
U S  G R O C E R Y  S H O P P I N G  T R E N D S  |  P A G E  1

Table of Contents

Executive Summary........................................................................................................................................7

Introduction............................................................................................................................................................ 7

Methodology.......................................................................................................................................................... 8

Food Shopping at a Glance, 2014........................................................................................................................... 9

Diversification of the “Primary Store” as a Touchstone of Shopper Behavior.......................................................10

Fragmentation of the “Primary Shopper’s” Role Within Households...................................................................11

A Generational Transformation in What Planning Means to Food Shoppers........................................................12

Re-Orienation of Consumer Attitudes Around Wellness, With Fresh, Less Processed  
Taking Center Stage................................................................................................................................................ 14

An Opening Exists for Food Retailers to Become Trusted Allies in Helping Shoppers  
Navigate Food and Wellness................................................................................................................................... 16

The Consumer & Market Outlook..................................................................................................................18

Supermarket Performance in an Evolving Market................................................................................................. 18

Distinctive Positionings Have Yielded Successes Within the Food Retail Sector...................................................19

Selected Retailer Successes Are Dwarfed by Enormous Successes in the Adjacent,  
Food-Service Sector................................................................................................................................................ 21

Shoppers Are Less Loyal to Primary Stores............................................................................................................ 23

Putting It All Together - From Macro Trends to Eating and Food Shopping Today................................................26

Macro and Cultural Influences on Eating & Shopping.....................................................................................27

Demographics: Changing American Households................................................................................................... 28

Employment: Longer Working Hours..................................................................................................................... 29

Housing: Re-Urbanization....................................................................................................................................... 29

Beliefs: Wellness Is Higher Quality of Life.............................................................................................................. 30

Eating.............................................................................................................................................................32

People Shop to Eat, and Eating has Changed......................................................................................................... 32

Food Retailers Must Align with Eating Trends........................................................................................................ 34

Meals Have Made Way for Snacks.......................................................................................................................... 34



U S  G R O C E R Y  S H O P P I N G  T R E N D S  |  P A G E  2

Eating Alone is Pervasive in Today’s Eating Culture................................................................................................ 35

Planned Eating has Made Way for Immediate and Same-Day Consumption........................................................35

Eating at Home has Made Way for Eating Out....................................................................................................... 36

New Ethnic Cuisines are Sought for Wellness and Quality, Not Just Novelty........................................................36

Consumers Try Flexible Eating Styles, Not Rigid Discipline, to Address Wellness Priorities..................................38

Focus on Health and Wellness: Proactive Wellness is Now Mainstream..............................................................39

Nutritional Info is Still a Top Consumer Focus........................................................................................................ 40

Nutrition Labels are Widely Used When Considering New Products....................................................................40

Shoppers Focus their Attention on Front-of-Package Claims Before they Flip Over  
for Overwhelming Detail........................................................................................................................................ 41

Grocery Stores can Satisfy More Shopper Needs for Nutritional Information......................................................42

Retailer Programs can Meet Needs in Categories with Sparse On-Package Nutritional  
Information............................................................................................................................................................. 43

Shoppers are Now Familiar with Facts Up Front, but Few Have Noticed Shelf-Labeling  
Programs................................................................................................................................................................. 44

Shoppers Familiar with Nutritional Guidance Programs Use Them and Find Them Helpful.................................45

Consumers are Spending More on Food Service, Even Though They Think Eating at Home  
is Healthier.............................................................................................................................................................. 46

Eating Away from Home Happens Most Commonly at Lunch............................................................................... 46

Away-From-Home Meals are Typically Sourced from Food Service, Even at Lunchtime,  
Where Retail Is Best Positioned.............................................................................................................................. 47

Consumers Seek Different Aspects of Wellness in their Eating Throughout the Day, with  
Morning Nutrition Yielding to Implicit Health in the Evening................................................................................ 48

Consumers Ask Grocery Stores for Healthy Lunch-Time Options, Mimicking the Lunch  
Sack More than the Lunch Spot.............................................................................................................................. 49

Consumers Outsource Their Cooking to Food Service........................................................................................... 50

The Convenience of Ready-to-Eat Foods has Broad Appeal.................................................................................. 50

Consumers Look to Grocery as a Viable Option for Cooking Outsourcing............................................................51

Meal Solutions Grocery can Provide for Consumers.............................................................................................. 52

Planning Horizon for Dinner is Shorter for Younger Shoppers............................................................................... 54

Fragmentation of Home Cooking Among Multiple Cooks..................................................................................... 55



