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"Currently estimated at about $61 billion, Black
expenditures on groceries (including food and drink,

general merchandise, and health and beauty items) have
been increasing since coming off the 2007-09 recession,

though growth from 2012-15 has been moderate."

- Tonya Roberts, Multicultural Analyst

This report looks at the following areas:

• Kids weigh in on what goes into the cart, but parents have the final say
• Blacks are loyal to certain brands and stores; so what will it take to get others on their

list?
• Walmart is the top store Blacks shop, but it’s still not strongly associated with food
• Blacks enjoy grocery shopping; they shop a variety of stores and often

In 2015, it is estimated that Blacks will spend $61 billion on groceries – up 20% since 2010. Black
consumers enjoy grocery shopping – they shop frequently and visit multiple stores. Blacks are very
loyal – to brands they like and the stores they shop. Price is important, but not at the sacrifice of
quality. Blacks respond well to coupons and promotions, sampling, and anything else that can enhance
their shopping experience and brand enjoyment.
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Promotions draw Blacks, sampling works for some
Figure 36: Impact of in-store sampling and promotions on Blacks when shopping for groceries, September 2015

Sales influence some, buying in bulk is where the real savings are
Figure 37: Impact of in-store sampling and promotions on Blacks when shopping for groceries, September 2015

Demographic impact perception of marketing influences
Figure 38: Influence of coupons and bulk sizes when shopping for groceries – Net three for each statement, by key demographics,
September 2015

Price doesn’t trump brand names, will shop around for best deal
Figure 39: Impact of price on driving Blacks to purchase – Index to total, February 2014-March 2015

Blacks love to grocery shop; they shop often, alone, and at many stores
Figure 40: Grocery shopping patterns and behaviors, September 2015

Blacks take their time and shop as an escape, for inspiration, and to jog memory
Figure 41: Shopping engagement and enjoyment – Index to total, February 2014-March 2015

Blacks go above and beyond to promote brands they love
Figure 42: Brand advocacy among Blacks, September 2015

Blacks quick to try products, but still struggle with proper diet and nutrition
Figure 43: Black consumers’ attitudes toward diet and nutrition – Index to total population, February 2014-March 2015

Blacks not drawn to natural and organic foods, taste may be barrier
Figure 44: Black consumers’ attitudes toward organic and natural foods – Index to total, February 2014-March 2015

Blacks more likely than others to eat margarine
Figure 45: Top dairy products Black households eat – Index to total, April 2014-June 2015

Iced tea, juice, and nondiet carbonated beverages are must-haves
Figure 46: Top beverages Black households drink – Index to total, April 2014-June 2015

Blacks love sweets, frozen desserts at top of list
Figure 47: Top snacks and desserts Black households eat/use – Index to total, April 2014-June 2015

Blacks twice as likely to buy turkey parts, a key ingredient in soul food
Figure 48: Top meats Black households eat – Index to total, April 2014-June 2015

Blacks more likely to buy frozen foods, convenience a key driver
Figure 49: Top frozen foods Black households eat – Index to total, April 2014-June 2015

Bagged salad is popular among Blacks, saves prep time
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Blacks over index on gravy and sauces compared to total population
Figure 54: Top sauces and condiments Black households eat – Index to total, April 2014-June 2015

Blacks loyal to brand names, longevity in the market gains trust
Figure 55: Brand trust among Blacks – Net three for each statement, September 2015
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Figure 56: Accessibility to preferred brands, September 2015
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Figure 57: Brand loyalty drivers, September 2015
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Attitudes toward food
Figure 74: Black consumers’ attitudes toward food – Index to total, April 2014-June 2015

Attitudes toward shopping
Figure 75: Black consumers’ attitudes toward shopping – Index to total, February 2014 -March 2015
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