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“The recession fueled a surge in cooking at home as a way
to save money. As the economy improves, brands must

work to retain newly minted cooking enthusiasts and
encourage consumers overall to cook at home. Mintel data

suggest that though saving money is an important driver
for cooking, there are other factors that motivate

consumers to cook at home.”
– Lauren Bonetto, Lifestyles & Leisure Analyst

This report looks at the following areas:

• Single adults (which now make up more than half of the adult population) cook less than
their paired off peers

• A new study finds the stress of cooking may outweigh the benefits
• US restaurants are doing better - does this mean a decline in cooking?

About three quarters of Americans cook at least once per week and more than half say cooking is
something that they enjoy. Cooking skill levels, reasons for cooking, preferences, and attitudes toward
cooking depend on a variety of factors, such as gender, age, and presence of children in the household.

The recession fueled a surge in cooking at home as consumers looked for ways to save money. As the
economy improves, brands must work to retain newly minted cooking enthusiasts and encourage
consumers overall to cook at home. Mintel data suggest that though saving money is an important
driver for cooking, there are other factors that motivate consumers to cook at home.
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Figure 33: Cooking frequency, attitudes, skill level, and motivation, July 2014
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Cooking for fun holds steady over the past decade

Social Media

Cooking Frequency, Attitude, Skills, and Motivations
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Figure 35: Cooking for fun in the last 12 months, 2005-14

Men tentatively enter the kitchen
Figure 36: Cooking frequency, attitudes, skill level, and motivation, by gender, July 2014

Presence of children in household influences cooking habits
Figure 37: Cooking frequency, attitudes, skill level, and motivation, by presence of children in household, July 2014
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Cooks enjoy experimenting, watching cooking shows
Figure 38: Activities of the occasional/frequent cook, July 2014
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Figure 39: Activities of the occasional/frequent cook, by gender, July 2014

Millennials enjoy entertaining, shopping, and dining out
Figure 40: Activities of the occasional/frequent cook, by generations, July 2014
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Cooks shop at traditional grocery stores, prefer to cook for a small group
Figure 41: Preferences of the occasional/frequent cook, July 2014

Men may view cooking as a hobby
Figure 42: Preferences of the occasional/frequent cook, by gender, July 2014

Higher-income respondents more likely to experiment, dine as a family
Figure 43: Preferences of the occasional/frequent cook, by household income, July 2014

Parents may invest more money in cooking
Figure 44: Preferences of the occasional/frequent cook, by presence of children in the household, July 2014

Millennials also appear to invest more in cooking
Figure 45: Preferences of the occasional/frequent cook, by generations, July 2014
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Cost is king
Figure 46: Motivations of the occasional/frequent cook, July 2014

Women more concerned about cost, health
Figure 47: Motivations of the occasional/frequent cook – Any reason, by gender, July 2014

Millennials slightly less health conscious
Figure 48: Motivations of the occasional/frequent cook – Any reason, by generations, July 2014

Key points

Six in 10 cooks say they face barriers to cooking more often
Figure 49: Barriers to cooking for the occasional/frequent cook, July 2014

Younger respondents feel cooking is too time consuming

Activities Related to Cooking

Cooking Preferences

Reasons for Cooking at Home

Barriers to Cooking More Often
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Figure 50: Barriers to cooking for the occasional/frequent cook, by age, July 2014

Time, mess also issues among infrequent cooks, lack of knowledge more pervasive
Figure 51: Barriers to cooking for the rarely/never cook, July 2014

Key points

Four in 10 are cooking at home to save money more often
Figure 52: Changes in cooking habits, July 2014

Men are becoming more health conscious
Figure 53: Changes in cooking habits – More, by gender, July 2014

Middle-income households cooking to save money
Figure 54: Changes in cooking habits – More, by household income, July 2014

Parents may be cooking more often
Figure 55: Changes in cooking habits – More, by presence of children in household, July 2014

Millennials may be cooking more often
Figure 56: Changes in cooking habits – More, by generations, July 2014

Key points

Black respondents’ enthusiasm does not translate to more cooking
Figure 57: Cooking frequency, attitudes, skill level, and motivation, by race/Hispanic origin, July 2014

For Blacks and Hispanics, culture drives what/how they cook
Figure 58: Preferences of the occasional/frequent cook, by race/Hispanic origin, July 2014

