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"Retailers across channels are battling for a share of
wallets and cash registers, creating what might be the most
“crowded” segment in retail. Consumers are enjoying these
options and fulfilling their grocery shopping needs by
bouncing around to multiple stores that most definitely
include nonsupermarkets."
- Diana Smith, Senior Retail & Apparel Analyst

This report looks at the following areas:
•
•
•

Grocery to surpass $700 billion within next five years
Supermarkets struggling to stay relevant
Online grocery shopping poised to take off

As such, traditional supermarkets are struggling to maintain, let alone grow, market share. In addition
to shopping around in search of the best prices, product selections and service/experiences, consumers
are increasingly turning to their computers and mobile devices to order groceries online.
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It’s a journey, not a destination
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Preparation stage focused on finding the right price(s)
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Coupons discovered in-store are gaining ground
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The Grocery Shopping Process Revealed
Desired Innovations and/or Improvements
Grocery shopping offers rich emotional territory to tap into
Figure 33: Desired innovations or improvements when grocery shopping, August 2015
CHAID analysis
Figure 34: Desired innovations or improvements when grocery shopping – CHAID – Tree output, August 2015
How to drive brand preference and engagement: in their words

Appendix – Data Sources and Abbreviations
Data sources
Sales data
Fan chart forecast
Consumer survey data
Consumer qualitative research
Abbreviations and terms
Abbreviations
Terms

Appendix – The Market
Total MULO sales of groceries
Figure 35: Total US MULO sales and forecast of groceries, at inflation-adjusted prices, 2010-20
Supermarket sales
Figure 36: Total US supermarket sales of groceries, at inflation-adjusted prices, 2010-20
Figure 37: Total US supermarket sales of groceries, by category, at current prices, 2010-20
Other MULO sales
Figure 38: Total US sales of groceries through other MULO retailers*, at inflation-adjusted prices, 2010-20
Figure 39: Total US sales of groceries through other MULO retailers*, by category, 2010-20
Additional data
Figure 40: Distribution of expenditures for food for off-premise consumption, 1995-2015
Figure 41: Household size, by race and Hispanic origin, 2012
Figure 42: Percentage of people aged 20 or older who are obese, by gender, 2001-04 to 2009-12

Appendix – The Consumer
CHAID methodology
Figure 43: Desired innovations or improvements when grocery shopping – CHAID – Table output, August 2015
Figure 44: General attitudes/opinions toward shopping, food, nutrition, April 2014-June 2015
Figure 45: Average grocery expenditures per week, 2011-15, April 2014-June 2015
Figure 46: Number of times shopped at any supermarket in last four weeks, April 2014-June 2015
Figure 47: Influence of advertising when shopping, always refer to, April 2014-June 2015
Figure 48: Regular coupon use by method, January 2015

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