U S  G R O C E R Y  S H O P P I N G  T R E N D S  |  P A G E  3

Consumers Express Confidence in Specific Cooking Skills, Even as they Remain on  
the Lookout for Help............................................................................................................................................... 56

Convenience Remains a Key Driver for Home Dinners.......................................................................................... 57

Price/Money Spent Displaces Convenience as the Key Driver when Buying Fresh-  
Prepared Outside the Home................................................................................................................................... 57

Shopping........................................................................................................................................................58

Shopping’s New Rules............................................................................................................................................. 58

The Grocery Trip Explored...................................................................................................................................... 59

Fragmentation of Grocery Shopping Occurring..................................................................................................... 60

Millennials Plan Backwards From What They Want to Eat, Not What They Want  
to Keep in Stock at Home....................................................................................................................................... 61

Convenient Store Location Means Within Five Miles............................................................................................ 63

Both Value and High Quality Lead to Shopping Farther Away............................................................................... 64

Getting to the Store................................................................................................................................................ 65

Planning to Obtain Better Value Peaks Among Boomers....................................................................................... 66

Social Shopping Varies by Primary Channel........................................................................................................... 67

Shoppers Take Advantage of Diverse Food Retail Landscape to Meet Their Eating Needs...................................68

While Shoppers Say They Want Low Price and Convenience, Primary Supermarket  
Shoppers Choose Stores They Believe Excel at Features Supporting Quality........................................................70

Online Shopping Motivations and Opportunities.................................................................................................. 72

Many Online Grocery Shoppers Are Active, Rather Than Only Occasional...........................................................72

Non-Perishables Have Had Most Success Online, With Shoppers Resistant to a  
Virtual Fresh Perimeter........................................................................................................................................... 73

Food Shopping Attitudes and Behaviors................................................................................................................ 74

VALUE: Consumers Will Split Their Baskets Across Multiple Stores in Search of Good Prices..............................75

Price Is Most Important Where Quality Distinctions Are Less Salient...................................................................76

Retailers Can Compete With Food Service by Emphasizing the Value of Prepared Foods....................................78

SAFETY: Shoppers Assign Shared Responsibility for Food Safety........................................................................... 79

Shoppers Generally Trust Food Retailers to Provide Safe Food............................................................................. 79



U S  G R O C E R Y  S H O P P I N G  T R E N D S  |  P A G E  4

Demonstrating Proper Food Handling, Storage, and Preparation Can Help Instill  
Consumer Confidence............................................................................................................................................ 81

Demonstrating Readiness and Multiple Avenues for Dealing With Recalls Can Instill  
Confidence and Trust.............................................................................................................................................. 82

Explaining and Simplifying Package Dating Can Help Consumers Manage Food Waste  
and Address Concerns About Value....................................................................................................................... 84

Health and Wellness............................................................................................................................................... 85

Fresh and Perishables Drive Shopper Traffic.......................................................................................................... 85

Locally Sourced Signals Freshness and Quality...................................................................................................... 86

Discovery................................................................................................................................................................. 87

Partnership.............................................................................................................................................................. 87

Retailers and Consumers: Building Trust........................................................................................................90

An Evidence-Based Strategic Toolkit....................................................................................................................... 90

Excellence Can Lead to Success With Mid-Market Consumers............................................................................. 91

Understand Retailer Benefits Within Today’s Food Culture................................................................................... 92

Benefits Contribute Differently to Overall Excellence and Mid-Market Success...................................................93

Many Common Mid-Market Tactics Contribute to Loyalty Through Satisfaction.................................................94

Several Benefits Associated With “Fresh-” and “Value-Focused” Experiences Amplify  
or Degrade the Impact of Other Tactics................................................................................................................. 94

Managing Trust Through Assurance and Advocacy................................................................................................ 95

When Assurance Fails, Retailers Lose Credit for Excellence Elsewhere.................................................................96

Different Types of Benefits Play Different Roles in Marketing Success..................................................................96

Value-Focused Stores Succeed Through Assuring on Accessibility........................................................................ 97

Fresh-Focused Stores Succeed by Establishing Trust on Wellness......................................................................... 97

Mid-Market Stores Can Decide on a Strategic Mix of Accessibility and Wellness,  
and Plan Activities to Achieve Desired Competitive Position................................................................................ 98

Recap: “Accessible Wellness” as a Strategic Platform for Reintegrating the Mid-Market.....................................99

Appendix: Tables............................................................................................................................................101