Hispanics becoming more health conscious
Figure 59: Changes in cooking habits – More, by race/Hispanic origin, July 2014

Overview
Figure 60: Cooking segments, July 2014

Enthusiastic Cooks (40%)
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Demographics

Characteristics

Opportunity

Changes in Cooking Habits

Impact of Race and Hispanic Origin

Consumer Segmentations – Cooking Enthusiasts
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Conflicted Cooks (23%)

Demographics

Characteristics

Opportunity

Non-Cooks (8%)

Demographics

Characteristics

Opportunity

Segment characteristics
Figure 61: Cooking frequency, attitudes, skill level, and motivation, by cooking segments, July 2014

Figure 62: Activities of the occasional/frequent cook, by cooking segments, July 2014

Figure 63: Preferences of the occasional/frequent cook, by cooking segments, July 2014

Figure 64: Motivations of the occasional/frequent cook– Any reason, by cooking segments, July 2014

Figure 65: Barriers to cooking the occasional/frequent cook, by cooking segments, July 2014

Figure 66: Barriers to cooking for non-cooking enthusiasts, by cooking segments, July 2014

Figure 67: Changes in cooking habits – Any activity, by cooking segments, July 2014

Figure 68: Changes in cooking habits – More, by cooking segments, July 2014

Figure 69: Changes in cooking habits – Less, by cooking segments, July 2014

Figure 70: Changes in cooking habits – About the same, by cooking enthusiasts segments, July 2014

Figure 71: Gender, age, household income, and race/Hispanic origin, by Enthusiastic Cooks, July 2014

Brand usage or awareness
Figure 72: Brand usage or awareness, July 2014

Figure 73: Brand usage or awareness, July 2014 (continued)

Figure 74: FoodNetwork.com usage or awareness, by demographics, July 2014

Figure 75: Epicurious.com usage or awareness, by demographics, July 2014

Figure 76: Allrecipes.com usage or awareness, by demographics, July 2014

Figure 77: BettyCrocker.com usage or awareness, by demographics, July 2014

Figure 78: KraftRecipes.com usage or awareness, by demographics, July 2014

Figure 79: Yummly.com usage or awareness, by demographics, July 2014

Activities done
Figure 80: Activities done, July 2014

Figure 81: Activities done, July 2014 (continued)

Figure 82: FoodNetwork.com – Activities done – I have looked up/talked about this brand online on social media, by demographics,
July 2014
Figure 83: FoodNetwork.com – Activities done – I have contacted/interacted with the brand online on social media to, by
demographics, July 2014
Figure 84: FoodNetwork.com – Activities done – I follow/like the brand on social media because, by demographics, July 2014

Figure 85: FoodNetwork.com – Activities done – I have researched the brand on social media to, by demographics, July 2014

Figure 86: Epicurious.com – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 87: Epicurious.com – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
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Figure 88: Epicurious.com – Activities done – I follow/like the brand on social media because, by demographics, July 2014

Figure 89: Epicurious.com – Activities done – I have researched the brand on social media to, by demographics, July 2014

Figure 90: Allrecipes.com – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 91: Allrecipes.com – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 92: Allrecipes.com – Activities done – I follow/like the brand on social media because, by demographics, July 2014

Figure 93: Allrecipes.com – Activities done – I have researched the brand on social media to, by demographics, July 2014

Figure 94: BettyCrocker.com – Activities done – I have looked up/talked about this brand online on social media, by demographics,
July 2014
Figure 95: BettyCrocker.com – Activities done – I have contacted/interacted with the brand online on social media to, by
demographics, July 2014
Figure 96: BettyCrocker.com – Activities done – I follow/like the brand on social media because, by demographics, July 2014

Figure 97: BettyCrocker.com – Activities done – I have researched the brand on social media to, by demographics, July 2014

Figure 98: KraftRecipes.com – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 99: KraftRecipes.com – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 100: KraftRecipes.com – Activities done – I follow/like the brand on social media because, by demographics, July 2014

Figure 101: KraftRecipes.com – Activities done – I have researched the brand on social media to, by demographics, July 2014

Figure 102: Yummly.com – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 103: Yummly.com – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 104: Yummly.com – Activities done – I follow/like the brand on social media because, by demographics, July 2014

