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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
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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

Brand Loyalty Drivers
Blacks loyal to brand names, longevity in the market gains trust
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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
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Figure 75: Black consumers’ attitudes toward shopping – Index to total, February 2014 -March 2015
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