 203,713,222 198,479,852 220,443,520   33.71   30.32   30.37   11.07 

Canada 138,988,623 167,794,119 179,272,164   23.00   25.63   24.70   6.84 

China 49,633,341 63,153,570 79,069,518   8.21   9.65   10.89   25.20 

Mexico 41,176,785 38,909,720 47,865,045   6.81   5.94   6.59   23.02 

Thailand 43,329,395 48,829,636 44,452,646   7.17   7.46   6.12  - 8.96 

South Korea 35,009,612 39,969,820 44,260,525   5.79   6.10   6.10   10.73 

Japan 27,801,792 29,256,766 26,970,123   4.60   4.47   3.72  - 7.82 

Taiwan 10,658,807 11,246,343 14,081,273   1.76   1.72   1.94   25.21 

France 5,081,121 4,712,804 9,597,059   0.84   0.72   1.32   103.64 

India 4,865,416 6,336,137 8,327,394   0.81   0.97   1.15   31.43 
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According to the Global Trade Atlas, the United States imported just over US$12 million of 
couscous from the world in 2011. Canada was the largest supplier, with a 45.4% share of 
U.S. couscous imports in 2011, followed by Israel (32.8%) and France (13.6%).  

 

According to Canadian export data, Canada supplied just under US$6 million of couscous to the world in 2011, 
with US$5.6 million (96%) going to the United States. 

 

 

  

 

Source for both: Global Trade Atlas, 2012 
Note: The data discrepancy between Canadian exports to the U.S. and what the U.S. reports as imports from Canada occurs because 
U.S. data is revised just once in the current year, whereas Canadian export data is revised monthly and then quarterly.  

United States Import Statistics from the World 

Commodity 190240: Couscous 

Partner Country 
US$ % Share % Change 

2009 2010 2011 2009 2010 2011 2010-2011 

World 9,470,940 10,683,863 12,175,248   100.00   100.00   100.00   13.96 

Canada 5,107,248 5,494,393 5,528,234   53.93   51.43   45.41   0.62 

Israel 2,076,655 3,227,323 3,996,961   21.93   30.21   32.83   23.85 

France 1,588,169 1,297,933 1,656,296   16.77   12.15   13.60   27.61 

Morocco 253,067 309,002 499,262   2.67   2.89   4.10   61.57 

Italy 208,284 131,054 270,308   2.20   1.23   2.22   106.26 

Tunisia 57,517 105,405 75,100   0.61   0.99   0.62  - 28.75 

Lebanon 52,690 6,392 38,713   0.56   0.06   0.32   505.65 

Jordan 8,151 15,141 32,908   0.09   0.14   0.27   117.34 

Senegal 23,614 28,344 31,976   0.25   0.27   0.26   12.81 

Taiwan 0 0 19,475   0.00   0.00   0.16   0.00 

Canadian Export Statistics to the World 

Commodity 190240: Couscous 

Partner Country 
US$ % Share % Change 

2009 2010 2011 2009 2010 2011 2010-2011 

World 5,242,624 5,809,189 5,897,285   100.00   100.00   100.00   1.52 

United States 5,199,626 5,638,073 5,640,398   99.18   97.05   95.64   0.04 

Israel 0 135,228 200,058   0.00   2.33   3.39   47.94 

Chile 15,497 33,218 36,971   0.30   0.57   0.63   11.30 

Netherlands 0 0 15,233   0.00   0.00   0.26   0.00 

France 0 446 1,748   0.00   0.01   0.03   292.21 

Cuba 370 1,877 1,628   0.01   0.03   0.03  - 13.24 

Jamaica 0 260 1,248   0.00   0.00   0.02   379.12 

Australia 14,642 0 0   0.28   0.00   0.00   0.00 

Bermuda 1,389 0 0   0.03   0.00   0.00   0.00 

Saudi Arabia 10,895 0 0   0.21   0.00   0.00   0.00 
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