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"Most adults are grill owners; a substantial 79% of adults
currently own a grill and 32% plan to buy a grill in the next

year. Flavor is a top motivator to grill, followed by
convenience, enjoyment while entertaining, and

relaxation.”
– Rebecca Cullen, Household Care Analyst

This report looks at the following areas:

Since 2013, the market has been driven by an improving economy, growing 24% to $2.8 billion by
2018. Moving forward, the rate of growth may temper as a result of an aging population and shift to
smaller households combined with long purchase cycles.

• Long purchase cycles challenge future growth
• Families fuel grill ownership
• Need for visual inspection thwarts online purchasing
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Figure 19: Total US sales of barbecue grills, by channel, at current prices, 2016 and 2018

The Home Depot

Walmart

Lowe’s
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Gas grills are popular; many adults own multiple grills

Convenience and flavor drive fuel choice

Grillers stick to basic accessories

Vast majority of grill purchases occur in-store

Walmart surpasses Lowe’s for grill purchases

Consumers want to see grills in person before purchasing

Flavor motivates adults to grill, but it’s mostly a weekend activity

Gas grills most popular
Figure 24: Grill ownership and intent to purchase, April 2018
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Younger adults associate electric as easy to use; smoke for best flavor
Figure 32: Fuel perceptions – Fuel used often, by age, April 2018
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Most grillers own the basics
Figure 35: Grilling accessory ownership, April 2018

Accessory usage tied to age, interest in enhanced flavors
Figure 36: Grilling accessory ownership, by age, April 2018

The majority of grill owners own at least three types of accessories
Figure 37: Repertoire of accessory ownership, by age and household income, April 2018

The Consumer – What You Need to Know

Grill Ownership and Intent to Purchase

Fuel Perceptions

Grilling Accessory Ownership

In-store vs Online Purchases
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Big ticket purchases tend to take place in a store
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Flavor, convenience key motivators to grill
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Parents grill for enjoyment and relaxation
Figure 47: Attitudes toward grilling, by parental status, April 2018
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