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Nielsen Perishables Group: Homescan Total ShopperView Specialty Panel  

HOW SHOPPERS SHOP IS EVOLVINGΧΧ 

Χ!{ ahw9 OPTIONS BECOME AVAILABLE 

THE PAST 
 

Grocery dominant channel 
 

Center store growing and innovating 
 

Fresh driven by commodity 

 

THE PRESENT 
 

Channel competition high 
 

Center store grow slowing  
 

Fresh changing and innovating 

SHARE OF CHANNEL SHOPPERS PURCHASING FRESH 

MASS & 
SUPERCENTER 

WAREHOUSE 
& CLUB 

GROCERY 

88% 
+1% HH  

Fresh Trip growth 
 

84% 
+6% HH  

Fresh Trip growth 
 

99% 
-1% HH  

Fresh Trip decline 

CONVENIENCE
& GAS 

35% 



Source: Company web sites 

DISRUPTIONS ARE CHANGING THE WAY WE 
BUY FOOD 



health 
#1 U.S. consumer concern  
after the economy is  

IŀƭŦ ǘƘŜ ǿƻǊƭŘ ǘƘƛƴƪǎ ǘƘŜȅΩǊŜ overweight 
 

Sales of produce, health and wellness-oriented 
categories are growing stronger than center store sales 





78 million Boomers hold: 

70% of disposable 
income, and  
account for  
50% of CPG sales  



In 1970,  

1 in 5  
Americans were  

In 2018,  

1 in 3  
Americans will be  

In 2060,  

1 in 2  
Americans will be  

Multicultural  



I limit my fast food intake by 
having more prepared food. 
They taste better, prices are 
ŎƻƳǇŀǊŀōƭŜΣ ŀƴŘ ƛǘΩǎ ŎƻƴǾŜƴƛŜƴǘΦ 

-Datassentials Survey Respondent 



THE DELI DEPARTMENT IS THE FASTEST GROWING 
SECTOR OF THE STORE 

2% 

4% 

7% 

5% 
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MEAT PRODUCE DELI BAKERY SEAFOOD 

DOLLAR GROWTH 

VOLUME GROWTH 

Deli 
Prepared 
Foods, 
58% 

Deli Meat, 
21% 

Deli 
Cheese, 

17% 

Deli 
Beverages, 

4% 

Deli Other, 
0% 

Dollar Share of Deli Department  Fresh Department Dollar and Volume Growth 

Source: Nielsen Perishables Group FreshFacts® Total U.S. 52 weeks ending 4/25/2015 vs. Year Ago 



25% 
33% 36% 38% 39% 43% 44% 

29% 
21% 18% 

18% 17% 
16% 11% 

30% 32% 34% 31% 31% 29% 34% 

9% 
8% 8% 7% 8% 8% 6% 

8% 5% 4% 5% 5% 4% 4% 

Seafood

Bakery

Produce

Deli

Meat

THE DELI IS A KEY DIFFERENTIATOR IN TOTAL 
STORE SUCCESS 

Source: Nielsen Advanced Fresh Perspective Research: Winter 2015 

Deli plays an oversized role at best-in-class-fresh retailers and high fresh velocity 
equates to total store success  

$ Share by Fresh Department 

HIGH FRESH VELOCITY RETAILERS LOW FRESH VELOCITY RETAILERS 

DELI SPECIALTY CHEESE 

FRESH FIN FISH 

DELI SANDWICHES 

DELI ENTREES 

DELI SUSHI 

HAMS 

FRANKS 

BREAKFAST SAUSAGE 

PROCESSED LUNCH MEAT 

PACKAGE MEALS 
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Half of total food sales are fresh 
at top-performing fresh retailers 

HIGH FRESH VELOCITY RETAILERS LOW FRESH VELOCITY RETAILERS 

+10% +3% +4% +1% -1% +0% -6% 
Total food $ 

chg. vs. YAGO 

Store that have 

high Fresh 
ǾŜƭƻŎƛǘȅΧ 

Χŀƭǎƻ ƘŀǾŜ 

high Store 
velocity 



INCREMENTAL DELI TRIPS DRIVE STORE DOLLARS 

MOST HHS PURCHASE FROM ALL 
AREAS OF THE DELI 73 

66 

51 

44 

43 

42 

34 

33 

31 

27 

Specialty Cheese

Dips/Spreads/Toppings

Bulk Meat

Pizza

Snacks

Appetizers/Side/Desserts

 Prepared Chicken

Service Cheese

Salads

 Pre-sliced Meat

Source: Homescan Total ShopperView Specialty Panel 52 Weeks Ending 3/26/2016 



DELI HAS THE FLEXIBILITY TO INNOVATE 

New Snack 
Packs  

Meals from Online 
Only Restaurants  

24% $ growth for Deli 
Snack Packs with Cheese 

8% increase in $ sales for Deli 
Entrees 

  

Anticipated triple 
revenue growth in 2016 

FUTURE 

Variety of Gourmet Meals 
Prepared at Culinary Kitchens 

% of Store Offering Deli Amenities 
Cooking Classes 50% 

Music/Entertainment 57% 

Cooking Demos 61% 

Beer/Wine Area 72% 

Complimentary Wi-Fi 86% 

Beer/Wine Tasting 89% 

In-store seating 96% 

GRAB-N-GO 

FRESH LOOKING FOOD 

WELL-TRAINED STAFF 

PRE-ORDER KIOSK 

Source:  Nielsen Perishables Group FreshFacts®, The Sophistication of Supermakret ς Fresh Prepared Foods ς FMI/Technomic 2016 



AND LEVERAGE PROVEN BRANDS TO WIN 

Restaurant brands accounted 

for 1.2% of Deli and 2.1% of 
Deli Prepared dollars 

8.9% 8.9% 

6.1% 
7.2% 

Deli Deli Prepared

Dollar Growth 

Restaurant Brands Rest of Deli

Source: Nielsen Perishables Group FreshFacts® Total U.S. 52 weeks ending 4/25/2015 vs. Year Ago 


