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"Product prices and selection are key drivers for where and
when Blacks shop, but they are proud of their ability to

maximize their budget. Retailers that offer a pleasant
atmosphere and convenience are included in their

shopping routine, but incentives created just for them on
top of their expectations have the opportunity to increase

store visits and maintain loyalty."
- Toya Mitchell, Multicultural Analyst

This report looks at the following areas:

• Black households are estimated to spend $60.6 billion on groceries in 2017
• Walmart is the leading grocer among Black shoppers
• Lower incidence of online grocery shopping may be tied to lack of service
• Blacks shop at multiple stores for price and product mix
• Young Black grocery shoppers expect the full experience
• Coupon use may be low due to redemption restrictions and relevance
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Figure 37: Count of shopping locations, May 2017

Married/partnered Black women drive up the average number of shopping locations
Figure 38: Count of shopping locations, by marital status and gender, May 2017

Price, followed by store proximity is key in choosing where to shop
Figure 39: Factors influencing shopping location, May 2017

Black shoppers aged 55+ expect a convenient and pleasant shopping experience
Figure 40: Factors influencing shopping location – Select items, by age, May 2017

Upper-income Blacks prefer the best shopping experience; lower-income Blacks seek convenience
Figure 41: Factors influencing shopping location – Select items, by household income, May 2017

Married Black women’s store experience combines convenience with preferred product selection
Figure 42: Factors influencing shopping location, by gender and marital status, May 2017

Walmart offers one-stop shopping across category
Figure 43: Store types shopped, by category, May 2017

Older Black women buy meal ingredients at supermarkets, younger Black men shop for pre-prepared foods
Figure 44: Supermarkets shopped – Select categories, by gender and age, May 2017

Blacks with a high school diploma less likely to shop at supermarkets
Figure 45: Supermarkets shopped – Select categories, by educational attainment, May 2017

Walmart is the preferred store among Black Southerners
Figure 46: Walmart shopped, by region, May 2017

Black high school grads shop at Walmart across income
Figure 47: Walmart shopped – Select categories, by educational attainment, May 2017

Upper-income Blacks more likely to shop at other mass retailers, but still prefer Walmart
Figure 48: Walmart and other mass merchandisers shopped – Select categories, by household income, May 2017

Blacks aged 18-34 buy club store prepared foods, older Blacks shop for meal prep and household goods
Figure 49: Club stores shopped – Select categories, by age, May 2017

Lower-income Blacks who shop at discount stores buy food for meal prep and household goods
Figure 50: Discount stores shopped – Select categories, by household income, May 2017

Grocery prices dictate where and when Blacks shop
Figure 51: Black consumers’ grocery shopping attitudes and behaviors, indexed to all, May 2017

Black women are more concerned with grocery prices and products in comparison to Black men
Figure 52: Grocery shopping attitudes and behaviors, by gender, May 2017

Grocery shopping is an experience for Blacks aged 18-34
Figure 53: Grocery shopping attitudes and behaviors, by age, May 2017

Price rules among low-income Blacks, but upper-income Blacks most likely to bargain hunt
Figure 54: Grocery shopping attitudes and behaviors, by household income, May 2017

Factors Influencing Shopping Locations

Grocery Categories Shopped by Store Type

Blacks’ Grocery Shopping Attitudes and Behaviors

Report Price: £2982.01 | $3995.00 | €3381.30

Black Consumers and Shopping for Groceries - US - October 2017

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

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/794127/
mailto:reports@mintel.com


Product/brand savings and sampling top Black shoppers’ list of improvements
Figure 55: Grocery shopping desired improvements, indexed to all, May 2017

Reducing risk and adding services would spur store visits
Figure 56: TURF analysis – Desired grocery shopping improvements, May 2017
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Figure 58: Grocery shopping desired improvements, by gender, May 2017

Blacks aged 55+ look for grocery savings, Blacks aged 18-34 want a shopping experience
Figure 59: Grocery shopping desired improvements, by age, May 2017
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