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The retail prepared foods business is growing quickly year
over year, with more people purchasing them and making
more frequent purchases. This is largely thanks to
prepared foods’ ability to deliver affordable convenience
and a satisfying variety of options to time-strapped
consumers. Grocers are investing in convenience with
more tech-enabled ordering, pickup and delivery options
for prepared foods.
This report looks at the following areas:
Consumers don’t like eating at retailers
Rotisserie chicken is falling from favor
Packaged foods pose a threat

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

DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
reports.mintel.com © 2019 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Foodservice in Retail - US - December 2019
Report Price: £3254.83 | $4395.00 | €3662.99

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

Table of Contents
Overview
What you need to know
Definition

Executive Summary
What consumers want and why
The issues
Consumers don’t like eating at retailers
Figure 1: Prepared food attitudes – NET agreement, October 2019
Rotisserie chicken is falling from favor
Figure 1: Prepared food and beverage item purchases, October 2019
Packaged foods pose a threat
Figure 3: Prepared food attitudes – NET any agree, by prepared food user groups, October 2019
The opportunities
Prepared foods purchases are growing
Figure 3: Prepared food purchase frequency – NET prepared food user groups and any purchase, October 2018-2019
Off-premise business represents a huge opportunity
Figure 1: Prepared food attitudes – NET agreement, October 2019
Young consumers want to see more beverage concepts at retailers
Figure 2: Prepared food concept interest, by generation, October 2019

The Market – What You Need to Know
Convenience stores bring their A game
Move over meal kits, new retail threats emerge
Quickly growing demographics indicate positive prepared foods future

Market Perspective
C-stores jump on health and wellness trends
Next-level convenience in retail

Market Factors
Away-from-home sales outpace at-home sales
Figure 1: Share food expenditures for in-home food vs dining out, 2013-18
Asian and Hispanic populations are quickly growing
Figure 9: Population by race and Hispanic origin, 2014-24
Urbanization persists

Key Trends – What You Need to Know
LSRs thrive, FSRs strive
Love for the local

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

Foodservice in Retail - US - December 2019
Report Price: £3254.83 | $4395.00 | €3662.99

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

Grocerants adopt restaurant tech

What’s Working?
Prepared foods cater to convenience
Local goes a long way
Beverage concepts proliferate
What’s next?
What’s next?
Special diet

What’s Struggling?
Grocery store full-service restaurants and bars
Freshness perceptions at traditional grocers

What’s Next?
Next-level restaurant and retail blurring
Hyperlocal ingredients

The Consumer – What You Need to Know
Prepared foods business is booming
Convenience is top motivator for prepared foods purchases
Packaged foods represent growing threat

Prepared Food Purchase Frequency
Prepared food purchases and purchase frequency are up from 2018
Figure 17: Prepared food purchase frequency – NET prepared food user groups and any purchase, October 2018-2019
City dwellers propel prepared food sales
Figure 9: Prepared food user groups, by location, October 2019
Men drive prepared food business
Figure 6: Prepared food user groups, by gender, October 2019
Millennials in particular drive prepared food growth
Figure 7: Prepared food user groups, by generation, October 2019
Asian and Hispanic consumers are heaviest users of prepared foods
Figure 8: Prepared food user groups, by race and Hispanic origin, October 2019

Prepared Food Purchase Location
Supermarkets are losing share of prepared food purchases year over year
Figure 10: Prepared food purchase location, October 2018-2019
Younger consumers are sourcing prepared foods from a wider variety of locations
Figure 11: Prepared food purchase location, by generation, October 2019

Year-Over-Year Change in Prepared Food Purchases
Consumers confirm that they’re buying prepared foods more frequently year over year
Figure 5: Year-over-year change in prepared food purchases, October 2018-2019

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

Foodservice in Retail - US - December 2019
Report Price: £3254.83 | $4395.00 | €3662.99

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

Younger Millennials are most likely to report buying prepared foods more often year over year
Figure 13: Year-over-year change in prepared food purchases, by generation, October 2019
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Figure 25: Prepared food attitudes – NET any agree, by prepared food user groups, October 2019
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