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"A strong foodservice program has become a differentiator
within the highly competitive grocery retailing industry.
Retailers are positioning themselves as foodservice
destinations, and the lines between retailer and restaurant
are continuing to blur, which presents an opportunity for
retailers and a strong competitive threat to restaurants."

- Caleb Bryant, Senior Foodservice Analyst

This report looks at the following areas:
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o Supermarkets face falling market share RE PO RT N OW

o Foodservice can only do so much for grocers
e Grocers can't replace restaurants
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Younger consumers drive interest in grocer foodservice programs
Attract non-loyalists with foodservice

Not as fun as a restaurant

Provide diners with comfort and privacy

Spur sales with samples and specials
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Foodservice in Retail Concept Interest

A third of consumers are not interested in any foodservice concept
Figure 26: Concept interest, August 2017

TURF analysis: Foodservice concept interest
Figure 27: TURF analysis - Store concept interest, August 2017

Foodservice options appeal to iGens/Millennials
Figure 28: Concept interest, by generation, August 2017

Men prefer QSRs while women want coffee shops
Figure 29: Concept interest, by gender and age, August 2017

Those in the Northeast are open to grocery FSRs
Figure 30: Concept interest, by region, August 2017

Foodservice options helps grocers appeal to non-loyalists
Figure 31: Concept interest, by segment shoppers, August 2017

In their own words: Ideal foodservice in retail concept

Consumption Location

Most prepared options are consumed at home
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Figure 32: Consumption location, August 2017
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Foodservice in Retail Attitudes

Consumers value the convenience of foodservice in retail
Figure 35: Foodservice in retail attitudes, August 2017

Younger men are the grocery bar drinkers
Figure 36: Foodservice in retail attitudes, by gender and age, August 2017

Fun for all ages
Figure 37: Foodservice in retail attitudes, by generation, August 2017

Urban parents are most likely to enjoy foodservice programs
Figure 38: Foodservice in retail attitudes, by parental status and age, August 2017
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Natural grocer consumers are most enthusiastic about foodservice in retail
Figure 40: Foodservice in retail attitudes, by segment shoppers, August 2017
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Methodology

Consumers think of retail foodservice foods as fresh and healthy
Figure 41: Retail and foodservice associations, August 2017
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Samples and specials may drive sales
Figure 42: Retail in foodservice purchase motivators, August 2017

Figure 43: Hy-Vee, August 1, 2017 “Pick up dinner tonight”

Motivate female customers with samples and selection
Figure 44: Retail in foodservice purchase motivators, by gender, August 2017

Boomers may prove to be an elusive target
Figure 45: Retail in foodservice purchase motivators, by generation, August 2017

Loyalists aren’t that interested in trying foodservice options
Figure 46: Retail in foodservice purchase motivators, by segment shoppers, August 2017

A great in-store experience motivates urbanites
Figure 47: Retail in foodservice purchase motivators, by area, August 2017
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Abbreviations and terms
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