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“Black consumers are prone to certain dietary issues that
may be alleviated by incorporating more fresh produce,
meat, and healthier diary options in their diet. Their
receptivity to advertising coupled with their love for food
and grocery shopping presents a unique opportunity for
marketers.”
– Tonya Roberts, Multicultural Analyst

This report looks at the following areas:
•
•
•

What can the food industry do to promote healthy eating among Black consumers?
How can companies encourage Black consumers to prepare foods in healthier ways?
How can grocery manufacturers and retailers attract Black consumers?

In 2014, African-Americans represent about 13% of the total US population and their numbers are
expected to increase compared to the growth rate among Whites. Black consumers tend to be younger
than the average, and from larger and female-headed households compared with the general market.
Despite lower household incomes and higher unemployment rates, Black spending power is projected
to reach $1.3 trillion in 2017. Black consumers are more likely than White consumers to buy fresh
produce, poultry, and fish.
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Blacks are skeptical about meat, want more FDA oversight and labeling
Figure 71: Blacks’ attitudes toward red meat, November 2013
Blacks consume less pork and beef than Whites and Hispanics
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Red meat and pork
Blacks are brand loyal when it comes to beef, labels guide them on what to buy
Figure 73: Attitudes toward red meat, by race/Hispanic origin, July 2013
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Blacks are less likely to read labels on pork than beef
Figure 74: Attitudes toward pork, by race/Hispanic origin, July 2013
Poultry
Blacks are much more likely to buy poultry than White consumers
Figure 75: Types of poultry consumed, by race/Hispanic origin, July 2013
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Meat purchased at deli counter is considered fresher and higher quality
Figure 78: Attitudes toward lunch/deli meat, by race/Hispanic origin, February 2013

Marketing Strategies
Key points
Overview of the brand landscape
Brand Analysis: Walmart
Low Price Guarantee Campaign
Figure 79: Walmart, “Low Price Guarantee” campaign, August 2013
Neighborhood Grocer Campaign
Figure 80: Walmart, “Neighborhood Grocer” Campaign, January 2013
Supplier Diversity
Figure 81: Supplier Diversity at Walmart: Positively Perfect Dolls by World of EPI

US Black Population
Key points
US population by race/Hispanic origin
Figure 82: Population, by race/Hispanic origin, 2009-19
Figure 83: Asian, Black, and Hispanic populations, 1970-2020
Age
Generations by race
Figure 84: US population by race and generation, 2014
Black population by age
Figure 85: US Black population, by age, 2009-19
Figure 86: US Population, by age, 2009-19
US Black geographic concentration
Figure 87: Black geographic concentration, by region, 2010
Black population by state
Figure 88: States with largest Black population, 2011
Figure 89: States with largest Black population, by distribution, 2008
Population by geographic concentration

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Black Consumers and the Perimeter in the Grocery Store - US - February 2014
Report Price: £2466.89 | $3995.00 | €3133.71

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Figure 90: States (including District of Columbia) ranked with the highest share of Black residents, 2011
Black metro areas
Figure 91: Metropolitan status of Black households, 2006 and 2011
Figure 92: Top 10 metropolitan areas with the largest number of Black residents, 2010
Black households
Figure 93: Average household size, by race/Hispanic origin/race of householder, 2001 and 2011
Figure 94: Presence and ages of children in the household, by race/Hispanic origin, 2011
Figure 95: Marital status, by race and Hispanic origin, 2011

Appendix – Additional Tables
Figure 96: Blacks’ attitudes toward shopping at specialty counters/departments, by age, November 2013
Figure 97: Blacks’ attitudes toward shopping occasions, by household income, November 2013
Figure 98: Where Blacks most often purchase grocery perimeter food categories*, November 2013
Figure 99: Where Blacks most often purchase grocery perimeter food categories*, by age, November 2013
Figure 100: Where Blacks most often purchase grocery perimeter food categories*, by household income, November 2013
Figure 101: Blacks’ attitudes toward fruits and vegetables, by age, November 2013
Figure 102: Blacks’ attitudes toward shopping at specialty counters/departments, November 2013
Figure 103: Where Blacks most often purchase fresh fruit and vegetables, by age, November 2013
Figure 104: Where Blacks most often purchase fresh fruit and vegetables, by household income, November 2013
Figure 105: Blacks’ attitudes toward dairy products, by age, November 2013
Figure 106: Blacks’ attitudes toward dairy products, by household income, November 2013
Figure 107: Blacks’ attitudes toward shopping at specialty counters/departments, November 2013
Figure 108: Where Blacks most often purchase dairy products, by age, November 2013
Figure 109: Where Blacks most often purchase dairy products, by household income, November 2013
Figure 110: Blacks’ attitudes toward fish and seafood, by age, November 2013
Figure 111: Where Blacks most often purchase fresh seafood and fish, by age, November 2013
Figure 112: Where Blacks most often purchase fresh seafood and fish, by household income, November 2013
Figure 113: Blacks’ attitudes toward red meat, poultry, and pork, by age, November 2013
Figure 114: Blacks’ attitudes toward dairy products, by household income, November 2013
Figure 115: Blacks’ attitudes toward fish and seafood, by household income, November 2013
Figure 116: Blacks’ attitudes toward shopping at specialty counters/departments, November 2013
Figure 117: Blacks’ attitudes toward red meat, poultry, and pork, by household income, November 2013
Figure 118: Blacks’ attitudes toward shopping at specialty counters/departments, November 2013
Figure 119: Where Blacks most often purchase fresh meat, by age, November 2013
Figure 120: Where Blacks most often purchase fresh meat, by household income, November 2013

Appendix – Trade Associations

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