Figure 105: Yummly.com – Activities done – I have researched the brand on social media to, by demographics, July 2014

Key social media metrics
Figure 106: Key social media metrics for select cooking websites, September 2014

Online conversations
Figure 107: Online mentions for select cooking websites, by week, Sept. 29, 2013-Sept. 28, 2014

Figure 108: Online mentions for select cooking websites, by page type, Sept. 29, 2013-Sept. 28, 2014

Figure 109: Topics of conversation for unbranded mentions of cooking, Sept. 29, 2013-Sept. 28, 2014

Cooking frequency, attitude, skills, and motivations
Figure 110: Cooking frequency, attitudes, skill level, and motivation, July 2014

Figure 111: Cooking frequency, attitudes, skill level, and motivation, by age, July 2014

Figure 112: Cooking frequency, attitudes, skill level, and motivation, by gender and age, July 2014

Figure 113: Cooking frequency, attitudes, skill level, and motivation, by household income, July 2014

Figure 114: Cooking frequency, attitudes, skill level, and motivation, by marital/relationship status, July 2014

Figure 115: Cooking frequency, attitudes, skill level, and motivation, by household size, July 2014

Figure 116: Cooking frequency, attitudes, skill level, and motivation, by generations, July 2014

Figure 117: Cooking frequency, attitudes, skill level, and motivation, by parents with children in household, July 2014

Activities related to cooking
Figure 118: Activities of the occasional/frequent cook, July 2014

Figure 119: Activities of the occasional/frequent cook, by age, July 2014

Figure 120: Activities of the occasional/frequent cook, by gender and age, July 2014

Figure 121: Activities of the occasional/frequent cook, by household income, July 2014
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Figure 122: Activities of the occasional/frequent cook, by race/Hispanic origin, July 2014

Figure 123: Activities of the occasional/frequent cook, by marital/relationship status, July 2014

Figure 124: Activities of the occasional/frequent cook, by household size, July 2014

Cooking preferences
Figure 125: Preferences of the occasional/frequent cook, July 2014

Figure 126: Preferences of the occasional/frequent cook, by age, July 2014

Figure 127: Preferences of the occasional/frequent cook, by gender and age, July 2014

Figure 128: Preferences of the occasional/frequent cook, by marital/relationship status, July 2014

Figure 129: Preferences of the occasional/frequent cook, by household size, July 2014

Reasons for cooking at home
Figure 130: Motivations of the occasional/frequent cook – Any reason, July 2014

Figure 131: Motivations of the occasional/frequent cook – Any reason, by age, July 2014

Figure 132: Motivations of the occasional/frequent cook – Any reason, by gender and age, July 2014

Figure 133: Motivations of the occasional/frequent cook – Any reason, by household income, July 2014

Figure 134: Motivations of the occasional/frequent cook – Any reason, by race/Hispanic origin, July 2014

Figure 135: Motivations of the occasional/frequent cook – Any reason, by marital/relationship status, July 2014

Figure 136: Motivations of the occasional/frequent cook – Any reason, by household size, July 2014

Barriers to cooking more often
Figure 137: Barriers to cooking for the occasional/frequent cook, July 2014

Figure 138: Barriers to cooking for the occasional/frequent cook, by gender, July 2014

Figure 139: Barriers to cooking for the occasional/frequent cook, by household income, July 2014

Figure 140: Barriers to cooking for the occasional/frequent cook, by race/Hispanic origin, July 2014

Figure 141: Barriers to cooking for the occasional/frequent cook, by generations, July 2014

Figure 142: Barriers to cooking for non-cooking enthusiasts, by gender, July 2014

Figure 143: Barriers to cooking for non-cooking enthusiasts, by age, July 2014

Figure 144: Barriers to cooking for non-cooking enthusiasts, by household income, July 2014

Figure 145: Barriers to cooking for non-cooking enthusiasts, by race/Hispanic origin, July 2014

Figure 146: Barriers to cooking for the rarely/never cook, by generations, July 2014

Changes in cooking habits
Figure 147: Changes in cooking habits, July 2014

Figure 148: Changes in cooking habits – More, by age, July 2014

Figure 149: Changes in cooking habits – More, by gender and age, July 2014

Figure 150: Changes in cooking habits – More, by marital/relationship status, July 2014

Figure 151: Changes in cooking habits – More, by household size, July 2014
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